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ABSTRACT 
 

 The firm’s growing tendency towards Corporate Social Responsibility (CSR) activities 

calls for further research regarding CSR. The present study investigates how firms 

initiating CSR activities can garner fruitful benefits from these activities. The primary 

objective of the current study is to evaluate the mediating effects of perceived indebtedness 

between customer CSR perceptions and customer citizenship behavior. The second goal is 

to probe into the effects of customer spirituality as a moderator between customer CSR 

perceptions and perceived indebtedness. We administered a research survey with 400 

Pakistani ride-hailing services’ consumers. Regression and PROCESS Hayes were 

performed on the data set to test the proposed hypotheses. The results showed perceived 

indebtedness to partially mediate the relationship between customer CSR perceptions and 

customer citizenship behavior. The relationship between customer CSR perceptions and 

perceived indebtedness was found to be significant when customer spirituality played the 

moderating role. The present research expands the literature on customer spirituality and 

customer CSR perceptions.  
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1. INTRODUCTION 
 

 Customer citizenship behavior has been seen as value co-creation conduct that adds 

extra value to the firms (Gong et al., 2021). CCB (Customer Citizenship Behavior) has 

been seen as a useful way to employ customer talent. There have been various studies on 

CSR but they are focused on the financial benefits of the company (Ghaderi et al., 2019; 

Rhou et al., 2016; Kang et al., 2016). 
 

 CSR (Corporate Social Responsibility) activities are found to garner positive effects on 

word of mouth, financial and non-financial performance, extra-role behavior, and 

competitive advantage (Eid et al., 2020; Prieto et al., 2020; Fatma et al., 2020). Previous 

research has studied spirituality in the workplace (Ghorbanifar & Azma, 2014; Pradhan & 

Jena, 2016) and very few studies have included the variable in the context of the customer 
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(Chowdhury, 2018; Vitell et al., 2006, 2007). Previous research has left the investigation 

of antecedents of CCB unexplored (Gong & Yi, 2021). The firm’s CSR initiatives 

ameliorate its behavioral and marketing consequences (Moliner et al., 2019; Ahmed et al., 

2020) and the extra-role and in-role conduct of customers (Silva et al., 2020).  
 

 In consumer sciences, spirituality is acquiring increasing attention with more studies 

making its advantages and limitations a central point to determine consumer behavior 

(Fischer et al., 2017; Rodriguez-Rad et al., 2018). Spirituality has been linked with the 

fields of sociology and psychology for a very long time but it has now been recognized in 

consumer behavior studies (Rodriguez-Rad & Ramos-Hidalgo, 2018). Vitell et al., (2018) 

claim that it is unclear how a consumer’s spirituality influences his responses. 
 

 This study focuses to observe the consequences of consumer CSR perceptions about a 

firm on their voluntary behavior. Lii et al., (2012) show the influence of CSR efforts on 

brand attitude and consumer-company identification (CCI) leading to consumer citizenship 

behavior. Though, it did not investigate the mediating effects. This research intends to 

study mediation effects of perceived indebtedness between both variables. Raza et al., 

(2020) claim that the association between consumers’ perception regarding CSR and 

consumer behavior is the latest area of study which requires further literature in order to 

brim that gap. 

 

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 
 

2.1 Relationship between Customer CSR Perceptions  

and Customer Citizenship Behavior 

 McWilliams et al. (2006) explain corporate social responsibility as situations where the 

firms go above compliance and engage in actions that appear to further some social good, 

beyond the interests of the firms and that which is required by law. Huge firms like 

Starbucks, Delta Airlines and Nestlé are now increasingly promoting their CSR activities 

for the sake of being considered as socially responsible entities (Hur et al., 2020). Industries 

that provide more complex products and services are becoming more receptive to CSR 

activities than other industries (Fatma & Rahman, 2016; Pratihari & Uzma, 2018). 
 

 CSR activities serve as a competitive edge in terms of a firm’s performance (Nyuur  

et al., 2019; Curras-Perez et al., 2018; Hsu, 2012). CSR has come up to be a marketing tool 

for firms to develop long-term relationships with their customers and as a way to provide 

value (Khan et al., 2015; Shah & Khan, 2019). Scholars and researchers find it difficult to 

conceptualize CSR as it is context-specific (Uhlig et al., 2020). CSR has been studied 

tremendously for decades in various disciplines (Farooq & Salam, 2020).  
 

 Tuan et al. (2019) state that when consumers think of a company to be socially 

responsible they are more inclined to be involved in a value co-creation process. 

Impression of a firm’s CSR activities can enhance emotional commitment to the company 

and let the customers get involved in citizenship behavior (Hur et al., 2018). Customers 

evaluate such firms as good citizens and show citizenship behavior towards them (Arshad 

et al., 2020, 2021; Tuan, 2018). CSR improves a firm’s organizational and financial 

outcomes (Ali et al., 2019; Farooq & Salam, 2020). 
 

 As CSR is becoming essential both in academics and corporate culture, customers now 

pay keen attention to a firm’s involvement in CSR initiatives (Kim et al., 2020). The image 



Hayat and Arshad 391 

of a company resulting from CSR acts can enhance customer citizenship behavior (Plewa 

et al., 2015). Therefore, it is hypothesized that: 
 

H1: Customer CSR perceptions have a significant relationship with customer 

citizenship behavior. 
 

2.2 Mediating Role of Perceived Indebtedness 
 Indebtedness is defined as a state of obligation to repay another in the context of 
receiving a benefit from another (Greenberg, 1980). Individuals realize a feeling of 
indebtedness towards those who have done them any favor (Arshad et al., 2020, 2021; 
Erum et al., 2020a, 2020b; Jung & Yoo, 2019). When people sense psychological 
indebtedness they feel it’s obligatory to return the favor by reciprocating the behavior 
(Greenberg, 1980; Nawaz et al., 2021). Reciprocity is considered a righteous code of 
behavior (Uehara, 1995, p. 483). Support for the relationship is based on reciprocity theory 
which posits that reciprocity produces the intention to pay back the favor to others (Molm, 
2010). 
 

 Hasan et al. (2017) found that customers stick to normative pressure to reciprocate 
positive outcomes perceived as service organizations’ efforts to maintain the relationship. 
When service encounters exceed expectations customers feel a sense of indebtedness to 
reciprocate the behavior (Harmeling et al., 2015). Salespeople try to pretend rule-bending 
behavior to create indebtedness in customers (Jung & Yoo, 2019). 
 

 Sellers try to create indebtedness in customers to create a good relationship and 
attachment (De Peyrelongue et al., 2017). Indebtedness indulges in a gifted relationship as 
a way to provide an individual with a good experience (Pereira & Strehlau, 2016). Friendly 
relations between customers and employees assume social obligations (Ho, 2012). 
Indebtedness is positively correlated with the benefits received from the favor and with the 
closeness to the helper (Peng et al., 2018).  
 

 The pattern of reciprocity has notable consequences on consumers’ knowledge-sharing 
behavior (Chen & Hung, 2010). Sellers intentionally put customers in a position where 
they feel indebted to reciprocate a behavior like giving gifts as complements (De 
Peyrelongue et al., 2017). When customers view that a company’s CSR activities are 
genuinely selfless they engage in reciprocal behavior in the favor of the company (Hur et 
al., 2020). If customers perceive a company’s efforts as self-serving only and as an attempt 
to make customers feel obligated to reciprocate it can make the customer cynical toward 
the company (Hasan et al., 2017). 
 

 Bock et al. (2016) found that indebtedness positively affects positive word of mouth. 
Firms should assist consumers to acknowledge their CSR efforts; a feeling constrained to 
return the favor by stressing that the company is adding to the well-being of the consumer’s 
community (Cho et al., 2017). Vlachos et al. (2009) claim that CSR efforts increase 
consumer trust and norms of reciprocity builds trust. Research shows that trust is linked to 
customers’ knowledge-sharing behavior (Celuch et al., 2018), a component of CCB. Thus, 
it is hypothesized that:  
 

H2: Perceived indebtedness mediates the relationship between customer CSR 
perceptions and Customer Citizenship Behavior.  
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2.3 Moderating Role of Customer Spirituality 
 Spirituality has been defined as the basic feeling of being connected with one’s 
complete self, others, and the entire universe (Mitroff & Denton, 1999). The expression 
spirituality, is obtained from the Latin word “spiritus” which is defined as a crucial 
proposition held to give life to a physical being (Mukherjee, 2018). Religion and 
spirituality are two related concepts but religion differs in that it is linked with practices 
and beliefs in a certain belief system, while spirituality appeals even to those who do not 
adhere to any particular religious exercise and is of universal nature (Vitell et al., 2016). It 
is having one’s own experience while religion is believing in someone else’s experience 
(Chopra, 2014). Spirituality is less rigid, formal, and institutionalized in nature as 
compared to religion (Rinallo et al., 2013). 
 

 Marketers purposefully design products in ways that quench consumers’ thrust for 
meaningful interaction with their inner self (Husemann & Eckhardt, 2019). Spirituality is 
all about loving and being aware of one’s self directly, being convinced that you are worthy 
of forgiveness and better things in life (Baksa, 2011). Individuals tend to obtain the spirit 
of their work through their spirituality hence it affects their satisfaction (Gupta et al., 2014). 
The meaning that individuals find in their work is when job characteristics match with an 
individual’s life goals and bring advantages (Dik et al., 2015). 
 

 Spiritual orientation allows individuals to get involved in activities that are beneficial 
for society and nature (Sharma & Sharma, 2016). Spirituality at the workplace has been 
found to show innovative work expression (Afsar & Rehman, 2015), promotes information 
sharing conduct (Rahman et al., 2015), social responsibility consciousness and 
organizational identification (Kolodinsky et al., 2008). It dictates the unity of the universe 
and the connection of human beings and nature with each other (Saleem et al., 2018). This 
research proposes the moderator as customer spirituality between CSR perceptions and 
perceived indebtedness established on the H-V (Hunt & Vitell) theory of ethics explicating 
that spirituality is a dominant predictor of noble decision-taking (Hunt & Vitell, 1993). 
 

 Sharma & Sharma (2016) found that motivation for consumers to embrace sustainable 
behavior is because of their concerns for the environment and consciousness. Customers 
favor socially responsible companies to satisfy their self-expressive and self-definitional 
requirements as they perceive positive feelings about themselves (Vlachos & Vrechopoulos, 
2012). Customers indulge in voluntary behaviors to meet their psychological needs of being 
helpful, needed and getting recognition by the community which consists of four types (He 
et al., 2017; Yi & Gong, 2013). Thus, it is hypothesized that: 
 

H3: Customer spirituality moderates the relationship between customer CSR 
perceptions and perceived indebtedness. 

 

2.4 Relationship between Customer Spirituality and CCB 
 Hu et al. (2020) validate that customer spirituality can promote the customers to extra-
role behavior. Emotions play role in choosing a product or a service and getting 
emotionally attached to the brand (Levy & Hino, 2016). Research shows that individuals 
help others because it brings them satisfaction (Sánchez-Franco & Roldán, 2015). Religion 
can be a part of an individual’s spirituality however spirituality does not demand religious 
beliefs (Werner et al., 2020). Researchers have linked spirituality with religion but not with 
any one specific religion (Houghton, Neck & Krishnakumar, 2016). 
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 More spiritual individuals tend to support those firms that conform to sustainable 
practices (Rodriguez-Rad et al., 2018). Spirituality at the workplace takes employees as 
spiritual beings and is inclined to show the spiritual side of the organization (Pradhan & 
Jena, 2016). Spirituality is all about how an individual feels connected with himself/herself, 
with others in the firm, and with the entity of the firm as a whole (Garg, 2020). 
 

 A spiritual person holds a higher emotional quotient, internal locus of control, and 
positive self-respect which helps to cope with stressful situations (Van der Walt & de 
Klerk, 2014). Bosch Rabell & Bastons (2020) found that spirituality is not accidental 
instead it is crucial at work as employees are “spiritual beings”. Spirituality depicts as the 
capability to go beyond the self, to get close emotionally and intellectually to others, and 
put one’s self in someone else’s shoe (Malloch, 2010; Stokes et al., 2016). 
 

 As modern life is becoming more difficult people’s inclination towards spirituality is 
increasing (Kotler, 2019). Spirituality does not distinguish among professions or people 
(Bosch Rabell & Bastons, 2020). Ghosh & Mukherjee (2020) found that CSR and spirituality 
should be part of management studies; this will help in the shift from an organization-centered 
view to a more human-centered view by these future business people. Kotler (2019) says 
people are increasingly looking at the marketplace to experience spirituality. 
 

 Kazemipour & Mohd Amin (2012) found a strong relationship between meaningful 
work and citizenship behavior. Research shows that employees with higher workplace 
spirituality are subject to depict organizational citizenship behavior (Paul et al., 2016). 
Spirituality and concepts related to spirituality have a positive effect on an individual’s 
pro-social behaviors and attitudes (Wierzbicki & Zawadzka, 2016). Spirituality inhibits 
cooperative behavior with others in the community (Rabell & Bastons, 2020). Hence, it is 
hypothesized that: 
 

H4: There is a significant relationship between customer spirituality and Customer 
Citizenship Behavior. 

 

 
Figure 1: Theoretical framework 

 

3. METHODOLOGY 
 

3.1 Data Collection and Participant Characteristics 

 For the purpose of this study, data was collected from customers of ride-hailing services 

in Pakistan. The companies targeted have done noteworthy contributions towards the well-

being of society. We have selected customers of two ride-hailing services as research 

subjects. The data for our study was collected both face to face and online. 420 questionnaires 

were collected in total, out of which 19 responses were found to be incomplete. 
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 Convenience sampling technique is used to collect data. Deductive approach is used to 

develop the theory for the present research. The quantitative research conducted is cross-

sectional. The preliminary analysis shows 16% of the respondents to be male and 84% of 

the respondents were found to be female. 53% of the respondents lie within the age bracket 

of 18-24. 41.4% of subjects were found to have a college education while 55.8% have a 

university education. 

 

3.2 Measurement Scales 

 Customer CSR perceptions was measured by adopting the scale from (Hur et al., 2014) 

with 3 items. Consumer spirituality was measured by adopting the scale from (Sharma & 

Sharma, 2016) with 11 items. Perceived indebtedness was measured by adopting the scale 

from (Tokman et al., 2007) with 5 items. Customer citizenship behavior was measured by 

adopting the scale from (Yi & Gong, 2008 and Balaji, 2014) with 6 items. All the scales 

were anchored at 5= Strongly Agree and 1= Strongly Disagree.  
 

4. RESULTS 
 

4.1 Factor Loadings 
 

Table 1 

 Results of Factor Loadings 

Construct Items Factor loadings 

Customer CSR 
Cust_CSR1 0.838 
Cust_CSR2 0.890 
Cust_CSR3 0.912 

Perceived 
Indebetness 

Per_Indebt1 0.815 
Per_Indebt2 0.971 
Per_Indebt3 0.980 
Per_Indebt4 0.915 
Per_Indebt5 0.918 

Customer 
Spirituality 

Cust_Spirit1 0.907 
Cust_Spirit2 0.923 
Cust_Spirit3 0.874 
Cust_Spirit4 0.765 
Cust_Spirit5 0.813 
Cust_Spirit6 0.845 
Cust_Spirit7 0.904 
Cust_Spirit8 0.982 
Cust_Spirit9 0.947 

Cust_Spirit10 0.857 
Cust_Spirit11 0.844 
Cust_Citizen1 0.856 
Cust_Citizen2 0.872 
Cust_Citizen3 0.903 
Cust_Citizen4 0.844 
Cust_Citizen5 0.890 
Cust_Citizen6 0.874 
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 Factor analysis has been run to certify the percentages of variance for each factor 

corresponding the variables of the current study. All of the factor loadings fall in the range 

between 0.06 to 0.09 that is higher than the minimum acceptable value of 0.06, encouraging 

additional analysis due to sufficient factorability. 

 

4.2 Confirmatory Factor Analysis 
 

Table 2 

Results of Confirmatory Factor Analysis Model Fitness Comparisons 

Model χ2/df TLI CFI RMSEA SRMR SRMRw SRMRb 

Alternative 

Measureme

nt Models 

One Factor 3.29 0.74 0.13 0.18 0.08   

Two Factor 2.18 0.79 0.16 0.12 0.09   

Three Factor 1.15 0.84 0.08 0.09 0.04   

Proposed 

Model 
Four factor 0.02 0.95 0.09 0.08 0.02 0.06 0.19 

Notes: χ2 = Chi-square; TLI = Tucker-Lewis Coefficient; df = Degrees of Freedom;  

CFI = Comparative Fit Index; SRMRw = Standardized Root Mean Square Residual 

Within; RMSEA = Root Mean Square Error of Approximation; SRMRb = 

Standardized Root Mean Square Residual Between 

 

 Model fitness is verified using confirmatory factor analysis (CFA). To test the 

comparative fitness of hypothesized model Root Mean Square Error Approximation 

(RMSEA) along with Comparative Fit Index (CFI) and Tucker Lewis Index (TLI) has been 

used. The acceptable limit for these indices is ≤ 0.08 for RMSEA and SRMR within and 

between > 0.90 for TLI and CF and < 2 for Chi-Square/Degrees of Freedom (Xia & Yang, 

2019). Accordingly, the proposed (five factor model) demonstrates superior fit indices over 

alternative models. 

 

4.3 Composite Reliability and Scale Validity 

 

Table 3 

Results of Composite Reliability and scale Validity 

  CR AVE MSV 

Customer CSR 0.72 0.89 0.68 

Perceived Indebtedness 0.71 0.74 0.72 

Customer Spirituality 0.90 0.86 0.83 

Customer citizenship Behavior 0.93 0.89 0.87 

Notes:  AVE = Average Variance Extracted; CR = Composite Reliability;  

MSV = Maximum Shared Variance 
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 The values of composite reliability (CR) for all the study variables fall above the 

minimum threshold value of 0.06 verifying indicators from the same construct that 

substantiated convergent validity. Moreover, the maximum shared variance (MSV) for all 

variables also fall less than average variance extracted (AVE) that validates the 

discriminant validity. 

 

4.4 Descriptive, Correlation and Reliability 

 To measure the reliability of all items, Cronbach Alpha was calculated and all the 

values were above the acceptable range.  
 

Table 4 

Descriptive statistics, reliability and correlation matrix 

Variables Mean SD Α 1 2 3 4 

1. Customer CSR Perceptions 3.66 0.73 0.77 1    

2. Perceived Indebtedness 3.14 0.77 0.80 0.43** 1   

3. Customer Spirituality 4.00 0.55 0.82 0.32** 0.25** 1  

4. Customer Citizenship 

Behavior 
3.60 0.63 0.70 0.42** 0.45** 0.50** 1 

**Correlation is significant at the 0.01 level (2-tailed). 

 

 The analysis exhibits that customer CSR perceptions have a positive, significant  

(r = 0.42, p < 0.01) and moderate correlation with the dependent variable. Perceived 

indebtedness has a positive, significant (r = 0.45, p < 0.01) and moderate correlation with 

the dependent variable. Customer spirituality has been found to have a positive, significant 

(r = 0.50, p< 0.01) and moderate correlation with the dependent variable. The positive 

correlation tells that with an increase in one variable a significant increase in other variable 

is expected. All of the hypothesized relationships are found significant. 

 

4.5 Regression Analysis 
 

Table 5 

Results of Model Summary 

Model R R Square 
Adjusted  

R Square 

Std. Error  

of the Estimate 

1 .495a .245 .244 .54704 

 Correlation coefficient of multiple regression (R) 

 

 The value (R = 0.495) shows a positive direction yet the strength of the relationship in 

moderate. 

 

Coefficient of determination (R²) 
 

 The value (R² = 0.245) shows there is 24.5% variation in dependent variable i.e. CCB 

due to independent variable i.e. customer spirituality. 
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Table 6 

Results of Linear Regression Analysis 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B Std. Error Beta 

1 
(Constant) 1.334 .200  6.660 .000 

Customer Spirituality .566 .050 .495 11.391 .000 

 

  Y = a+B1X1 

  A (Customer Citizenship Behavior) 
 

 We interpret that customer citizenship behavior will be 1.334 when customer 

spirituality is 0 at the start of the intercept. 
 

  B1 (Customer Spirituality) 
 

 When customer spirituality is increased by 1 unit there will be 0.566 increase in 

customer citizenship behavior.  
 

 The regression analysis shows a positive association between customer spirituality and 

CCB. The beta value shows 49.5% contribution of customer spirituality in predicting CCB 

(β = 0.495, p<0.01). The positive association shows that an increase in customer spirituality 

will make an increase in customer citizenship behavior thus accepting H4. 

 

4.6 Moderated Mediation Model 

 A moderated mediation was run to assess the theoretical model presented in figure 2.1 

using PROCESS macro for SPSS (Hayes, 2018). Customer spirituality was put as a 

moderator between customer CSR perceptions and perceived indebtedness, taken as the 

mediator in the relationship between customer CSR perceptions and customer citizenship 

behavior. The model was run once which assessed (1) the effects of CSR perceptions on 

CCB (both direct and indirect, through perceived indebtedness), (2) the effect of CSR 

perceptions on perceived indebtedness (as moderated by customer spirituality), and (3) the 

effect of perceived indebtedness on CCB. The analysis combines mediation and 

moderation to assess the conditional indirect effect of CSR perceptions on CCB through 

perceived indebtedness, as moderated by customer spirituality (Model 7 by Hayes, 2018). 

 

4.6.1 Analysis 

 Customer CSR perceptions lead to customer citizenship behavior (effect=.24; p=0.00), 

providing support for H1. Perceived indebtedness leads to citizenship behavior (effect=.27; 

p=0.00), showing partial mediation and providing support for H2. The interaction term of 

CSR perceptions and customer spirituality shows the significant effect (effect=.28; p= 

0.00) providing support for successful moderation, hence H3 is also accepted. 
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Table 7 

Moderated-Mediation Analysis 

 Coeff se T P LLCI ULCI 

Customer CSR perceptions on 

perceived indebtedness 
-.70 .30 -2.30 .02 -1.30 -.10 

Customer spirituality on perceived 

indebtedness 
-.77 .26 -2.90 .00 -1.30 -.25 

Customer CSR 

perceptions*Customer spirituality 

on perceived indebtedness 

.28 .07 3.69 .00 .13 .42 

Customer CSR perceptions on 

CCB 
.24 .04 5.89 .00 .16 .32 

Perceived indebtedness on CCB .27 .04 6.91 .00 .19 .34 

 

Table 8 

Moderator Analysis: Conditional Effect of Customer CSR  

Perceptions on Perceived Indebtedness at Values of Moderator 

Customer Spirituality Effect Se LLCI ULCI 

Low .25 .07 .12 .38 

Medium .40 .05 .30 .49 

High .55 .06 .43 .67 

 

5. DISCUSSION AND RECOMMENDATION 
 

5.1 Hypotheses Supported 

 Our study explored how customer’s CSR perceptions affect customer citizenship 

behavior. The study found adequate support for the effect of CSR perceptions on CCB; 

supporting H1. Also, our study attempted to understand the underlying mechanism 

regarding this relationship and found perceived indebtedness partially mediating the 

relationship; accepting H2. Customer spirituality was also found to have significant effects 

between customer CSR perceptions and perceived indebtedness as a moderator; supporting 

H3. Moreover, customer CSR perceptions positively impacted CCB accepting H4.  
 

 Figure 5.1 shows the graphical moderation of customer CSR perception and customer 

citizenship behavior. It clarifies the understanding of moderating effects of customer 

spirituality. 
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Figure 5.1 Moderation Graph 
 

5.2 Theoretical Implications 

 Our study adds to the literature on customer’s citizenship behavior while previous 

studies have focused more on participation behavior (Torkzadeh et al., 2020). The present 

research provides useful observation into CSR and customer spirituality literature by 

investigating the relationship between customer CSR perceptions and customer citizenship 

behavior which was neglected previously (Hur et al., 2020). This study presents insight 

into how CSR affects extra-role behavior by including perceived indebtedness as a key 

mediator. The present study suggests that customer spirituality is pivotal in amplifying 

customer citizenship behavior. Our study has undertaken spirituality and citizenship 

behavior in the context of the customer, while previous literature had focused only in terms 

of the workplace. 
 

5.3 Practical Implications 

 This research has key implications for CSR practitioners. CSR activities should be 

carried out in ways that give rise to customers’ spirituality as customer spirituality is a 

strong moderator in the present study which leads customers to feel indebted. CSR 

marketing strategies should be aimed at provoking interconnectedness among people and 

connectivity with the universe rather than the fact that the company’s involvement in CSR 

initiatives. Managers can strategically plan their CSR initiatives so they can use customer 

inputs as a result of socially responsible efforts as infinite resources. Companies must assist 

customers in appreciating the socially responsible efforts of companies so that customers 

can feel indebted to return the favor. This is in line with Cho et al.'s (2017) findings that 

companies should encourage in-group identity to give rise to feelings of reciprocity.  
 

5.4 Limitations and Future Research 

 The present research is not free of limitations. Firstly, our study didn’t include various 

dimensions of CSR i.e., social, legal, economic, ethical, and environmental. Secondly, data 

were collected from only one industry in Pakistan lessening its external validity. Third, our 

study used a convenience sampling technique which can limit the generalizability of the 

findings. Further research can use a random sampling technique. This study did not 

0

0.5

1

1.5

2

2.5

3

3.5

4

Low Mod High

C
u

st
o
m

er
 C

it
iz

en
sh

ip
 B

eh
a
v
io

r

Customer CSR Perception

Low

Moderate

High



Do Extra Efforts from Firms Lead to Extra Efforts from Customers?... 400 

differentiate amongst spiritual orientations i.e., intrinsic and extrinsic orientations. This 

differentiation can help managers know exactly which orientation leads customers towards 

citizenship behavior and deploy their resources accordingly.  
 

 Due to Covid-19 sample size could not have been very large and face-to-face 

interaction was limited. The study had to rely more on online questionnaires and 

questionnaires sent through e-mail did not provide a very good response rate. Future studies 

can include different industries to collect data to generalize the results. Different cultural 

orientations can have different impacts on the perceptions of CSR activities, further 

research can differentiate among individualistic and collectivistic cultural orientations. 

Also, this framework can have different outcomes if conducted in a developed country so 

this can be a new research avenue for future research. 
 

5.5 Conclusion 

 In conclusion, the present study examines the relationship between customer CSR 

perceptions and customer citizenship behavior in the Pakistani context. It has been found 

that customer CSR perceptions alone do not arouse the feeling of indebtedness in customers 

whereas, when customer spirituality moderates the relationship, customers feel obliged to 

return the favor to the company in form of citizenship behavior.  
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APPENDIX 

 

Customer CSR 

Perceptions 

 

1 XYZ is a socially responsible company  

2 XYZ is concerned to improve the wellbeing of society 

3 XYZ behaves responsibly regarding the environment 

Customer 

Citizenship 

Behavior 

 

1 I say positive things about XYZ company 

2 I give constructive suggestions to XYZ on how to improve its 

services  

3 The employees of XYZ get my full cooperation 

4 I carefully observe the rules and policies of XYZ 

5 I do things that can make XYZ employees’ jobs easier 

6 When I have a useful idea on how to improve service, I 

communicate it to someone in XYZ 

Perceived 

Indebtedness 

1 I owe XYZ my patronage because of the favors they give to the 

community 

2 I feel obliged to do business with XYZ because of the favors 

they give to the community  

3 I have a give and take relationship with XYZ 

4 I feel indebted to XYZ because of the favors they give to the 

community 

5 I feel a need to repay XYZ for the favors they give to the 

community 

Customer 

Spirituality 

1 I think the current problems in society are due to conflict 

between the individual’s and the society’s goals 

2 I buy products to fulfill my personal needs and not to impress 

others or meet expectations of others 

3 My efforts are directed towards understanding the purpose and 

meaning of life 

4 I connect to the universe on daily basis 

5 I prefer to use products that are efficient and less energy 

consuming for both my personal and society’s benefit 

6 My purchases are aligned with my philosophy of life 

7 Being true in relationships is important to me 

8 I respect everyone 

9 I consider ethical issues in making purchase decisions 

10 I make my purchases to please myself and not under any 

pressure from society 

11 I prefer to buy from those brands that are reliable and 

trustworthy 

 


