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Abstract  

Background  Corporate Social Responsibility (CSR) has been an important concept for 
decades. Since then, it has gradually become one of the standard business 
practices. Due to a vast stream of amelioration about the concepts and practices, 
CSR has grown and expanded its focus to a global scope. The research study is 
particularly focused on coffee shop companies in Vietnam. It is stated that 
Vietnam is one of the two major coffee exporting countries in the world. Coffee 
is one of the traditional beverages in Vietnam as a consequence of the influence 
of the French colonial period. In the vortex of globalization, a lot of new 
concepts have raised, such as the CSR concept, sustainability. So, to keep pace 
with the changes in the world, Vietnam cannot be out of that growth circle. 
 

Purpose  The purpose of this thesis is to examine and identify the importance of Corporate 
Social Responsibility in developing the reputation of coffee shop companies in 
Vietnam. 

Method  A Qualitative Research study was conducted in order to fulfill the purpose and 
research question of the study. The qualitative data was collected through semi-
structured interviews. These interviews were carried out from both the customers 
and coffee shop companies in order to get the best results. 

Conclusion The findings from our research showed the series of advantages that CSR 
activities bring to a company, especially in terms of improving reputation in the 
industry of coffee shops. Even though this is seen as a new topic in Vietnam, 
many companies are adopting and putting more attention on it. 
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1. Introduction  
 

This first chapter will present the background linking the topic and its objectives which two 

authors aim to approach. Simultaneously, a concise overview of Corporate Social 

Responsibility (hereinafter called CSR) will be introduced in the World generally and in 

Vietnam particularly.  Continued with the above-mentioned current CSR practices in the 

World and Vietnam, the relationship between CSR program and firms’ reputation in terms of 

coffee shop companies will be defined. After that, the problem discussion, purpose, and 

research questions will be brought in respectively. Finally, delimitations of the study along 

with a list of key definitions will be also proposed.  

1.1. Background 

Initiated by Howard Rothman Bowen (1908-1989), the term “Corporate Social Responsibility 

- CSR” was officially appeared in 1953 in his book titled Social Responsibilities of the 

Businessman. Since then, CSR has gradually become one of the standard business practices. 

Due to a vast stream of amelioration about the concepts and practices, CSR has grown and 

expanded its focus to a global scope (Carroll, 2008). It would be much easier to understand if 

using the clarification of the European Commission “CSR is the responsibility of enterprises 

to impact on society”. As such, the purpose of CSR is to give back to society, join 

philanthropic activities as well as to create positive social values. SIDA (2005) pointed out 

that sustainable growth coupled with the internal-improved organization is able to achieve if 

an appropriated CSR program is launched. Because of its benefits contributing to both 

economic and social aspects, CSR has turned to be an effective measure to assess a firm‟s 

performance through intangible assets, for example, sustainable competitive advantage, 

reputation, and customer satisfaction (Saeidi et al., 2015). In other words, a strategic CSR 

program will reinforce an entity‟s competitiveness in a dynamic market. Remarkably, CSR 

strategy does not only play a crucial component to increase the competitive ability of any 

company but also takes a significant function for a firm‟s enhanced reputation in a cynical 

business world (Mai, 2017).  

Additionally, it is stated that Vietnam is one of the two major coffee exporting countries in 

the world (Gonzalez‐Perez & Gutierrez‐Viana, 2012). Another finding from Jolliffe et al. 

(2010), coffee is one of the traditional beverages in Vietnam as a consequence of the 

influence of the French colonial period. The research, therefore, has a focal point on the 
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coffee shops companies but not on other types of products or industries in Vietnam. Within 

this thesis, the phrase which refers to coffee-shop firms is about coffee shop chains like 

Starbucks - an international firm, and Trung Nguyen Coffee, Highland Coffee, and The 

Coffee House, which are three typical Vietnamese companies in the sphere of coffee-shop. 

Starbucks has turned its brand name to be one of the prevalent coffee shop logos that targets 

upper and middle-class customers globally; in Vietnam, however, coffee connoisseurs also 

have their favorite domestic coffee-shop chains. 

In the vortex of globalization, a lot of new concepts have risen, such as CSR concept, 

sustainability. So, to keep pace with the changes in the world, Vietnam cannot be out of that 

growth circle. Many Vietnamese companies, hence, have been choosing to copycat with what 

foreign companies do. Among the criteria which a domestic company will mimic is utilizing 

a sufficient CSR program within its company. Nonetheless, CSR activities in Vietnam do not 

work properly as they do in western countries due to a lack of well-defined CSR practices 

(Tran & Jeppesen, 2016).  

Likewise, although the concept of CSR is still fresh in Vietnam, the customers‟ attitudes 

towards CSR issues have shown that companies and their products could be boycotted in case 

of any violating CSR activities. In particular, Coca Cola and Vedan companies are the two 

striking examples of their infringements to such CSR violations. Vedan Company polluted 

the Thi Vai River while CocaCola made mistakes on transferring prices to avoid paying 

government tax. Subsequently, these faults have led to a wave of a consumer backlash 

against the two companies for a long time (Thi & Le Van, 2016).  

 

Regarding the economic aspect, Vietnam is one of the world‟s impressive economic success 

stories since the 90s (World Bank, n.d). The country was hit by the two major wars against 

France and the United States, leaving much of the country in severe devastation and poverty. 

Thanks to the right “Renovation” policy and the end of the American embargo in 1994, 

Vietnam has soon made its name in a rank of countries with fast-growing economies. 

Contributing significantly to this robust growth is the Foreign Direct Investment attraction 

policies towards the Western companies promoted by the Vietnam Government (Hanh et al., 

2017). This flow paved an entrance for numerous multinational companies to open their 

business in the Vietnam Market. As a result, CSR as an integral part of those multinational 

companies was also introduced to Vietnam. Over time, CSR and its benefits have affirmed 
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their crucial role in domestic firms in Vietnam through practical results in both production 

and business (Mai, 2017). It would be difficult to make an accurate assessment of CSR 

practices in Vietnam without any comparison with those in other countries. In the studies of 

Baughn and his colleagues (2007), they clarified that CSR implemented in Asian enterprises 

often lag behind their Western counterparts. So, it would be more strategic to make a 

comparison of CSR practices between Vietnam and its neighboring countries in the 

Association of Southeast Asian Nations formed in 1967, including Brunei, Cambodia, 

Indonesia, Laos, Malaysia, Myanmar, Philippines, Singapore, Thailand, and Vietnam. In the 

research prepared by Gunawan and Hermawan (2012), they pointed out that the Vietnamese 

domestic companies have a high sense of responsibilities in terms of social and 

environmental compared to companies from nearby countries in Southeast Asia. 

Additionally, an education system for the young generation along with a rising standard of 

living has been receiving much attention from the Vietnamese government. Such positive 

efforts bring advantages to turn Vietnam into a prosperous and sustainable country in the 

Region of Southeast Asia. Therefore, it is believed that CSR practices in Vietnam have 

asserted their current salient position at this stage and will have further strides in the future, 

even though they still have some limitations and weaknesses in comparison with the practical 

CSR programs undertaken in Western countries. 

1.2. CSR activities by coffee shop companies in Vietnam 

These days, when the habit of “going to have a cup of coffee” has permeated into the 

Vietnamese daily lifestyle, the hustle and bustle Ho Chi Minh City (another name is Saigon 

City) has also welcomed a growing number of new coffee shops that rank from a global 

corporation to a local café. As a result, the amount of waste from these coffee shops has been 

increasing sharply. In a recent report from Johnson (2019), there are around two hundred and 

fifty billion paper cups discharged to the environment and then ends up at landfills without 

any proper disposal solution. The reason is that it might cost much money for recycling 

systems, or even the ideal process for waste treatment does not exist in plenty of 

municipalities. This explains why the recycling step seems to be neglected. The situation will 

get worse in the case of plastic cups, which are used more commonly in Vietnam. Plastic 

cups and plastic straws used for a single drink are the most concerning matter in Vietnam 

because of their environmental scourge, especially in the context that Vietnam is ranked 

amongst the top five countries sending plastic trash into the ocean (Nguyen, 2018). The 
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following data provided by BBC News below illustrates the total volume of plastic waste 

which Vietnam released into the environment in 2010 (Harrabin, 2017).  

Figure 1: Top 15 countries worldwide that mismanaged plastic waste in 2010 (million metric 

tonnes) 

The good news is that the level of environmental awareness and social responsibilities 

embedded in Vietnamese companies has been improved significantly in recent years. 

Following the eco-friendly trend, many coffee shop owners are now looking for alternative 

materials for plastic. From Nguyen‟s blog summary (2019), there are some practical actions 

that the following coffee shops in Vietnam are utilizing when serving their customers.  

 

The Coffee Shop named An Herbal Tea and Coffee located in Central Vietnam introduced a 

new way to eliminate the use of plastic products in their shop by wooden cups and bamboo 

straws (Nguyen, 2019). 

 

To limit the plastic things released by the coffee shop, A Little Hoi An, a coffee shop in Hoi 

An province Vietnam uses cups made from glass, along with stainless steel straws (Nguyen, 

2019). 

 



10 

 

For Starbucks Vietnam, they have another way to encourage people to limit the consumption 

of plastic products. By launching a promotion campaign in which Starbucks Vietnam gave 

their customers “10,000VND off when the customers bring their own cup to Starbucks”. It is 

also noted that 1 Euro is about 25,000VND. Starbucks‟ action is regarded as a wise approach 

because it conveys a positive message in communities and enhances Starbucks‟ image in the 

heart of their current as well as potential customers by raising environmental awareness 

(Starbucks, 2019). 

 

It would be an omission if many actions - have done and are going to deploy - by coffee-shop 

companies towards communities are not mentioned. Three following coffee-shop companies 

are typical examples of their community-driven activities, such as Starbucks Vietnam, Trung 

Nguyen Coffee, and The Coffee House.  

 

Starbucks, a global coffee giant from the US, is famous for its strategic CSR activities. In the 

international market, CSR initiatives embedded in Starbucks have gained certain 

achievements. In Vietnam, however, their new CSR projects began in the summer of 2019 in 

the Capital of Vietnam. To implement those projects, Starbucks Vietnam started with local 

social enterprises as a partnership to launch new merchandise, including bags and pouches. 

Each bag or pouch sold, Starbucks Vietnam contributed 5,000VND to a fund which was then 

used to build a playroom for ethnic minority children. It is also noted that 1 Euro is about 

25,000VND. Besides, Starbucks Vietnam is also known as a sponsor for a series of children‟s 

playgrounds in Hanoi, the capital of Vietnam. Those different kinds of activities express their 

commitment to local communities (Doanh, 2019).  

 

Regarding Trung Nguyen Coffee and The Coffee House Companies, they are the two well-

known local coffee shop companies in Vietnam. It is not strange that they also receive much 

attention from coffee lovers in Vietnam. 

 

In the speech marked for the first-time participation in the forum of the global coffee industry 

dated on 8th November 2018, the representative of Trung Nguyen Coffee had pledged to 

contribute for Trung Nguyen‟s long-term community projects which focused on improving 

the standard of living conditions of Vietnamese coffee farmers, who usually confronted with 

the losses caused by unstable coffee price (International ComuniCaffe, 2018). 
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While Trung Nguyen Coffee mainly focuses on coffee farmers as their core strategy of 

sustainable success, the Coffee House is more prone to disabled people. An article on the 

website of BrandinginAsia.com mentioned that this coffee brand had just become a partner 

with Vulcan Augmetics. In this relationship, they would be a sponsor for the Uplift project to 

give robotic prosthetics to amputees working at selected coffee shops in Ho Chi Minh City. 

This meaningful project aimed at the firm's community-driven activity to bring a better life 

for disabled people. Further, the firm also embraced its ambition of supporting at least 10% 

of people with disabilities in Vietnam over the next ten years (Le, 2019). 

1.3. Research problem 

These days the economy of Vietnam is identified as rapid growth as well as considered one 

of the leading agricultural exporters in Southeast Asia. Both the economy and politics have 

changed drastically since 1986 under the name “Renovation” (World Bank, n.d.). In such a 

fast-growing trend, the coffee shop industry derived from the business of coffee drinks, 

which is seen as a habitual beverage in the culinary culture of Vietnamese, has also 

transformed positively to be in tune with the development of the economy (Jolliffe et al., 

2010). Realizing the business potential, not only do local companies but foreign counterparts 

also expect to take part in this lucrative market. So, to compete with other competitors and 

strengthen firms‟ reputation, CSR strategy is a useful tool that cannot be ignored (Mai, 2017).   

Under the positive changes in the economic aspect, Vietnamese living has changed, their 

eating and drinking habits have also improved. For example, Vietnamese now prefer to enjoy 

out-of-home coffee than in-home one (Kantar, 2018). This reason explains why the number 

of coffee shops is sprouting up more and more. Along with the mushrooming number of 

coffee chains opening, environmental and societal standards are now taken more 

consideration by Vietnamese consumers in comparison with the same counterparts in other 

Southeast Asian countries (Phuong Thao, 2014). To respond to customers‟ expectations, 

coffee shop firms have changed their business models to adapt to these standards to attract 

more customers together with increasing sales volumes (Van Anh, 2019). Then, it has led to 

another concern about whether or not coffee shop enterprises utilize CSR to polish their 

reputation in a fiercely competitive market. 

In the studies of Phan and Podruzsik (2018), they argued that CSR activities in Vietnam do 

not perform properly due to the lack of financial - technical support, and the weakness caused 
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by the national legal system, for instance, monopoly and corruption. This has been one of the 

demotivating factors for companies to engage in CSR activities. Furthermore, Hamm (2012) 

mentioned that the concept of CSR is still new in Vietnam and not everyone is aware of CSR 

activities being conducted by companies, because of the limited knowledge and ideas people 

possess about it.  Also, some companies are not aware of how important the CSR concept is 

in its growth. These statements have led to curiosity about whether local companies in 

Vietnam engage with CSR activities or whether they consider CSR as a useful tool that could 

bring great benefits to them, such as company reputation, competitive advantage, or 

sustainable development. These conceptions have become evident interests in western 

countries. That said, a company will gain various advantages if engaging with CSR activities.   

Additionally, Luo and Bhattacharya (2006) indicated that customers tend to have a positive 

evaluation of firms‟ brand reputation and performance if firms perform well in CSR 

activities. Although many researchers address the importance of CSR practices to company 

reputation in terms of the Food Service Industry, it is scarce for those studies with regards to 

the Coffee Shop Industry (Hamann et al., 2015; Cha et al., 2016). Therefore,  there is a lack 

of evidence in previous studies regarding a connection between CSR activities and coffee-

shop firms. In the same vein, Li, Liu, and Huan (2019) clarified this unclear matter through 

their experiments and proved that the two factors – brand reputation and CSR activities of 

coffee shops have a mutual interaction. 

1.4. Research purpose 

In today's business environment CSR is gradually becoming an important issue for all 

stakeholders. So, the fundamental purpose of this study is to identify and examine the 

importance of CSR in developing a company's reputation for coffee shop companies in 

Vietnam. Based on recent experiments, it proved that CSR has become a critical factor 

influencing company reputation and customer buying intentions (Thi & Le Van, 2016). 

Secondly, the objective of this study is to examine CSR activities implemented by different 

coffee shop companies in Vietnam. These CSR activities could be exhibited through 

philanthropic contributions to society, environmental preservation, improvement of working 

conditions, protection of employees‟ rights, and community development (Pohle & Hittner, 

2008).  
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According to Baalbaki and Guzmán (2016), CSR is an integral component of a firm's 

reputation and so the third purpose of the study is to define the effects of CSR on company 

reputation. Furthermore, the authors shall investigate consumer attitudes towards CSR 

actions and whether these attitudes influence the reputation of coffee shop companies. In the 

same manner, a finding from the studies of Shang et al. (2010) proved that customers today 

have become more socially and environmentally conscious. Additionally, the purpose of this 

study is to identify and examine the coffee shops companies that are engaging in CSR 

actions. One of the ring leaders of coffee shops that are highly engaging in CSR activities is 

Starbucks. The authors are interested in exploring whether people in Vietnam have a positive 

or negative word of mouth towards corporations practicing CSR activities and if they support 

or consider a corporation's CSR initiatives before deciding to buy products or to use services 

from a coffee shop. Therefore, the authors will assess whether Vietnamese consumers are 

aware of CSR.  

Furthermore, the purpose of the study is to investigate the relationship between the influence 

of CSR and corporate reputation. It is believed that coffee-shop companies carry out different 

CSR activities that have had different impacts on the business such as reputation. It is also 

pointed out that these activities are observed by the customers. The perception of consumers 

about different CSR activities plays a vital role in company reputation. So, the authors 

believe consumers' attitudes towards companies performing CSR activities influence the 

firms‟ reputation. At one time Vietnamese consumers boycotted Vedan‟s products and Coca-

Cola due to their pollution of the Thi Vai River and tax avoidance respectively. These actions 

are seen as retaliation against those disrespecting CSR activities caused by firms (Thi & Le 

Van, 2016). 

1.5. Research question 

The research aims to explore and examine the importance of CSR in developing the company 

reputation of coffee shops in Vietnam. In order to achieve the research purpose, the following 

research question is developed:  

How does CSR influence the development of the reputation of coffee shop companies in 

Vietnam?  
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CSR is progressively becoming an important factor for every stakeholder. Through CSR 

activities companies are being more attractive and reputable to stakeholders like employees, 

customers, partners, and shareholders. This has led to increased loyalty, awareness, and 

building of reputation (Esen, 2013). 

1.6. Delimitations 

CSR is really of great importance to many businesses and it has contributed to their 

developments and growth. This study will majorly focus on how CSR activities have 

influenced and affected the company's reputation. The authors shall deeply examine first how 

much knowledge Vietnamese have about CSR, and then find out exactly what CSR activities 

are done by the coffee shop companies and how much knowledge the coffee shops 

companies have. 

The study will not deeply discuss the CSR activities done by other industries in Vietnam. 

This thesis will also not discuss government intervention with the CSR activities of other 

industries except those of the coffee shops companies. 

Since coffee is loved by many people most especially the Millennials, our research will focus 

on the age group between 18 to 45 years old because it is believed that people in this group 

spend more time and money enjoying the coffee prepared in different coffee shops. Another 

belief is that this age group is more aware of CSR activities and actions are done by different 

companies. Ultimately with the help of Carroll's pyramid of CSR, the authors expect to 

examine which CSR component highly influences the development of company reputation.  

There are many coffee shop businesses taking place in Vietnam, but our research will only 

focus on the coffee shop in Ho Chi Minh City. Even though these coffee shop companies 

may have business out of Ho Chi Minh City, the authors shall only look into those located in 

Ho Chi Minh City. 

1.7. Definition 

Brand image: It is the perception of a brand in customers‟ minds. This perception can be 

changed over time based on customers‟ purchasing experience.  
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Company Reputation: This is an overall perception of an organization by its internal and 

external stakeholders according to the company‟s actions and behavior, the reputation can be 

good or bad. 

Consumer: This describes a person who buys goods and services from a company for 

personal use. 

MNC: An abbreviation for Multinational Corporations. This is a large corporate organization 

that possesses, controls, and monitors the production of given goods and services in more 

than one country other than its home country. 

Philanthropy: This is also a practice by organizations through the donation of money to 

people in a community to promote their welfare for a good cause. 

SME: It stands for small and medium-sized companies or small and medium-sized 

businesses. 

VND: Vietnam currency. It is also noted that 1 Euro is about 25,000VND.   
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2. Theoretical framework 

With the aim of understanding the importance of CSR for the development of reputation in 

the coffee shop companies in Vietnam, a literature review of previous research relating to 

this topic will be conducted in this chapter.  

 

Several researchers have found that CSR has a significant impact on firms‟ reputation 

(Bhattacharya & Sen, 2004; Fombrun, 2005; Maden et al., 2012; Fatma et al., 2015; Mukasa 

et al., 2015; Famiyeh et al., 2016). Specifically, in the experimental research by Bhattacharya 

and Sen (2004), they showed that the evaluations from consumers are positively impacted by 

companies‟ CSR information. This positive relationship tends to be stronger if the focal 

companies are perceived to have a better reputation. In a similar vein, a study of Fombrun 

(2005) also sheds light that a firm‟s reputation could be built and maintained when CSR 

initiatives are obtained. Another research by Mukasa et al. (2015), the empirical evidence 

proved that stakeholders nowadays expect companies to behave far more in an ethically, 

socially, and environmentally responsible manner along with transparent communication in 

their actions. As a result, if firms wish to outrun their virals who are staying abreast in the 

highly competitive market environment, responding to those consumers‟ expectations is a 

wise strategy for firms to differentiate their brands, images to enhance the reputation and win 

customer loyalty. 

Other prominent findings from Mukasa et al. (2015) proved that firms will reap more benefits 

when the connection between CSR and corporate reputation is strong. To be more specific, 

corporate reputation could increase in case of reducing toxic emissions as well as increasing 

charitable contributions. Considerably, the risks of environmental and societal problems 

caused by firms could be turned into business opportunities when firms are proactive in CSR 

practices.  

2.1. Corporate social responsibility 

The concept of CSR has become an interesting topic for at least 60 years since its first and 

simple notion in the book of Social Responsibilities of the Businessman in 1953. In Mr. 

Bowen‟s book (page 6), it said that CSR means as a compulsory action “to pursue those 

policies, to make those decisions, or to follow those lines of action where they are desirable 
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in terms of the objective and values of our society”. This first definition has become a starting 

point for a modern era of CSR and a premise for a numerous future definition and 

conceptualization of CSR. Over time, the scope of CSR has extended broadly (Mohr et al., 

2001) but its extension is still seen as blurry and elusive because there are various conflicting 

goals and objectives (Lantos, 2001). During the past CSR definition and its benefits have 

taken much attention from innumerable scholars, leading to the proliferation of countless new 

definitions where the term of CSR has interchanged with other concepts, such as corporate 

sustainability and ethics defined by Garriga and Melé (2004), or corporate citizenship 

conducted by Maignan (2001). All of the CSR definitions describe what “doing good” 

practices are shaped in the firms.  

In recent years, as companies confront the tremendous pressure to differentiate themselves 

from other companies, CSR initiatives are considered useful tools that could help firms on 

that matter. Despite a standpoint to consider CSR as “a mere marketing gimmick”, many 

scholars agree that CSR could be a foundation for firms‟ reputation which provides a 

differentiation strategy to them (McWilliams & Siegel, 2001; McWilliams et al., 2006; Melo 

& Garrido-Morgado, 2012).  

2.2. The importance of corporate social responsibility 

There is no doubt that the term CSR has evolved as one of the standard business practices at 

our time. This perception has proven in today‟s cynical business world, where companies 

engaged with CSR mean to have protection for their financial as well as overall reputation. 

Particularly, Godfrey and his peers asserted in their studies that “CSR activities create a form 

of goodwill or moral capital for firms that act as „insurance-like‟ protection when negative 

events occur” (Godfrey et al. 2009, p. 426). It, therefore, enables firms to reduce risks to their 

reputation.  

Companies are likely to expect that their business profitability could be properly increased 

when they invest in CSR initiatives. Empirically, the findings showed that the relationship 

between CSR and profitability gives an inconclusive result (Lin, Yang, & Liou, 2009). For 

that reason, various enterprises are still concerned and having their hesitation attitudes to put 

their money into the sector. In contrast, Jena and Chowdhury (2006) proved that the potential 

benefits of CSR are beyond the dollar amount and it is under an intangible form. There are 

some specific intangible benefits that firms could reap from CSR activities, such as 
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competitive advantage, employee satisfaction, and reputation (Michel & Buler, 2016). Michel 

and Buler (2016) also clarified how CSR could help firms in attracting better employees, 

reducing turnover rates, and lowering operating costs. In the same line, White (2006) strongly 

agreed that firms could derive potential benefits that are monetary and non-monetary due to 

their CSR engagement. 

Another interesting finding found in a study of Grover (2014) is that CSR is regarded as a 

vital element to bring an inclusive development for firms. Indeed, CSR practices have 

positive contributions to firms‟ reputation, which is made up of four subdivisions: brand 

loyalty, brand awareness, brand satisfaction, and perceived quality. Additional to the strength 

that a firm engaged with effective CSR programs is an endearment from its customers. In the 

same line, an article written by Landrum (2017) on Forbes, she stated that “Millennials prefer 

to do business with corporations and brands with prosocial messages, sustainable 

manufacturing methods, and ethical business standards''. Landrum‟s statement indicated that 

CSR and its practices are getting more and more attention from the youth, who are the 

dominant force in the world. 

The studies from Grover (2014) also pointed out that firms could also gain a competitive 

edge over their competitors in the same industry if CSR programs are adopted into firms‟ 

business. The reason is that CSR activities enable firms to express their core values and build 

trust among stakeholders. Similarly, McWilliams et al. (2011, p.1480) stated that all CSR 

activities will bring firms a sustainable competitive advantage.        

Under a different lens of Hugé and Waas (2011), they noted that companies do not expect to 

have a bad reputation marked with „socially irresponsible‟ or „unsustainable‟. It is, therefore, 

no longer an option for firms to make their commitment to CSR. Instead, it has become a 

must for firms to reach sustainable development. 

Another analogous characteristic for the benefits of CSR is found in the studies of Rönnegard 

(2013), whereby CSR-driven enterprises have an opportunity to increase revenues as well as 

reduce operating costs. Undeniably, if the environmental issues are improved, for instance, 

pollution and waste management; certain outcomes will help increase revenues and lower 

costs, leading to better financial performance for long-term development. Plus, Rönnegard 

(2013) emphasized that CSR practices provide positive contributions to reduce the turnover 

rate for firms. Moreover, firms embracing CSR programs could enhance their reputation in 

the labour markets, which attracts more talented employees. Firms engaged with CSR 
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practices and ethical values enable their employees to enjoy wellbeing and motivation; it will 

promote the employees‟ job engagement and satisfaction. Finally, the retention rate will be 

improved, and the loss caused by turnover will be lowered.  

In short, there are numerous benefits that firms could gain if CSR practices are taken into 

consideration and carried out effectively and efficiently. To put it another way, the 

establishment of CSR strategy is a vital element to differentiate firms‟ competitive advantage 

as well as help firms to achieve long-term sustainability by optimal capital formation from 

financial, human to natural resources (Michel & Buler, 2016).  

2.3. CSR framework by Carroll’s pyramid 

Back to six decades ago, from the very first concept of CSR published by Howard Rothmann 

Bowen of his landmark book Social Responsibilities of Businessman in 1953, there is one key 

question that caught Bowen‟s attention most “what responsibilities to society may 

businessmen reasonably be expected to assume?”(Bowen, 1953, p. xi). Until now that 

question continues to be asked and attracts numerous researchers to dig deep into such 

specific relationships - firms‟ responsibilities and society (Carroll, 2016). On Business 

Horizons, Carroll (1991, p. 39) addressed that “academics and practitioners have been 

striving to establish an agreed-upon of this concept for 30 years”. Until today, it means after 

twenty-nine years from its first publication, despite dozens of definitions, Carroll‟s CSR 

pyramid formulated with a four-part definitional framework still keeps its rank as one of the 

most frequently downloaded articles (Friedman, 1962). In the same fashion, Ma et al. (2012) 

agreed that the pyramid of CSR introduced by Carroll is known as the best CSR model 

because it is presented most in student textbooks and cited most amongst other CSR 

literature.  

On Business Horizons, Carroll (1991, p. 40) clarified what a society-driven orientation firm 

should be. That said, “Business organizations were created as good entities designed to 

provide goods and services to societal members” and “profit motive was established as the 

primary incentive for entrepreneurship”. It implies that firms as basic economic units in 

societies are required to generate the maximum amount of profits to sustain themselves and 

their stakeholders. Without a doubt, all other responsibilities will come after the economic 

responsibilities of a business organization.  
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To make it clear and understandable to readers, Carroll divided his pyramid of CSR into two 

tables, where economic and legal components will be analyzed in Table 1, and ethical and 

philanthropic responsibilities will be summarized in Table 2. (Carroll, 1991) 

Economic components 

(Responsibilities) 

1. It is important to perform in a 

manner consistent with maximizing earnings 

per share. 

2. It is important to be committed  

 

3. It is important to maintain a strong 

competitive position. 

4. It is important to maintain a high 

level of operating efficiency. 

 

5. It is important that a successful firm 

be defined as one that is consistently 

profitable. 

Legal components 

(Responsibilities) 

1. It is important to perform in a manner 

consistent with expectations of 

government and law. 

2. It is important to comply with various 

federal, state, and local regulations.   

3. It is important to be a law-abiding 

corporation citizen. 

4. It is important that a successful firm be 

defined as one that fulfills its legal 

obligations. 

5. It is important to provide goods and 

services that at least meet minimal 

legal requirements. 

Table 1: Economic and legal components of Corporate Social Responsibility (Adopted from 

Carroll, 1991) 

Regardless of the profits acquired with economic responsibilities by an organization, it is still 

expected of them to comply and adhere to the laws and regulations in a wide spectrum, from 

its nature of the business to its employees‟ health and safety. In order words, it is imperative 

for firms to engage with legal practices when generating business profits, but they are also 

required to fulfill the economic mission under the legal framework (Carroll, 1991, p. 41).     

The third and fourth components are ethical and philanthropic. These two last responsibilities 

are represented as a social expectation and social desire respectively, whereas the first two, 

economic and legal responsibilities, are considered as social requirements (Jamali, 2008).  

Concerning the ethical responsibility, Carroll (2016, p. 3) clarified that “the normative 

expectations of most societies hold that laws are essential but not sufficient”. Furthermore, 

ethical responsibilities include the activities and practices that are expected or not allowed 
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from societies even though they are not stipulated by law (Carroll, 1991, p. 41). Carroll also 

emphasized that “ethical responsibilities embody those practices, norms, expectations that 

reflect a concern for what consumers, employees, shareholders, and the community regard as 

fair, just, or in keeping with the respect or protection of stakeholders‟ moral rights”.  

It often gets confused between the second and third layers - legal and ethical responsibilities, 

because the distinction is not easy to recognize (Carroll, 2016, p. 3). The main difference 

between these two perspectives is clarified and stated that “legal expectations are certainly 

based on ethical premises, but ethical responsibilities carry these further” (Carroll, 2016, p. 

3). However, in a research of 1991, Carroll argued that responsibilities defined in ethical 

components are more ambiguous than those shaped in legal components. Subsequently, the 

third layer (ethical components) could challenge any business organization, because those 

responsibilities are not written as clearly as laws stipulated by governments. Another 

difference between legal and ethical responsibilities is that the latter mainly focuses on the 

discretion of the business decision-makers (Carroll, 2016).  

Concerning philanthropic components, a set of responsibilities is found at the top of the 

pyramid. Carroll (1991) described the highest layer as the activities in which firms respond to 

the expectations from societies to be good corporate citizens. The founder of the pyramid of 

CSR also highlighted that the practices engage in acts or programs, promoting goodwill or 

human welfare. It also includes voluntary actions in numerous community programs or 

donations to nonprofit organizations and the public. Carroll (1991, p. 42) emphasized that 

“communities desire firms to contribute their money, facilities, and employee time to 

humanitarian programs or purposes, but they do not regard the firms as unethical if they do 

not provide the desired level”. The author also added that philanthropy is less important than 

the other three categories of social responsibilities although it receives high expectations by 

firms today and holds a part of the everyday expectations in communities Carroll (1991). 

Table 2 as below gives an overview of ethical and philanthropic responsibilities.  
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Ethical components 

(Responsibilities) 

1. It is important to perform in a manner 

consistent with expectations 

 

2. It is important to recognize and 

respect new or evolving ethical / moral norms 

adopted by society. 

3. It is important to prevent ethical 

norms from being compromised in order to 

achieve corporate goals. 

4. It is important that good corporate 

citizenship be defined as doing what is 

expected morally or ethically. 

5. It is important to recognize that 

corporate integrity and ethical behavior go 

beyond mere compliance with laws and 

regulations. 

Philanthropic components 

(Responsibilities) 

1. It is important to perform in a manner 

consistent with the philanthropic and 

charitable expectations of society. 

2. It is important to assist the fine and 

performing arts. 

3. It is important that managers and 

employees participate in voluntary and 

charitable activities within their local 

communities. 

4. It is important to provide assistance 

to private and public educational institutions. 

 

5. It is important to voluntarily assist 

those projects that enhance a community‟s 

“quality of life”. 

 

Table 2: Ethical and Philanthropic components of Corporate Social Responsibility (Adopted 

from Carroll, 1991) 

The four-feature definition formulated in Carroll‟s CSR has been created since 1979. 

However, until 1991, the CSR pyramid was officially published after Carroll extracted the 

four feature definitions and combined them into a pyramid as shown in Figure 2. The position 

or order of four responsibilities provides a clear portrait of fundamental essence for each 

feature in business organizations‟ existence in society. The entire framework of Carroll‟s 

pyramid of CSR introduces companies comprehensive guidelines for their necessary 

principles and practical actions within an internal organization to reach the top of 

responsibilities - the peak of the pyramid (Carroll, 2016). 
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Figure 2: the pyramid of Corporate Social Responsibility (Adopted from Carroll, 1991) 

Starting with the economic responsibilities which are placed as a foundation of the pyramid 

because it is the most basic and significant part of firms and their existence. The next layers 

are legal, ethical, and philanthropic responsibilities respectively. Regarding the practical 

meaning, Carroll (2016, p. 6) indicated that the economic and legal responsibilities are a 

response to the requirements from society while the ethical and philanthropic components are 

implied as social members‟ expectations and desires. In the format of a unified or integrated 

whole under the terms of practical and managerial, firms engaging with CSR will adopt a 

common formula in which they will make a profit, comply with laws, involve in ethical 

practices and look forward to being a good corporate citizen.  

When it comes to the term CSR, it should not be thought of as a single concept. Instead, it is 

often under an umbrella term that includes different perspectives. Similarly, Carroll (2016, p. 

6) also emphasized that “the pyramid of CSR should be seen as sustainable in that these 

PHILANTHROPIC 
Responsibilities 

Be a good corporate citizen 
Contribute resources  

to community; 
improve quality of life 

ETHICAL 

Responsibilities 
Be ethical 

Obligation to do what is right, just, 

and fair. Avoid harm. 

LEGAL 
Responsibilities 

Obey the law 
Law is society‟s codification of right and wrong. 

Play by the rules of the game. 

ECONOMIC 
Responsibilities 

Be profitable 
The foundation upon which all others rest 



24 

 

responsibilities represent long-term obligations that overarch into future generations of 

stakeholders as well”.  

2.3.1. Corporate social responsibility in Concentric Circle 

 

To simplify the relationship between business and society, the Committee for Economic 

Development gave a statement in which they used “three concentric circles of 

responsibilities” to depict CSR. This model presented in 1971 has three circles as shown in 

Figure 3. The inner-circle presents fundamental economic functions including growth, 

products, and jobs. The next circle out called the intermediate circles indicates firms‟ 

responsibilities to perform the activities of the first circle in consistent with an awareness of 

changing social values and shifting priorities. Next, the outer circle presents emergent or 

expectations in respect of firms to be more involved to improve the matters of the social 

environment. With regard to priority, this model emphasizes that enterprises and their 

business are expected to begin from the inner circle where their abilities are to respond to all 

business requirements, then move forward (Carroll, 1991, p. 40).   

 

 

 

 

 

 

 

 

 

 

 

Figure 3: Concentric Circle Model of CSR (Adopted from Committee for Economic 

Development, 1971) 

 

The concentric circle model of CSR asserted the public mood‟s shift sharply from social 

responsibility to social responsiveness which has also been taken into consideration by 

several authors. The growing critical argument was that “the emphasis on responsibility 

focused exclusively on the notion of business obligation and motivation and that action or 

performance were being overlooked” (Carroll, 1991, p. 40). 

Emerging Responsibilities 

Awareness of 

Changing Values 

 

 

Economic  

Function 
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2.3.2. Comparison between two frameworks 

 

Even though the notion of CSR is defined in different ways, the two models - Concentric 

Circle and Pyramid, have asserted that economic function holds the most prioritized position 

in the models. This idea could be interpreted that a firm‟s economic function keeps a higher 

priority than awareness of shifting societal values and priorities (Beal, 2014). The irony came 

from the studies of Beal (2014, p. 11), his findings emphasized that shifting values and 

priorities are the reflecting actions towards supplier and buyer value attributions. In that 

sense, these activities link directly to the prices which firms expect to receive from suppliers, 

and they also have a direct influence on prices that customers are willing to pay for firms‟ 

products and services. In short, Beal‟s arguments made clear that an awareness of shifting 

values and priorities play an integral part of its economic function rather than other functions. 

Another analogous characteristic found in the case of the pyramid of CSR, Beal (2014, p. 15) 

pointed out that firms engaging with CSR constrain their economic interests in legal and 

ethical frameworks. In that manner, legal and ethical considerations go abreast of economic 

interests rather than being considered as secondary objectives to approach after the 

achievement of economic components. 

Although the two definitions have their own strengths, Visser (2006) stated that “Carroll‟s 

CSR Pyramid is probably the most well-known model of CSR”. Under a practical view, 

Carroll‟s pyramid model is easy to use and understand. It is, therefore, chosen as an 

analytical platform for this study, which is based on four components, such as economic, 

legal, ethical, and philanthropy. In our empirical research, those four perspectives will 

become key themes.     

2.4. Stakeholders 

According to Freeman (1984), he stated that stakeholders are really important while 

implementing CSR activities. A stakeholder is described as a group or individual who has 

influence and could affect an organization to achieve its objectives. There are many different 

kinds of stakeholders, primary stakeholders, including shareholders, customers, employees, 

investors, NGO groups, etc. So, the success of organizations is based on how much 

connection and relationship a company holds with its stakeholders (Van Beurden & Gössling, 

2008). Owners, employees, local communities, and societies at large are kinds of groups that 
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are recognized as priorities by most organizations. Notably, firms are obligated to protect 

their stakeholders‟ rights and treat them with respect and fairness because these groups have 

a huge influence on the success of CSR activities as well as the development of reputation 

(Carroll, 1991). 

There is a presence of a natural fit between the concept of CSR and the stakeholders of the 

organizations. The concept of stakeholder personalizes societal responsibilities through 

dealing with specific groups while considering CSR programs. Besides, these groups have a 

stake and also influence the operations and decisions of a firm. The stake may be signifying a 

legal claim, moral claim, or economic claim; which may be caused by the owner, employee, 

or customer since they have an influence (Carroll, 1991). 

Although organizations are increasingly aware that engaging in CSR does not only mean 

doing good, doing right, but also it is doing better by engaging with their stakeholder groups. 

This is because CSR is not only ethical but also economic. In that sense, the customers are 

seen as important groups because they are vulnerable to the company‟s CSR initiatives. This 

leads to the creation of a positive relationship between a company's CSR actions and 

consumers‟ reactions to a firm and its products and services (Bhattacharya et al., 2009). 

Nowadays, many firms are taking all stakeholder groups which are in relation to the business 

into consideration. This action is portrayed clearly by Starbucks‟ management strategy, 

where they consider their partners, customers, and communities in each and everything they 

do. Their management strategy has facilitated firms not only to build long term relationships 

with their customers but also to obtain a competitive advantage (Harnrungchalotorn & 

Phayonlerd, 2015). In a nutshell, stakeholder theory indicates that the primary obligation of a 

firm is to balance the shareholders' monetary interests with the interests of other stakeholders 

since they all play key roles in determining the success of businesses (Smith, 2003). 

2.5. CSR as a marketing strategy 

CSR is particularly an important aspect as this is used as a marketing strategy for companies 

and they have enjoyed a lot of benefits from the CSR activities. Bhattacharya et al., (2009) 

indicated that CSR initiatives enable product differentiation and so companies obtain a 

competitive advantage. They also emphasized that CSR initiatives are innovative and less 

imitable, leading to attracting and strengthening customer relationships. These kinds of 

actions are well exhibited when companies understand relational behaviors like word of 
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mouth and resilience to negative information about the company as well. Based on the studies 

of Nan and Heo (2007), CSR is a key component of a firm's marketing tool, because from 

which consumers' expectations are responded to, company performance is improved, and 

reputation is enhanced. This was portrayed in 2009 the campaign by Starbucks of using a 

slogan „„Are You In?‟‟, where it offered a free cup of coffee and a pledge card with regards 

to an exchange of 5-hour community service. This action surely helped to intensify the image 

of Starbucks and created a relationship with communities (Lii  & Lee, 2012). 

CSR activities create awareness among consumers. As a result, consumers tend to be aware 

of the company's products, activities, and services. It, therefore, encourages more positive 

reactions from customers and enhances relationships between firms and their consumers. In 

conjunction, consumers could distinguish between companies that carry out proactive CSR 

initiatives and companies that just carry out CSR initiatives because of defensive and 

competitive mechanisms (Bhattacharya et al., 2009). Another study from Mattera et al., 

(2012) stated that definite CSR actions drive a firm‟s brand awareness. Certainly, 

organizations use CSR as a fundamental cooperative element and also as a tool of 

communication with the stakeholders, resulting in the development of company reputation 

(Brønn & Vrioni, 2001).  

Plenty of researchers identify that CSR may liken to marketing mix elements like advertising, 

promotion, and product (Bhattacharya et al., 2009). This means that CSR is considered as a 

marketing strategy, which encourages corporate social actions taken to satisfy the needs of 

societies beyond firms‟ legal obligations (Ibrahim & Angelidis, 1993; Enderle & Tavis, 

1998). Through continuous CSR activities, firms are able to steer consumers‟ attitudes and 

increase their contributions as an external outcome, which provides positive influences to 

reputation development, purchase decision, and word of mouth (Bhattacharya et al., 2009). 

Ultimately, when a company highlights the philanthropic aspects as its core values and its 

responsibility to communities, it means that those aspects hold an indispensable role in the 

marketing strategy which facilitates the establishment of a stronger customer-company bond 

(Marin & Ruiz, 2007; Lii & Lee, 2012). CSR initiatives could help for consumer - company 

identification since the company participates in marketing activities. This kind of 

identification drives a social identity for self-definition to create a sense of attachment to a 

company. Hence consumers are getting more engaged in a company, which then helps 
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increase the degree of customer loyalty and stimulate positive word of mouth in the 

communities (Bhattacharya et al., 2009). 

2.6. The role of CSR in the development of corporate reputation 

A large number of companies are striving hard to achieve their main objectives of making 

profits to have a successful business as well as to give back to society at the same time. 

Various CSR activities have been performed and these have had a huge influence on both 

companies and customers. Due to the applied CSR initiatives, companies have enjoyed the 

benefits of building their company reputation through customer loyalty, high purchase 

decisions, and positive word of mouth (Esen, 2013). 

Plenty of companies have recognized a tight connection between CSR practices and 

developing corporate reputation. Therefore, companies and their leaders have been trying to 

develop their reputations not only by improving the quality of products and services, but also 

enhancing CSR practices (King & McDonnell, 2012).  

When firms adopt CSR as a fundamental corporate element with proper communication with 

their stakeholders, it leads to an increase in a firm's positive reputation (Brønn & Vrioni, 

2001). The reputation of a company is developed based on CSR‟s two core antecedents: 

credibility and altruistic contributions. The scholars indicated that these factors are taken into 

account when incorporating socially responsible practices and activities. It is then concluded 

that firms are to integrate CSR into firms‟ strategy, culture, and mission (Mattera et al., 

2012). Plus, Johnson et al., (2011) also stated that CSR activities contribute to an attractive 

corporation for a variety of stakeholders like employees, customers, and shareholders. This 

helps a firm to be able to increase its brand loyalty, image, customers‟ long-term 

commitment, awareness, and then develop their corporate reputation. In the same line, Falck 

and Heblich (2007) emphasized that CSR has actively contributed to the evolution of 

society‟s basic order and also empowered the people in societies. In doing so, it allows firms 

to reinforce their reputation amid their rivals. Gardberg and Fombrun (2006) added that CSR 

activities and initiatives could build a form of goodwill. Thanks to those activities, companies 

are able to protect their business out of negative attacks, assessments, and bad reputation 

during crises. 
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CSR activities and initiatives are means through which firms could build and utilize to 

acquire a positive reputation (Fombrun & Shanley, 1990). These activities also contribute to 

gaining competitive benefits through internal and external development of organizational 

image and reputation (Esen, 2013). CSR activities have an enormous impact on the 

development of a reputation as these assist in word of mouth, which is a consumer key 

behavioral outcome of CSR activities. Without any doubt, these kinds of groups and their 

buying decisions are influenced by these actions, because they often talk up or recommend 

their families and friends to support such companies (Bhattacharya et al., 2009). With the 

increase of public awareness about CSR actions, issues, and activities by companies, multiple 

stakeholders are participating in the word of mouth communication. Consequently, corporate 

reputation is developing as it is becoming more important than ever (Shamma, 2012, p. 151). 

According to Hillenbrand and Money (2009), they stated that many companies are trying to 

profile themselves as responsible organizations through actively participating in CSR 

initiatives. This has contributed to the growth of its reputation (Esen, 2013). As a result, CSR 

activities are fundamental to firms‟ marketing strategies because they could help to intensify 

an organization‟s image and reputation (Pérez & Rodríguez, 2012). 

Recently, companies are fully aware of which benefits they could gain from their 

reputation.  It is an explanation for the question of why many companies strive hard to be 

socially responsible because they believe that it is an effective way to enhance their 

reputation. In contrast, another negative consequence will also occur if a company is seen as 

a social-irresponsible firm. For example, the reputation of Coca-cola and Vedan‟s products in 

Vietnam was ruined due to their socially irresponsible practices, leading to the boycotting 

actions in which customers reacted to those firms and their products (Thi & Le Van, 2016). 

By contrast, a good example that could be taken into account is Starbucks and its reputation 

is always associated with community-driven actions through its CSR programs in Vietnam. 

In a study by Vogel (2010), he stated that when a relationship between CSR and reputation is 

set in a firm critically, their stakeholders will give a high appreciation to firms‟ efforts for 

their social activities. For instance, Starbucks‟ coffee has been found in the stakeholder‟s 

spotlight as it tries so much to build its reputation for being socially responsible (Linn, 2001). 

Additionally, through engaging in CSR activities a firm might not only focus on 

strengthening its reputation, but they also have to put more consideration into the interests of 

stakeholders, environmental issues, and active social reporting. Corporate philanthropy is 
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another CSR activity tool that intensifies company reputation through creating the trust 

(Carroll & Shabana, 2010). Through public relations activities, CSR is promoted, which is 

considered as a strategy used by numerous companies to reflect the outside perspectives and 

increase a firm‟s reputation as the demands of the key stakeholders (Kiousis et al., 2007). In a 

study by Piercy and Lane (2009), they asserted that CSR practices are described as the right 

actions being done by firms and it is an integral part of developing a company‟s reputation. In 

that respect, the attractiveness of a company is created through its reputation determined by 

CSR actions and initiatives (Esen, 2013) 

In conclusion, reputation development is considered as a competitive advantage as well as an 

important asset for companies (Helm et al., 2009). In the same manner, Yoon et al., (2006) 

stated in their studies that companies that are engaging with CSR practices will enhance and 

develop positive public perception. 

2.7. Whether consumers care about CSR 

Due to better education and the presence of media today, consumers are conscious of the 

CSR activities and actions being implemented by various organizations. Knowing that 

reason, firms are no longer focusing on only making profits but also paying more attention to 

stakeholders like consumers to respond to their stakeholders‟ expectations through CSR 

activities (Harrison & Freeman, 1999). The finding in the studies of Pomering and Dolnicar 

(2006) from marketplace polls is that consumers expect to receive more information about 

what firms are exactly doing about CSR. 

Another study conducted by Creyer (1997) mentioned that CSR holds a vital element that 

impacts consumers' purchase decisions. For example, consumers could evaluate whether 

firms are engaged with ethical responsibilities or not, then they will make their final decision 

on firms‟ products or services.  

According to Auger et al. (2003), some consumers‟ purchase decisions are based on firms‟ 

societies and their sense of responsibility for environmental issues. Undeniably, numerous 

studies have indicated that consumers have been participating in boycott actions to 

organizations that are not socially responsible (Li et al., 2015). Recent scandals happening in 

Vietnam are the most real evidence. In detail, the factories were severely polluting the Thi 

Vai River, toxic ingredients found in consumer goods, which then became a great concern by 
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the consumers and the boycott actions occurred to respond to those CSR violations. 

Typically, when the organizations undertake socially conscious CSR practices, the consumers 

who care about this action will be more inclined to respond positively towards these 

organizations (Li et al., 2019). Another interesting finding in the study of Cha et al. (2016), 

they stated that consumers are prone to reward firms engaging in a strong social agenda.  

Furthermore, the more consumers identify with a company's CSR activities, the more loyalty 

they will put into the company‟s products and services (Lichtenstein et al., 2004). In the same 

fashion, Bhattacharya and Sen (2003) pointed out that consumers will have stronger loyalty 

to the brand if firms have stronger company identification. So, it is such a great opportunity 

for firms, if consumers build strong relationships with brands based on the sense of 

community instead of just mere belonging. Particularly, in the act of consumption, consumers 

express their identities through consumption as they associate with the brands that are 

actively carrying out CSR initiatives (Cha et al., 2016). There is a harsh truth that consumers 

would properly punish firms for any insincere which they commit in their social involvement 

concerning CSR (Sen & Bhattacharya, 2001; Simmons & Becker-Olsen, 2004). Interestingly, 

Elfenbein and McManus (2010) emphasized that consumers prefer products that are in 

connection with charities. This means that products linking to charitable contributions are 

bringing out more financial benefits than any other kind of product. 

Lastly, Skarmeas & Leonidou (2013) indicated that consumers, governments, shareholders, 

and the majority of stakeholders are becoming more interested in contributions by the 

companies to societies. That said, CSR programs are being taken seriously by many 

organizations as it is appearing on their agenda. Due to companies' engagement in CSR 

activities, plenty of consumers have developed favorable attitudes towards these companies. 

Consequently, it will create a sense of attachment and connection between consumers and 

companies (Bhattacharya & Sen, 2004).  
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3. Methodology 

In this chapter, the philosophical view will be discussed. After that research approach, 

research design, research method will be presented respectively. The next step will be an 

outline of case selection, data collection technique, and data analysis procedure for the 

empirical findings. Finally, method evaluation and research ethics will be also introduced.  

 

3.1. Research philosophy 

The research philosophy is a combination of “the nature of reality and existence”, which is 

known as ontology and “the most appropriate ways of enquiring into the nature of the world”, 

which is named as epistemology. It is crucial for the understanding of a philosophical basis 

because it directly affects the research outcomes (Easterby-Smith et al., 2018, p. 60).   

Initially, ontology includes two different aspects, which benefit both business and 

management researchers because of its valid knowledge. The first one - objectivism, 

represents for “the position that social entities exist in reality external to social actors 

concerned with their existence; While the second aspect, subjectivism, links to social 

phenomena which “are created from the perceptions and consequent actions of those social 

actors concerned with their existence” (Saunders et. al, 2009, p. 110). The definition of 

subjectivism could be depicted as the knowledge of how individuals connect to social 

phenomena formulated from the perceptions and consequent actions of social actors. 

Therefore, to clarify “the details of the situation to understand the reality or perhaps a reality 

working behind them”, it should be viewed with the term of social constructionism because 

“it views reality as being socially constructed” (Remenyi et al., 1988, p. 35). Additionally, 

social constructionism and positivism are the two perspectives that provide contrasting views 

to each other in epistemology (Easterby-Smith et al., 2018, p. 69). 

With respect to epistemology, it gives answers to the following matters: 1. what reality can be 

known; 2. How do we know what we know; 3. How is knowledge acquired? (Easterby-Smith 

et al., 2018, p. 63). The epistemology theory holds the ideas that respond to the questions of 

“what is the nature of the relationship between the knower or would-be knower and what can 

be known”. In another previous study conducted by Guba and Lincoln (1994, p. 108), they 
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underlined that the replies of those questions could be impacted by the answers given to the 

ontological questions. 

Social constructionism coupled with relativist ontologies was chosen because a variety of 

perspectives about the world are provided. It, hence, provides distinctive points of view from 

individuals as well as permitting the essential sameness that unites human beings for 

identification (Ashworth, 2003). Significantly, according to the study of Gergen (2001b), this 

method also offers researchers to have a varied understanding of how an issue happens to 

different people under their different interpretations. In doing so, it provided an insight into 

the connection of CSR activities and company reputation from both companies‟ expectations 

and customers' perceptions. 

 3.2. Research approach  

Within this thesis, an inductive research approach was employed because its strengths bring 

advantages in the particular context of which the thesis was shaped.  

Inductive research approach defined by Gratton and Jones (2009, p. 31), this type is close to 

the studies of interpretative or post-positivist. Under this approach, the collected data is 

analyzed to develop a new theory or model. The inductive research approach is advantageous 

due to its flexibility where researchers are not bound by any previous theories or existing 

conceptual frameworks. Instead, depending on the collected data, researchers will develop a 

new framework that links directly to the research questions (Saunders et al., 2009).  

In short, this thesis gained interesting outcomes when an inductive approach was applied 

because an expectation in this thesis was to receive plenty of diverse answers from 

respondents to discover an actual role of CSR in the relationship with firms‟ reputation in the 

industry of coffee shops. Additionally, there is a lack of evidence in previous studies 

regarding a connection between CSR activities and coffee-shop firms in Vietnam although 

the CSR topic is currently receiving much attention from communities as well as the 

government in Vietnam (e.g. Mai, 2017; Bui, 2010; Phan & Podruzsik, 2018). Through an 

inductive research approach, the thesis was able to clarify whether or not CSR activities hold 

a key position for the development of company reputation in Vietnam.  
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3.3. Research design  

This thesis aims to uncover the linkage between CSR initiatives and companies‟ reputations 

in the coffee-shop firms, which seems to have a limited understanding of that specific sector. 

Therefore, the authors believed the exploratory research method helps establish a strong 

foundation, and then seek for variables that were crucial for our analysis.  

The exploratory research enables researchers to find an answer for “what is happening; to 

seek new insights; to ask questions and to assess phenomena in a new light” (Robson, 2002, 

p. 59). This means that it allows researchers to reap initial information by investigating an 

existing problem that is still blurry. Further, this type of research is also useful to discover 

new issues which have not been defined or have little understanding. Due to its great 

advantage, flexibility, and adaptation for change, it is considered as a preliminary stage 

because researchers are able to change their direction based on newly collected data and 

insights (Saunders et al., 2009).  

3.4. Research method 

This paper mostly relies on respondents‟ contributions under the word form, which is 

considered as non-numeric data. So, this led to a choice of conducting qualitative research 

instead of a quantitative one (Saunders et al., 2009). Qualitative research helps researchers to 

get close to a real context and determine respondents‟ experience as well as their perceptions 

toward a particular event (Miles et al. 2014). 

The multiple-case study method was suitable for this thesis because it enables the researchers 

to have an in-depth investigation of a contemporary phenomenon shaped in a real-life 

context, where an understanding of boundaries between phenomenon and context is limited 

(Yin, 2003). Further, based on the studies of Yin (2018), the case study well suits the method 

for research questions starting with “how” and “why” to satisfy the purpose of exploratory, 

which was aligned with the approach of this thesis. Yin (2018) also affirmed that a multiple-

case study is the best match with questions starting “why”. In addition to the advantages of 

the method of multiple-case study, the collected data is more robust since it retrieves data 

from various sources or even triangulating data (Yin, 2003).    
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In short, the method of exploratory multiple-case study was chosen in this study because it 

was believed that the richness of qualitative data collected through this method provided an 

answer to the above research question.  

3.5. Case selection  

Sampling is an important step and it represents an entire population. There are many 

disadvantages if data is collected from the entire population, such as time-consuming, budget 

constraints. Those matters are however solved easily with research sampling which is seen as 

a useful technique to save time as well as save costs. The reason is that the data collection 

process by sampling is more controllable because fewer people are involved. So, the less data 

collected, the quicker the available result is achieved (Saunders et al., 2009). Another benefit 

clarified by Henry (1990) is that sampling provides a high degree of accuracy because it 

concentrates on a limited area of operations. So, to explore the relationship between CSR and 

reputation, hearing from the companies‟ perception and customers' perceptions was a great 

idea as this enabled the comparisons between the two groups. Therefore, the choice of 

purposive sampling to process the interview was selected. 

Purposive or judgmental sampling is a form of non-probability sampling. It allows the 

researchers to use their own judgments to select the cases which bring the best answers for 

their research questions and meet their research objectives. This type of sampling is suitable 

when applying for small samples, such as a case study; and it is also the right choice for a 

particularly informative case (Saunders et al., 2009).  

This thesis collected fruitful findings when working with this method of sampling because 

our target samples were: coffee shop companies and customers who usually go to coffee 

shops. In order to have intensive and exhaustive data, both customers and companies were 

interviewed.  In addition, a cross-sectional study was also applied in this thesis because the 

collected data was used at a particular time, excluding other influenceable factors, such as 

different contexts. It enabled this study to determine variables at a particular period. 

3.6. Data collection 

Data collection is another important step in carrying out research. According to Merriam 

(2002), data can be collected mainly through primary and secondary sources. In this thesis, 
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both primary and secondary data were collected and considered in gathering important 

information used in the research. 

 

Primary data 

This is the data collected by researchers for a specific research problem at hand (Hox & 

Boeije, 2005). This kind of data is collected through questionnaires, sampling, observation, 

and interviews (Saunders et al. 2009). Amongst them, the interview is the most preferable 

method used for collecting data, this is because it enables researchers to access in-depth 

information and also well-known method applied in-depth investigations in the qualitative 

and exploratory study (Easterby-Smith et al., 2018). Additionally, the researchers carried out 

the interviews in a semi-structured way. The interviews conducted involved both coffee shop 

companies and customers, as this enabled the authors to discover an understanding of 

perception from different respondents. Furthermore, the questions were open-ended and 

prepared in advance before the conducted interviews. This method enabled the researchers to 

explore new ideas that arose during the interviews. Semi-structured method was a flexible 

method that allowed respondents to have a deeper understanding of the topic as the 

discussions took place. It also encouraged two-way communication as this led to the 

respondents being open to sensitive issues hence a deeper understanding by the researchers. 

More, these interviews were carried out remotely and conducted through Skype and 

Facebook. Since Vietnam is geographically far apart from Sweden, the interviews timing 

depended on the availability of the respondents. So, the researchers tried the best ways to 

match availability with the respondents. In addition, the research interviews were conducted 

in Vietnamese because the respondents are not well versed with English and to make them 

feel comfortable to freely have a discussion. After the whole process of interviews, the data 

from respondents was translated from Vietnamese to English to have creditable transcripts.  

 

Secondary data 

According to Smith and Albaum (2005), secondary data is collected specifically for the 

purposes rather than the problem at hand. For this research, secondary data was collected 

from multiple sources such as books, journals, research papers, peer-reviewed articles, and 

magazines. The literature review was mainly gathered from the university library and online 

databases, such as Web of science, Primo, Scopus, ProQuest, Google search.  Google Scholar 

was also used to find more articles that were not found on these online platforms. Secondary 



37 

 

data provided general information about the background of the topic and the overview of 

company contexts. It also provided the researchers with the base of further investigation 

which enabled a better understanding of the research problems. All the secondary has been 

critically assessed and analyzed before being used in this thesis. 

Research Process: The web of science was used to search for relevant information. The 

following keywords were first used: TOPIC: ("Corporate Social Responsibility '') which 

resulted in 2,076 articles. This was too wide and so it was necessary to be narrowed down. 

After that, the two main search terms were applied: TOPIC: ("Corporate Social 

Responsibility") AND TOPIC: ("Reputation"), this resulted in 164 articles. But this was still 

wide, so the last search was utilized by adding TOPIC: ("Importance") and this resulted in 40 

articles. So, the researchers started to read through the abstract of each in order to find the 

most relevant articles needed. After a thorough reading, the research step ended up with 13 

good articles that helped in this study. Besides, the information about Carroll‟s theory was 

also searched since it was the focus of the study.  The first attempt was the use of these terms, 

TOPIC: ("Carroll") AND TOPIC: ("Corporate Social Responsibility ''), this resulted in 9 

articles. The researchers still decided to read through and only obtained 5 articles that were 

emphasizing about Carroll‟s pyramid. 

This thesis focuses on CSR in Vietnam; another search was made to collect existing 

information about the practice of CSR in Vietnam. Another search was made using these 

terms: TOPIC: ("Corporate Social Responsibility") AND TOPIC: ("Vietnam") this resulted in 

only 9 articles. By adding reputation as the focus for this search TOPIC: ("Corporate Social 

Responsibility") TOPIC: ("Reputation") TOPIC: (" Vietnam"), the research was broadened in 

this study. This resulted in only 1 article with 5 hints. This confirmed the existing literature 

gap about the influence of CSR on company reputation in Vietnam. 

Besides, the authors also used company websites to gather more relevant information and 

local news. These provided great information that was used in the background and also in the 

analysis as the authors confirmed with the information given during the interviews. 

3.7. Data analysis 

At this stage, the data collected by the researchers is transferred into meaningful contexts that 

can be understood by the readers (Sapsford, 2006). Researchers are advised to follow three 

techniques to ensure that quality data is attained and analyzed, these are as follows: 
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summarizing of data, categorization of data, and structuring of data (Saunders et al., 

2016).  For this thesis, the authors did the initial analysis of data collected from both the 

customers and the companies. These had different ideas and perspectives about CSR and how 

important it is to a company reputation. Then, the data was transcribed making important 

notes from the statements of these respondents and combining the similar statements said. 

After, the main patterns were recognized while analyzing the data collected from the different 

respondents. Also, the relationship between these patterns was identified. For a clear analysis, 

a framework was developed to draw conclusions. 

Furthermore, the authors also analyzed using two unique methods to get the best result. These 

include within-case analysis and cross-case analysis. Within-case analysis is an in-depth 

examination of a single case independently. While cross-case analysis, the cases are 

examined to identify the differences and similarities (Yin, 2018). For this research study, 

first, each respondent‟s views were analyzed separately while formulating an independent 

description such as attributes and patterns. Then, a cross-case analysis was done as the 

similarities and differences between the companies‟ perspectives and the customers‟ 

perspectives were identified. More, themes were used that clearly explained the main points 

from the findings. Afterward, the theoretical literature was used to compare with the 

empirical data and identified similar codes, hence creating a framework. 

3.8. Method evaluation 

According to Lincoln and Guba (1985), they emphasized four aspects of trustworthiness that 

qualitative researchers must consider while carrying out research. These are useful, 

naturalistic in nature and they are correlated with ensuring quality research study. These 

include credibility, dependability, transferability, and confirmability as explained below. 

Credibility. This is concerned with the truth placed in the validation of research findings. 

This means that the credibility enables researchers to link their research findings with the 

reality to validate the truth of these findings. The authors also noted that credibility 

determines whether the research findings signify the acceptable information gathered from 

the respondent‟s data and it is a correct interpretation from the original view of the 

respondents (Moser & Korstjens, 2018).  In this research, the researchers maintained the 

credibility of the study as communication took place with the respondents, such as the 

provision of information and the purpose of the research to the respondents. The structured 
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questions were sent out to respondents before the interviews and so this enabled the 

respondents to be familiar with the questions and prepare to answer and give valid 

information. According to Easterby-Smith et al., (2018) they pointed out that triangulation 

and member checking are components that researchers should be familiar with while 

ensuring credibility. So, through the triangulation of sources, information from both the 

customers and companies about their perception of CSR with linkage to company reputation 

was collected. After that, the different perspectives from these respondents were obtained and 

this ensured the high credibility of the research study. 

 

Confirmability. This is the degree to which findings of the research can be confirmed by 

other researchers about the topic. In short, it means the extent to which neutrality in the 

research findings is examined (Moser & Korstjens, 2018). Confirmability is concerned with 

how research findings accurately reveal the respondents‟ information provided. It also 

reflects the relativistic nature of the truth while carrying out qualitative research (Lincoln & 

Guba, 1985). In this study, the data collected were properly used for interpretations of the 

findings, then the data was well transcribed and coded after the interview with the 

respondents. 

 

Dependability. This is the degree to which the study can be repeated by other researchers 

and the stability of findings over time (Moser & Korstjens, 2018). For research to be highly 

dependable, similar findings could be found by other researchers according to respondents‟ 

information provided (Saunders et al., 2016).  For this research, the data was carefully 

listened to, interpreted, and assessed all the respondents‟ statements provided during the 

interviews.  

 

Transferability. This is the extent to which the results obtained from qualitative research 

could be transferred to other contexts. This is done through a thick description by a 

researcher so that the users are able to understand and make judgments (Moser & Korstjens, 

2018). Transferability also requires a well and complete explanation about the settings with 

other respondents or context (Lincoln & Guba, 1985). However, the researchers reached out 

to a wide group of ages and genders while carrying out the research in order to establish a 

strong level of transferability. Finally, the authors provided clear, detailed, and important 

information for the study, which can be used in other contexts. 
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3.9. Ethical considerations 

According to Easterby-Smith et al., (2018) they noted that researchers should ensure no harm 

while undertaking the research study. Once this is done it will enable transferability, 

confirmability, credibility, and dependability during the research study. So, there are some 

ethical principles taken into consideration while conducting this research. 

First voluntary participation, all the participants were informed about the research topic, and 

those that did not understand the topic were given a brief explanation about it. After that, 

several participants accepted to participate during the research process. These were informed 

about their rights to voluntarily withdraw from the research any time if they felt like they no 

longer wanted to do so.  

Secondly, informed consent is one of the important principles researchers should respect 

during the research. The authors respected this principle by asking the consent from 

respondents regarding the recording of the interview before it began. 

Thirdly, regarding the right to confidentiality, the respondents were informed that all the 

information given will be highly confidential and will be kept safe. This created trust from 

the respondents as they felt their information was secure. During the whole process of 

carrying out the research, the confidentiality of the data was respected. For example, the 

information recorded was kept on the private device to avoid any leakage.  

Lastly, the anonymity of the participants was applied by keeping secret the names of the 

participants in order to avoid any harm. Regarding companies that participated in the 

interviews, their names remained anonymous and replaced by company A, B, C instead. In 

conclusion, the findings and analysis of data were highly achieved after considering these 

ethical principles. 
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4. Empirical findings 

Based on the interviews, the empirical data of the study will be presented in this chapter. The 

short description of three coffee shop companies is the starting point, and then customers 

who love to drink coffee at the coffee shops will be the next presentation. Subsequently, the 

result of the interviews will also be given.   

 

4.1. Companies  

The following table presents a list of respondents who are representatives of the three coffee 

shop companies. Background information about each company and respondent is also 

introduced respectively.  

 

LIST OF RESPONDENTS (COMPANY) 

 

No. 

Gender of 

Respondent 

Respondent's 

position in the 

coffee-shop 

companies 

Seniority 

(years) 

Interview 

Date 

Length 

(minutes) 

Company 1 Male Marketing Manager 3 14th April 2020 50' 

Company 2 Female Operation Manager 2 14th April 2020 55' 

Company 3 Female Marketing Manager 3 15th April 2020 53' 

 

Table 3: List of the respondent (companies) 

Company A: The first company established their business along with the purpose of 

supporting the speech-impaired and hearing-impaired. They recognized that this category of 

people faces difficulties to get jobs in society, and these people do not receive much attention 

from the community in Vietnam. Therefore, they came up with the ideas to run their business 

for: 1.supporting this group of people for stable jobs; 2.developing a business model with the 

participation of the disabilities, which is seen as a new business model in Vietnam. The 

company has been in operation for 6 years with around 20 employees when the business 

started. The total number of current employees is 60 employees in which the total of the 

speech-impaired and hearing-impaired is accounted for ⅔. The first store was opened in Da 

Lat, Lam Dong province located in the southern part of the Central Highland region in 2014. 
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The second coffee shop was placed in Ho Chi Minh City, the south of Vietnam in 2017. The 

third coffee shop was located in Hoi An, the central of Vietnam in January 2020. The loyal 

customers are quite diverse, from students to businessmen.  

Company A uses Facebook and its website to communicate with customers about their 

services as well as getting customers more involved with the updated CSR initiatives. Their 

regular posts on Facebook are about the charities which they have sponsored and those they 

will soon be main sponsors. In doing so, it allows Company A to have a direct dialogue with 

their customers, and then shorten an invisible distance between companies - customers.   

Respondent, the representative for Company A, is a Marketing Manager. This person has 

been working in this company for 3 years. The respondent takes responsibility to implement 

and manage CSR activities in the marketing department.  

“As my job is marketing manager, I have to check and make decisions for every product and 

service before launching. Therefore, I have to make sure that the products and services have 

to present our business ethics”  

Company B: The second company began their business 2 years ago. It started their charter 

capital around USD4 million. In the early stage of business, it has reached a record of serving 

more than 400 customers a day. Company B has a plan to open around 1,000 coffee shops 

throughout all parts of Vietnam. By January 2020, the company has already opened 30 coffee 

shops. Around 400 employees are working at the coffee shops and in their back office. The 

company‟s brand has received much fondness from their customers who love coffee since 

their first day of business.  

Company B‟s objective is to bring a delicious and good quality coffee to Vietnamese 

consumers. This objective comes from Company B‟s expectations to respond to the 

customers‟ demands which the coffee must be produced responsibly in accordance with 

consumers‟ health and the environment. Therefore, Company B built up their own coffee 

farm and all coffee beans from this farm will be checked carefully and certified by UTZ in 

terms of the quality standards. UTZ is the largest certification program in the world for 

sustainable coffee (UTZ, n.d.). 

Company B uses their own website and Facebook to communicate with their customers. The 

two methods allow Company B to have a low-cost marketing strategy as well as 



43 

 

strengthening the company reputation through CSR activities. Especially with Facebook, 

Company B usually uploads the pictures, videos from its business, and CSR actions. By 

doing this, it attracts more Facebook users, both existing and potential customers. 

A representative of Company B, who supported us for an interview, holds the position as 

Operation Manager.  This person has been working at Company B for 2 years. This person is 

in charge of CSR activities within the operation department.   

“As my job is an operation manager, I have to take full responsibility to conduct my 

subordinates to follow the CSR orientation and also deal with the implementation of CSR 

activities.”  

Company C: The third company has been officially operating since 2014 and has become 

one of the nation‟s largest companies by revenue in the industry of coffee-shop in Vietnam. 

The company currently has 140 shops located throughout Vietnam with 1,100 employees 

who are working under two different types, part-time and full-time. Most part-time jobs are 

favored for students because the company wants to have more job opportunities for students 

who are unable to work full-time.  

With the efforts to bring customers a lasting impression, the coffee shops owned by Company 

C welcome customers by the loving designs placed in all their shops, combined with tasty 

coffee and high service standards. All of those can make customers fall in love with the 

coffee shops of Company C at first sight. This is the reason to explain why Company C 

always holds their strong brand amongst competitors. Notably, Company C made its rivals 

surprised by the considerable growth by the opening of 20 coffee shops just in their first year 

of business.  

This company also has a strategic plan to collect all customers‟ feedback by Feedbackstr‟ 

incentive system set up in tables which are available throughout the coffee shops. In 

practices, tablets are given to customers for their feedback and rating when they come to one 

of the coffee shops owned by Company C. By doing that, the company can review as well as 

compare the performance among the coffee shops, and then have an overview of the services 

and product quality reflected by customers. 

Company C has a funky playground on its own website where customers are free to give 

comments and feedback. Moreover, customers also have many opportunities to seize various 
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gifts by submitting their feedback about service standards and product quality. This website 

is updated frequently with various CSR activities combined with marketing campaigns.  

Representative of Company C is now working as a Marketing Manager. She has been 

working at Company C for about 3 years and being in charge of implementing and managing 

CSR programs / CSR activities within the marketing department. 

“I have to take full responsibility for the contents of advertisements in order to make sure 

that they do not have any information that is against our business ethics or Vietnamese habits 

and customs. Of course, I have to get approval first from my director for every campaign of 

advertising.” 

Economic Responsibilities: 

Before starting the interview, the researchers spent one to two hours reading through all the 

information which was available on the internet, such as the companies‟ website and 

Facebook, and Vietnam Economics newspaper in order to facilitate the conversation with the 

representatives of three companies.  

Companies are required to generate maximum profits which help to sustain the operations 

and their stakeholders‟ interests. So the authors first asked the companies which economic 

activities they have carried out?. Secondly, the authors asked the respondents‟ opinions about 

whether the economic responsibilities influenced company reputation?. All three companies 

said that they have been actively participating in this concept as their purpose was not only 

about making profits but also supporting a common social good to benefit their stakeholders.  

In general, the three companies have performed well regarding economic responsibilities, 

even though they have different ways to approach those initiatives. The following table 

shows the economic activities that have taken place in the three companies. 
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Economic responsibilities  Company A Company B  Company C 

 

Economic responsibilities 

carried out by companies. 

 

 

"Our company is to create 

jobs for people with 

disabilities. The reason why 

we focus on the speech-

impaired and hearing-

impaired because we 

recognize that those people 

are really difficult to find a 

stable job. Then people are 

curious about our business, 

and then they come to our 

coffee shops". 

"We spent a lot of time on 

training the speech-

impaired and hearing-

impaired until they are able 

to work (as a barista) and 

make communication (as 

normal waiter and 

waitress)" 

"The last three months our 

business was really good 

and we did open the third 

coffee shop, which was 

located in central Vietnam". 

 "We offer tasty coffee" 

"We give a membership 

card to our regular 

customers. This will then 

offer our customers a cheap 

price for every cup of 

coffee, even though the 

quality for one cup is kept 

unchanged" 

"We have a budget for 

training development 

schedules from which our 

employees will have free 

training to improve their 

knowledge as well as 

increasing cohesion 

between employees and 

company" 

"Our business is good 

(before Covid19), because 

we have already opened 

nearly 30 coffee shops, and 

we also plan to open around 

1,000 coffee shops 

throughout Vietnam" 

"We ensure that we always 

make quality products 

available to our customers 

at an affordable price"  

  

"We open many branches 

because we want to bring 

the experience of tasty and 

good quality coffee to our 

customers  in all parts of 

Vietnam" 

"We only bring good 

quality products to our 

consumers" 

"On top of providing good 

quality products, we have 

been trying to provide 

various services and 

products, such as à la carte 

as an additional service. 

Plus, there are plenty of 

discounts for students just 

by signing up on our 

website with a valid student 

card". 

"We believe that our 

company is able to compete 

with other strong brand 

names in the world" 

  

"We have a double profit in 

the year 2019 in comparison 

with the profit of 2018" 

 

Table 4: Economic responsibilities carried out by companies 

 

 

Legal Responsibilities: 

For legal components, the researchers asked all respondents what kind of CSR activities they 

carry out in terms of legal responsibilities, and how these have impacted the reputation?. One 

of the interesting outcomes the researchers reaped from the interview was that the three 

companies are fully aware of legal responsibilities, which are proved by the ways they are 

doing their business activities. Besides the duty of paying taxes, they also comply with other 

regulations and standards to make sure health safety and food hygiene for their customers and 
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ensure good working conditions for their employees. The table below illustrates the CSR 

activities which the three companies have been working on.  

Legal  responsibilities  Company A Company B  Company C 

 

 

 

 
 

Legal responsibilities 

carried out by companies. 

 

"Our business always pays 

tax on time and complies 

with all provisions of the 

laws" 

 

"We just closed all our 

shops in order to comply 

with the laws (the 

government in Vietnam 

asked us to close all of our 

coffee shops to reduce the 

spread of Coronavirus)" 

 

"We follow strictly the 

health regulations to protect 

our customers' health" 

 

"We have invested money 

for the training of our staff 

(the speech-impaired and 

hearing-impaired), so they 

can legally have a 

certificate for work at our 

coffee shops" 

 

"We put the working 

conditions favorable to our 

employees because most of 

them are disabled (the 

speech-impaired and 

hearing-impaired)" 

 

"We have our own coffee 

farm which provides us 

with the qualified coffee 

bean following UTZ 

standards. Therefore, our 

coffee meets food safety 

and hygiene standards" 

 

"Our business always 

complies with the laws, 

perform in a manner 

consistent with expectations 

of government and laws" 

 

 

"We always obey the laws, 

and bring good quality 

products to our consumers" 

 

"We pay tax on time and 

comply with all provisions 

of the laws" 

 

"Due to the Coronavirus, 

the government asked us to 

close our coffee shops. So, 

we already closed our 

coffee shops and started our 

online business to limit the 

direct communication 

between waiter/waitress and 

customers." 

 

"We ensure the full benefits 

of our employees as 

stipulated by Labor Laws, 

for instance, leave 

entitlement, maternity leave 

for female staff" 

 

 

Table 5: Legal responsibilities carried out by companies 

 

Ethical Responsibilities: 

The researchers asked three companies what kind of ethical activities they have been carrying 

out? Do they think it is important and has this impacted their reputation?. The companies all 

emphasized the importance of ethical responsibilities in their business activities. These 

coffee-shop companies embrace a long term development goal as a moral company which 

response to the expectation of the community and society. Through the activities listed in the 

below table, it shows that the three companies are operating their business in an ethically 

responsible manner and this has impacted on their reputation. 
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Ethical  responsibilities  Company A Company B  Company C 

 

 

 

 

 

Ethical responsibilities 

carried out by companies.  

 

 

"The first purpose of our 

company is to create jobs 

for people with disabilities" 

 

"I have to say that our 

company and business 

activity are inherent in the 

purpose of providing jobs 

for the speech-impaired and 

hearing-impaired who are 

forgotten by society" 

 

"...make sure that the 

products and services have 

to present our business 

ethics" 

 

 

"We shape our business as a 

good citizen in every 

business activity. We want 

to establish and maintain a 

good reputation for our 

customers" 

 

"We try to do activities in 

the relation of ethical belief 

as our customers"   

 

"We have a budget for 

training development 

schedules from which our 

employees will have free 

training to improve their 

knowledge as well as 

increasing cohesion 

between employees and 

company" 

 

"For our company, we also 

endeavor to offer our 

employees various rewards 

for the good work done, this 

has motivated many 

employees to work hard and 

also in line with business 

ethics. I believe this is an 

ethical issue.  

 

"CSR activities increase our 

customers‟ loyalty towards 

our company and our 

products because they 

perceive our brand image as 

“a moral company”.  

 

"We commit to providing 

the good quality products to 

our consumers" 

 

"I have to take full 

responsibility for the 

contents of advertisements 

in order to make sure that 

they do not have any 

information that is against 

our business ethics or 

Vietnamese habits and 

customs" 

 

"Our company's brand is 

always known as an ethical 

business where the youth 

always aims for"  

 

"We have an ethical training 

program for our employees 

most especially the new 

employees as we want to 

maintain our working ethics 

as we serve our customers " 

 

 

 

Table 6: Ethical responsibilities carried out by companies 

Philanthropic Responsibilities: 

The researchers also asked each company about the different philanthropic activities they 

have been carrying out? How important have they impacted the company reputation?. The 

companies managed to share with us the various kinds of projects they have been doing to 

give back to society. They informed us how these activities had effects on their reputation 

and they also shared with us the experiences they had as they were implementing these 

projects. Lastly, they also said that they faced some challenges when they participated in 

CSR activities. They said they are appreciated by society as the society identifies their works; 

this has pushed them to do more and more for the society. Company A, B, and C have 

benefited from being philanthropically responsible in a way that they have increased 

customers,  earned customer loyalty, and improved reputation. Below are the various 

activities they have been carrying out. 
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Philanthropic  

responsibilities 

 Company A Company B  Company C 

 

 

 

 
 

Philanthropic 

responsibilities carried out 

by companies.  

 

"We also provide financial 

supports to the 

organizations which give 

free training for the speech-

impaired and hearing-

impaired in Ho Chi Minh 

City" 

 

"I have to say that our 

company and business 

activity are inherent in the 

purpose of providing jobs 

for the speech-impaired and 

hearing-impaired who are 

forgotten by society" 

 

 

"We recognized that some 

provinces in the central of 

Vietnam lack access to 

toilets, causing diarrheal 

disease. So, we have a 

project which helps local 

people to build their own 

toilets. Until now, there are 

500 toilets which have been 

built from our sponsorship" 

 

“We will extract VND1,000 

for one cup of coffee to 

support the Vietnam Young 

Talent Development Fund" 

 

"Along with our business 

activities, we have been 

organizing a lot of 

charitable activities towards 

the poor and less fortunate" 

 

"Football is now famous in 

Vietnam. The youth in 

Vietnam cannot afford to 

have a real match by 

themselves. So, our 

company has become one of 

the main sponsors to 

organize football matches 

for the youth every year. I 

think football is a healthy 

sport which helps our youth 

gain good health, in both 

mental and physical" 

 

"We have two typical 

activities which have been 

doing well: 

 

+ “Sending sincere, giving 

love”: in every sold package 

of cookies, we will extract 

the amount of VND1, 000 

from our profit, and then 

send it to the poor.  

 

+ “Uplift project”: THC, as 

a major sponsor, supports 

the Uplift project to give 

robotic prosthetics to 

amputees who are working 

at selected coffee shops in 

Ho Chi Minh City. We also 

commit to bringing a better 

life for disabled people by 

supporting at least 10% of 

people with disabilities in 

Vietnam over the next ten 

years." 

 

"We always arrange/have 

charity activities for the 

poor and people with 

disabilities".  

 

Table 7: Philanthropic responsibilities carried out by companies 

The connection between CSR activities and company reputation: 

All three companies confirmed that there is a strong relationship between CSR and 

reputation. Through their experiences, they have proved that the CSR activities they have 

carried out have impacted on their reputation in one way or the other. They shared their 

success stories about the CSR projects and how these have yielded results such as customer 

loyalty, awareness, and the development of their reputation as seen below. 
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CSR activities / 

Company’s reputation  

 Company A Company B  Company C 

 

 

 

 

Reputation achieved 

through CSR activities 

"Sometimes we receive 

negative feedback from 

communities which say we 

are taking advantage of 

those people with 

disabilities. Despite the 

negative feedback we 

received, the reputation we 

expect to gain through CSR 

activities is to convey a 

message in our society 

about our coffee-shop 

where we have been 

offering job opportunities 

for the speech-impaired and 

hearing-impaired, who 

belong to the neglected 

society." 

 

"CSR activities affect the 

reputation and this was 

clear when at one moment 

we had a good reputation 

and another moment we had 

a bad reputation as I told 

you earlier"  
 

 

"We think that it is a useful 

marketing tool to promote 

the image of our company 

and enhance our reputation 

on the market" 

 

"I think CSR activities 

definitely help shorten the 

distance between our 

company and customers 

because we received many 

positive feedbacks from 

customers via Facebook. In 

the end, our company's 

reputation is positively 

enhanced" 

 

"When we supported the 

youth through CSR 

activities, we received much 

positive feedback from our 

customers in return. Further, 

our company is now 

perceived as a socially 

responsible company or a 

"better" company if 

stacking against our rivals. 

Especially, we can also 

entice more customers to try 

our business through CSR 

activities. Therefore, we 

believe that CSR activities 

are our right choice for the 

improvement of our 

reputation" 

"I don‟t know what other 

companies think about CSR 

activities. For our company, 

CSR activities are a useful 

marketing tool to have more 

customers. We recognize 

that every marketing 

campaign embedded with 

CSR activities in our 

company is warmly 

responded by customers" 

 

"CSR activities make our 

business different from 

other competitors. It also 

helps us to have sympathy 

from customers. Therefore, 

CSR activities have become 

our indispensable actions in 

our business activities" 

 

"I think we are successful in 

strengthening our reputation 

thanks to the strategic CSR 

activities" 

 

 

 

Benefits of CSR 

"Negative and positive 

feedback does not matter to 

us, because now many 

people know about our 

coffee-shops when we 

create more jobs for people 

with disabilities in our 

coffee shops" 

"We think that it is a useful 

marketing tool to promote 

the image of our company 

and enhance our reputation 

on the market" 

 

"We would like to gain 

both: reputation and 

sympathy from our 

customers when 

undertaking these CSR 

activities in the coffee 

shops" 

"CSR activities are our 

strategy to gain sympathy 

from our customers. By 

doing that, our reputation 

will also be improved" 

 

"I think we are successful in 

strengthening our reputation 

thanks to the strategic CSR 

activities" 

 

 

 

CSR as a competitive 

advantage 

"Our coffee-shop company 

has a pretty solid foothold 

in the fierce competition. 

This is due to the various 

CSR projects which have 

been done by our company" 

"I think that CSR activities 

increase our customers‟ 

loyalty towards our 

company and our products 

because they perceive our 

brand image as “a moral 

company”. This means we 

have a strong competitive 

advantage over our rivals" 

"CSR activities make our 

business different from 

other competitors. It also 

helps us to have sympathy 

from customers. Therefore, 

CSR activities have become 

our indispensable actions in 

our business activities"  

Table 8: The influences of CSR activities to company reputation 
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4.2. Customers 

The following table, a list of customers, describes the background information of respondents 

who contributed to the study. 

 

LIST OF RESPONDENTS (CUSTOMERS) 

 

No. Gender Age Occupation 

Interview 

Date 

Length 

(minutes) 

Respondent 1 Female 40 Office Clerk 10th April 2020 40' 

Respondent 2 Female 27 Personal Assistant 10th April 2020 55' 

Respondent 3 Female 38 Banking Officer 12th April 2020 50' 

Respondent 4 Male 41 Office Staff 12th April 2020 49' 

Respondent 5 Female 25 Designer 12th April 2020 40' 

Respondent 6 Female 42 Accountant 12th April 2020 52' 

Respondent 7 Female 38 Housekeeping Manager 12th April 2020 48' 

Respondent 8 Male 38 Front Office Manager - Hotel 13th April 2020 47' 

Respondent 9 Female 40 Office Manager 13th April 2020 49' 

Respondent 10 Female 29 Human Resource Supervisor 13th April 2020 44' 

Respondent 11 Female 32 Chief Accountant 13th April 2020 34' 

Respondent 12 Female 32 CRM credit card specialist 14th April 2020 44' 

Respondent 13 Female 31 Master Student 14th April 2020 43' 

Respondent 14 Female 20 Student 14th April 2020 45' 

Respondent 15 Male 33 Office Staff 15th April 2020 50' 

 

Table 9: List of the respondent (customers) 

The researchers managed to interview with 15 respondents who have been regular customers 

to the coffee shops in Vietnam. The customers had various views about CSR in general. 

Some of the customers believed that some CSR responsibilities were more important than 

others and so companies should not miss out on any actions. Meanwhile, other customers did 

not really care about companies being socially responsible. The researchers noted that some 

customers think that it is “a must” for companies to participate in CSR activities, they are 

obligated to give back to the society and also since it is a part of Asian culture, which they 
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expect the companies to act accordingly. Therefore, the researchers had to make it clear to 

some customers about the term CSR, because they thought this is a western world act.  

Many of them believe when the coffee shop participates in CSR activities, definitely their 

reputation will be positively affected. They also support those companies being socially 

responsible and have a positive word of mouth about them. Lastly, some assured us that they 

will boycott the companies that are violating the laws as this will automatically harm their 

reputation.  

As shown in Table 10, these summarized findings depict the perceptions of customers for 

each component of CSR. Taken together, CSR activities influence a company‟s reputation 

(see Appendix B for more details). 

 

Themes 

 

Illustrative quotation 

 

Economic Responsibilities : 

 

Customers‟ perceptions about economic responsibilities ▪ “... the companies should satisfy first with economic 

and legal responsibilities for their survival” 

(Respondent 1) 

▪ “They must focus on economic responsibilities but 

they cannot put it as the most important thing. 

Otherwise, they will ignore other criteria, such as 

they can ignore the quality of products and the 

ethical aspects, which then impact to employee‟s 

well-being, health” (Respondent  3) 

▪ “If they just focus on their economic responsibilities, 

their employees‟ health will be affected first, such 

as, burnout which is caused by work pressure” 

(Respondent 6) 

▪ “I don‟t think a company should pay attention only 

to economic responsibilities and ignore other factors 

of CSR activities, such as environmental issues and 

employees working overload” (Respondent 8) 

▪ “I think that companies which just practice only 

economic responsibilities will not be a good working 

place for their employees. For example, when you 

focus too much on just one factor, you will easily 

forget other factors which are even much more 

important than economics, such as complying with 

laws, improving working conditions for employees”   

(Respondent 11) 
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Themes 

 

 

Illustrative quotation 

Legal Responsibilities : 

 

Customers‟ perceptions about legal responsibilities 
 

▪ “A firm must obey the laws, because it can protect 

firms in legal aspects, not making any fraud. It can 

help firms to maintain their reputation” (Respondent 

2) 

▪ “... a company cannot survive and maintain their 

reputation in the long run if it violates the laws” 

(Respondent  4) 

▪ “Legal responsibilities are compulsory for any firm 

in society” (Respondent 9) 

▪ “I believe most firms take legal actions since it is 

necessary for business management” (Respondent 

11). 

Ethical Responsibilities : 

 

Customers‟ perceptions about ethical responsibilities 

 

 

 

▪ “Ethical responsibilities are the most important to 

compare with other responsibilities, for instance, 

economic, legal, because ethical responsibilities help 

firm to create a business culture as a “good” 

company to customers” (Respondent 1) 

▪ “It is not easy to find any company labeled “ethical” 

because the concept is too broad. However, I think 

the coffee shop needs to do: treating their employees 

well, complying with the laws, and providing good 

quality coffee to customers. Those factors formulate 

the concept of an ethical coffee-shop company” 

(Respondent 3) 

▪ “Ethical responsibilities help firms to reduce 

turnover rate and increase the cohesion between 

companies and customers” (Respondent 4) 

▪ “The companies focusing on ethical aspects mean 

that they do their business with a sustainable 

community orientation” (Respondent 6) 

▪ “A company practicing ethical responsibilities must 

comply with the laws first, then treat their employees 

well, and commit to serving their customers with 

quality products. This responsibility is difficult to 

practice and assess because it is not defined as 

clearly as a legal responsibility” (Respondent 7). 

▪ “I think ethical responsibility has the same meaning 

with a company‟s culture which reflects a full 

picture of a company‟s actions towards its 

stakeholders” (Respondent 14) 
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Themes 

 

 

Illustrative quotation 

Philanthropic Responsibilities : 

 

Customers‟ perceptions about philanthropic 

responsibilities 

 

▪ “It is a  good chance for companies to develop their 

reputation (because these activities are marketing 

tools” (Respondent 1) 

▪ “Coffee-shop companies participate in charity 

activities because that is a trend to bring a 

company‟s image to be close to customers” 

(Respondent 3) 

▪ “Philanthropic actions done impress customers 

because of the kindness through charity activities, 

leading to customers supporting company products 

in return” (Respondent 5) 

▪ “Personally as a  customer I feel good seeing 

companies giving back to society this definitely 

makes me have a positive perception about the 

company” (Respondent 8)   

▪ “Coffee shop companies should do charity activities 

or community-driven activities because there is a 

circle here: you do something good to the 

community; the community will do something good 

for you. Frankly, customers will always give high 

appreciation for companies embedded with charities 

or community-driven activities” (Respondent 13) 

▪ “Of course, philanthropic activities are good for 

companies. However, companies should focus on 

doing more for their employees instead of investing 

in charity activities out of the organization. For 

example, they can invest in training development or 

improving benefits for their employees.  I think 

those activities (for employees) will bring more 

practical meaning and benefits” (Respondent 15) 

 

 

 

 

 

 

 

 



54 

 

 

Themes 

 

 

Illustrative quotation 

CSR activities and coffee-shop company’s reputation (1) 

 

- CSR activities help develop a coffee-shop 

company‟s reputation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

- Customers will support coffee-shop companies 

embedded with CSR activities 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

▪ “I think CSR activities help a firm endear to their 

customers first, and then many customers will come 

to support. In that way, the reputation of a company 

will increase gradually” (Respondent 2) 

▪ “CSR is a bridge to link a firm‟s brand name to 

customers‟ sympathy. Then more people will 

impress about what a firm has done through CSR 

activities. In the end, a firm‟s reputation will be 

improved in the eyes of its customers” (Respondent 

4)  

▪ “I think that CSR activities can differentiate a firm 

amongst its competitors. This means that it helps 

firms to assert their reputation on the competitive 

market” (Respondent 6)  

▪ “There is a direct link between CSR activities and 

firms‟ reputation because CSR activities provide 

benefits to communities, and in return, communities 

will appreciate what companies have done, then they 

will remember firms‟ products and want to support 

those products” (Respondent 9) 

▪ CSR activities help firms to build trust, create a 

working culture, and then the companies‟ reputation 

will be improved accordingly (Respondent 11) 

▪ “CSR activities are important to help companies to 

enhance their reputation, and then increase their 

profits”( Respondent 12) 

▪ “CSR is a common trend which companies have to 

follow if they don‟t want to be left behind in the 

fierce competition, especially for companies‟ 

sustainable development” (Respondent 15)  

▪ “Yes, of course. If I support that company, it will do 

better and better, and then it will provide more to the 

community and society” (Respondent 1).  

▪ “Of course because this will make other companies 

follow and make it as a typical example. In the end, 

our society will be much better when more 

companies run their business in association with 

community-driven orientation” (Respondent 2) 

▪ “I will support those coffee-shop companies because 

it creates trust which then makes us believe that they 

provide good quality products” (Respondent 5) 
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Themes Illustrative quotation 

CSR activities and coffee-shop company’s reputation (2) 

 

- Customers will support coffee-shop companies 

embedded with CSR activities 

 

 

 

 

 

 

 

 

- Customers will boycott the products/services 

for any companies violating CSR   

 

 

▪ “I think that is a simple way to say thank you to 

those companies for their good actions. It will then 

convey a positive message in our community” 

(Respondent 6) 

▪ “Yes, of course, I will support them because I think 

they provide something good for our community and 

society. So, supporting them also means that we 

support our community and society.  I will also 

introduce them to our friends. In the end, our 

community/society will benefit from those actions” 

(Respondent 14) 

▪ “I will immediately boycott those companies if I 

read the news in the newspaper. For example, if a 

company does not pay a salary for its employees and 

those issues are posted in newspapers.” (Respondent 

3) 

▪ “I will boycott those products/companies. If I don‟t 

do that, it seems I support their bad business 

behavior.” (Respondent 7) 

▪ “I have to consider the source which discloses the 

violating actions of a firm because the news 

(violating actions) might come from a firm‟s 

competitors to lower the reputation of that firm. If 

those violating actions are in the scope of service, I 

will not boycott those products and services. On the 

contrary, if those are in the scope of products‟ 

quality, I will boycott them immediately, because it 

directly affects customers‟ health.” (Respondent 8) 

▪ “I will boycott some companies and their products, 

but I have to make sure that all information about 

violating the law is correct or based on a trustworthy 

source.  I have already boycotted some products due 

to their violating actions to the environment, tax 

evasion” (Respondent 11) 

▪ “I will not boycott them immediately because I 

hope/expect that they will recognize their mistakes 

(violating CSR / laws). I also believe that they will 

feel sorry and will fix their mistakes right after they 

recognize their mistakes. If we immediately boycott 

their products, those companies will be bankrupt and 

they won't have any chance to fix their mistakes” 

(Respondent 12) 

Table 10: Customers‟ perceptions of CSR activities 
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5. Analysis 

From the empirical findings derived from semi-structured interviews, the analysis will take 

place in this chapter to present a discussion associated with the research purpose and 

research question. Then, a new framework will be also proposed to provide a clear picture of 

how our topic and its relating factors connect. 

 

5.1. General perception of CSR in Vietnam 

In the previous section, it was supposed that the term of CSR was commonly applied to the 

multinational corporations, NGOs, and people also had a skeptical attitude towards the 

practice of CSR activities in Vietnam, especially in the industry of coffee shops in Vietnam 

where the study has not been done before. After the interviews with both companies and 

customers, the authors managed to develop the analysis below. 

Firstly, the coffee shop enterprises in Vietnam are now paying much of their attention to the 

CSR programs in every business step, because they have a belief that CSR is an essential part 

to build up and maintain their reputation.    

“When we supported the youth through CSR activities, we received much positive feedback 

from our customers in return. Further, our company is now perceived as a socially 

responsible company or a "better" company if stacking against our rivals. Especially, we can 

also entice more customers to try our business through CSR activities. Therefore, we believe 

that CSR activities are our right choice for the improvement of our reputation” (Company 

B).  

Secondly, CSR activities have become a strategic marketing tool to shorten the distance 

between companies and their customers since those activities enable firms to gain sympathy 

from the customers. There is a similarity in the findings between our practical experiment and 

the studies of Nan and Heo (2007). 
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"I don’t know what other companies think about CSR activities. For our company, CSR 

activities are a useful marketing tool to have more customers. We recognize that every 

marketing campaign embedded with CSR activities in our company is warmly responded by 

customers" (Company C) 

Thirdly, implementing CSR activities allow firms to approach the competitive advantage 

over their competitors. This finding is not different from the finding in research conducted by 

Gugler and Shi (2009) that likens CSR actions to salient factors to maintain local and global 

competitiveness. 

“CSR activities make our business different from other competitors. It also helps us to have 

sympathy from customers. Therefore, CSR activities have become our indispensable actions 

in our business activities” (Company C) 

As mentioned before, customers who are one of our stakeholders are classified as a crucial 

role in the success or failure of any CSR programs. The reputation of any company whereby 

will also be affected by customers‟ reactions. It is no exaggeration to say that what customers 

think and perceive towards a company is critical to a company‟s success. 

“I think CSR activities help a firm endear to their customers first, and then many customers 

will come to support. In that way, the reputation of a company will increase gradually” 

(Respondent 2)  

The advancements of technology make consumers smarter. The reason is that they can 

connect easily to vast streams of information to weigh all their options before deciding on 

any products or services. This means that consumers are able to expertise in the form of good 

quality products and services at the touch of their fingers via their smartphones or other social 

media. In other words, if companies are not keeping up with what customers‟ and 

communities‟ expectations, their products and services will be boycotted or taken place by 

those from their competitors. 

“Yes, of course, I will support them because I think they provide something good for our 

community and society. So, supporting them also means that we support our community and 
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society.  I will also introduce them to our friends. In the end, our community/society will 

benefit from those actions” (Respondent 14) 

“I will boycott some companies and their products, but I have to make sure that all 

information about violating the law is correct or based on a trustworthy source.  I have 

already boycotted some products due to their violating actions to the environment, tax 

evasion” (Respondent 11)  

The last point is the CSR knowledge perceived by Vietnamese customers. This matter causes 

controversy between the two groups. One group believes that the concept of CSR is still new 

and the Vietnamese are not fully aware of CSR activities being conducted by companies due 

to their limits in terms of knowledge (Hamm, 2012). The other group believes that 

Vietnamese people have good knowledge of CSR. This has proved through the boycotting 

actions from consumers towards products and companies violating CSR (Thi & Le Van, 

2016). The findings from this empirical research show that Vietnamese people are fully 

aware of the term of CSR which is similar to the findings from the studies of Thi and Le Van 

(2016).  

“CSR means that companies should have responsibilities towards society and community 

during their course of business operations. Companies have responsibilities to their 

employees, such as ensuring a fair working environment. Companies should care about 

environmental issues” (Respondent 10) 

5.2. CSR activities and the company’s reputation 

5.2.1. Economic responsibilities 

The most basic of a business organization is to maximize its profitability and then contribute 

to the development of the economy. Further, CSR activities cannot be completed without an 

economic component (Carroll, 1991). It also means that a company‟s reputation somehow 

requires a company to perform well in the economic responsibilities. The research in the 

coffee shop companies in Vietnam gives the same results. The coffee shop companies and 

customers taking part in the interviews believed that economic responsibilities are important. 
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By practicing economic responsibility, the three companies are focusing on providing good 

services and quality products to customers and the community. This proves that these 

companies are not only taking consideration of generating a high and consistent level of 

profitability, but they are also focusing on building and retaining their strong reputation. 

“Our business is good (before Covid19), because we have already opened nearly 30 coffee 

shops, and we also plan to open around 1,000 coffee shops throughout Vietnam”. “We 

ensure that we always make quality products available to our customers at affordable price”   

(Company B) 

"On top of providing good quality products, we have been trying to provide various services 

and products, such as à la carte as an additional service. Plus, there are plenty of discounts 

for students just by signing up on our website with a valid student card" (Company C) 

Customers also have their own perception of companies' responsibilities regarding economic 

aspects. They also emphasized that companies should focus on maximizing their profits but 

other factors should not miss out, for instance, employees‟ well-being, environmental issues. 

The following are some typical responses from customers.    

“They must focus on economic responsibilities but they cannot put it as the most important 

thing. Otherwise, they will ignore other criteria, such as they can ignore the quality of 

products and the ethical aspects, which then impact to employee’s well-being, health” 

(Respondent 3) 

“I don’t think a company should pay attention only to economic responsibilities and ignore 

other factors of CSR activities, such as environmental issues and employees working 

overload” (Respondent 8) 

5.2.2. Legal responsibilities 

As the legal responsibilities are placed at the second layer in the pyramid of CSR by Carroll 

(1991), it gives a visual depiction that their importance is ranked after the economic 

responsibilities. However, Carroll (1991) asserts that the two components, economic and 

legal, should go together. In that sense, a company should not only have profitability, but it 

should also have responsibilities to run its business within the boundaries of laws and 
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regulations set by the government. Further, a company's reputation will be negatively 

affected if the company has any violating actions to the laws, which are already mentioned in 

the theoretical framework of this study. 

The three interviewed companies are utterly conscious of how important legal responsibilities 

are. Therefore, they are all trying to perform as a socially responsible enterprise. To practice 

this kind of responsibility, the three companies strictly obey the laws, regulations. Below is 

what the three companies did mention during the interviews in terms of legal responsibility. 

“Our business always pays tax on time and complies with all provisions of the laws”. “We 

follow strictly the health regulations in order to protect our customers' health” (Company A) 

“We have our own coffee farm which provides us with the qualified coffee bean following 

UTZ standards. Therefore, our coffee meets food safety and hygiene standards”. “Our 

business always complies with the laws, perform in a manner consistent with expectations of 

government and laws” (Company B) 

“We always obey the laws, and bring the good quality products to our consumers”. “We 

ensure full benefits of our employees as stipulated by Labour Laws, for instance, leave 

entitlement, maternity leave for female staff” (Company C) 

Customers think that legal obligation is a compulsory factor for any company to maintain a 

company‟s reputation when operating its business.  Some typical quotes collected from the 

interviews with customers regarding a company‟s legal responsibilities are listed as follows: 

“A firm must obey the laws, because it can protect firms in legal aspects, not making any 

fraud. It can help firms to maintain their reputation” (Respondent 2) 

Some respondents emphasized that the companies cannot survive or keep their reputation in 

the long run without the responsibility in terms of legal aspects. 

“... a company cannot survive and maintain their reputation in the long run if it violates the 

laws” (Respondent 4) 
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5.2.3. Ethical responsibilities 

Ethical responsibility is noted as the most important component recognized in business 

culture in Vietnam. Acknowledging business integrity and ethical behaviors is beyond 

compliance with laws and regulations but business is expected to operate their affairs in an 

ethical manner (Carroll 1991).  The researchers noticed that for Asian culture, this factor 

holds most important in both business and daily way of living. This is defined as 

“Confucianism” which means that a system is based on social and ethical philosophy (Chan, 

2008). So, all businesses are expected to act accordingly. During the interview, the 

researchers were notified by various customers that their culture is based on that and so this is 

automatic for the companies to obey. 

“Ethical responsibilities are the most important to compare with other responsibilities, for 

instance, economic, legal, because ethical responsibilities help firm to create a business 

culture as a “good” company to customers” (Respondent 1) 

Many coffee shop companies are embracing this culture. The business ethics concept is in 

response to the increasing demands of CSR activities taking place. These have embraced 

ethical management approaches while carrying out their business activities. This is because 

they want to reduce any immoral behavior that may ruin the reputation and other goals of the 

company. 

“We have an ethical training program to our employees most especially the new employees 

as we want to maintain our working ethics as we serve our customers” (Company C) 

Ethical responsibilities represent expectations that reflect concerns by stakeholders and the 

community that is regarded as fair, just, and right (Carroll, 1991). The researchers analyzed 

that the coffee shop companies are carrying out CSR activities in a manner consistent with 

expectations of the ethical norms of the stakeholders. 

“We try to do activities in the relation of ethical belief as our customers” (Company B) 

Company A, B, and C have various goals to achieve like building a reputation. They also 

want to live by the example of being good corporate citizens. So, they strive hard to do what 

is expected morally and ethically while practicing their CSR activities. 
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“We shape our business as a good citizen in every business activity. We want to establish and 

maintain a good reputation to our customers” (Company A) 

5.2.4. Philanthropic responsibilities 

The analysis of the empirical findings portrays how CSR activities through philanthropic 

responsibility have an impact on the development of the reputation of the different coffee 

shop companies. According to Brammer & Millington (2005), they identified that 

philanthropy brings up different impacts on reputation basing on the CSR activities involved. 

This is true in a way that based on our analysis, philanthropy may cause both positive and 

negative impacts. Company A assured us how their reputation grew when the people in the 

community found out about their project of building toilets for the community. This activity 

was loved and appreciated by many people, the marketing manager of Company A said. He 

also pointed out that some of the philanthropic activities done led to the negative reputation 

of the company. 

“Sometimes we receive negative feedback from communities which say we are taking 

advantage of those people with disabilities” (Company A) 

Our empirical findings highlight that companies make high efforts in implementing 

philanthropic projects to have better reputations. As seen above, companies A, B, and C have 

contributed a lot of their income to give back to society in the name of gaining reputation. 

These actions have paid off as they testified about the success of their CSR activities. 

“I don’t know what other companies think about CSR activities. For our company, CSR 

activities are a useful marketing tool to have more customers. We recognize that every 

marketing campaign embedded with CSR activities in our company are warmly responded by 

customers” (Company C) 

“When we supported the youth through CSR activities, we received much positive feedback 

from our customers in return. Further, our company is now perceived as a socially 

responsible company or a "better" company if stacking against our rivals. Especially, we can 

also entice more customers to try our business through CSR activities. Therefore, we believe 

that CSR activities are our right choice for the improvement of our reputation” (Company B) 
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According to literature by Himmelstein (1997), philanthropy influences the perceptions of the 

companies in the eyes of stakeholders. With the reflection of our analysis, the study 

emphasized that philanthropic activities really shape the perceptions of the coffee shop 

companies among the customers most especially. From the customers‟ perspectives, they 

affirmed that they identified coffee shops involved in philanthropic activities. Some even said 

that they are enticed to give all their support to them. Also, the respondents from a group of 

customers asserted that there is a tight relationship between philanthropic responsibility and 

company reputation. 

“Coffee shop companies should do charity activities or community-driven activities because 

there is a circle here: you do something good to the community; the community will do 

something good for you. Frankly, customers will always give high appreciation for 

companies embedded with charities or community-driven activities” (Respondent 13) 

“Personally as a  customer I feel good seeing companies giving back to society this definitely 

makes me have a positive perception about the company” (Respondent 8)   

In a general analysis, philanthropic activities serve the needs of both the Vietnam community 

and enhance the reputation of the different coffee shop companies.  

5.3. Proposed framework 

Derived from the analysis above, all these components from the framework indeed show the 

relationship between CSR activities and company reputation. The model answers the research 

question which was presented in chapter one. 

From the findings, we analyzed that amongst all the four components of CSR, ethical 

responsibility is the one mostly recognized by customers, companies, government, and 

society at large. Ethics is the most important because the system in Vietnam is based on 

social and ethical philosophy. From the interviews with the companies, they all informed us 

that since the system is based on the ethical philosophy. All their business activities are 

managed in the line of ethics and so they must also carefully implement strategies based on 

ethical norms of the society. Due to all this information, ethical responsibility best fits the 

first CSR component. Legal Responsibility follows next as it is important in business 

management. Obeying the laws in the Asian culture is mandatory, heavy punishments are 
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applied to companies that do not obey the laws, such as fines. It is noted that legal and ethical 

responsibilities are kind similar where legal expectations are based on the ethical premises 

although ethical responsibility carries the expectations further. 

According to the findings, economic responsibility lies in the third component of CSR. After 

carrying out legal practices, the companies are required to fulfill the economic responsibility. 

This is seen as equally important as the companies have to produce the goods and services 

that the society wants while making profits. Philanthropic responsibility is the less important 

component recognized. Customers recognize and appreciate coffee shop companies that 

actively engage in philanthropic activities. Companies are also grateful that they are 

recognized by the customers and society when they contribute to society. 

Additionally, under the different responsibilities, the various CSR activities that have been 

carried out have greatly impacted the development of company reputation. Through a 

marketing strategy, these activities have successfully been implemented. When these 

activities are being carried out, the community benefits greatly. When such CSR activities are 

implemented, the customers recognize them and perceive them differently. For example, if 

these activities are perceived to be socially and morally acceptable, then reputation will be 

affected positively and vice versa. Further, once companies incorporate all the four 

components, the expectation of creating a reputation arises. Many companies receive 

feedback, support, and different perceptions from the customers.  

In sum, the researchers believe that the framework can be tested in the future by other 

researchers through different contexts. 
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Figure 4: A revised conceptual framework by Kauma & Tran (2020) 
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6. Conclusion 

In this chapter, based on the research outcomes, the conclusion will be drawn, and the 

answer to the research question will be given.  

  

In this study, the purpose of the research question was to examine how CSR influences the 

development of the reputation of coffee shop companies in Vietnam. The results from this 

research confirmed that CSR activities have greatly influenced the development of the 

reputation of coffee shop companies, even though it is a new topic in Vietnam.  

An interesting result concluded from the study is that ethical responsibilities are seen as the 

most important components in the customers‟ perceptions in comparison with economic, 

legal, and philanthropic components. The explanation is that a company practicing ethical 

responsibilities will focus more on the interests of its stakeholders, community rather than 

focusing on its interests. By focusing on ethical responsibilities, enables a coffee shop 

company to strengthen a company reputation and achieve its sustainable development goal as 

well. In addition to the advantages which companies could earn by focusing on ethical 

responsibilities is that they are able to turn their working place to be an ideal place to attract 

more talents and reduce their turnover rate effectively.  

With the influence of Confucianism's meaning, the system is based on social and ethical 

philosophy. In that sense, ethical responsibility was the most considered component 

influencing company reputation from the findings. Then it was followed by legal, economic, 

and philanthropic responsibilities respectively which equally influence company reputation. 

The new priority order provided a contrast perception to Carroll‟s definition, in which the 

economic component was seen as the basic and the most important position over others. 

Also, the study proved that an effective CSR program helps shorten an invisible distance 

between companies and their stakeholders. In detail, if companies have more community-

driven activities, they will receive more support from the customers, communities. Under the 

customers‟ perspectives, their trust and belief are also improved significantly towards the 

companies which have positive CSR activities, since the customers think those actions 

benefit customers‟ interests and communities as a whole. As a result, the customers want to 
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support the companies more or even take part in the word of mouth channel to convey 

positive comments to their friends and family. This action is considered as a two-way 

relationship. Therefore, there is no exaggeration to say that CSR activities are a marketing 

strategy that a coffee shop company should not dismiss since it is a useful tool to bring 

profitability as well as reputation. Coffee shop companies are also able to achieve a 

competitive advantage, which is seen as an intangible form, through CSR activities. The 

result from our study has again proven that engaging with the CSR agenda is a wise choice 

for coffee shop companies since it offers a solid foothold in a fierce competition. CSR 

activities help firms reinforce their reputation in order to be abreast of their rivals. 

This thesis also uncovered the relationship between CSR activities and a company‟s 

reputation under the two distinguished points of view: the expectation of companies and the 

perception of customers. Thus, the new proposed framework clearly emphasized the idea that 

CSR remains closely correlated with a company‟s reputation. Indeed, the findings from 

interviews with customers showed that most customers are willing to switch to the brand 

which performs well in CSR activities if they have to choose between two similar products. 

This research also proved that the coffee shop companies in Vietnam are fully aware of a vast 

stream of benefits that CSR could bring to them. Therefore, the coffee shop companies in 

Vietnam do not hesitate to invest heavily in CSR programs, from internal to external 

activities. More interestedly, they also emphasized that “doing good, doing right” is not 

enough. In that sense, they are focusing to do better and get their stakeholders more involved 

in what they are doing. 

In conclusion, this study provided a clear picture that there is not just one reason for a coffee 

shop company to practice CSR activities. Instead, there are many benefits that a coffee shop 

company will definitely reap from. To put it another way, CSR is no longer an option for 

firms. CSR has turned itself to be a “must” factor for any coffee shop company in Vietnam to 

approach a solid foothold, obtaining sustainable development, and strengthening its 

reputation.  
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7. Discussion 

In this final chapter, the discussion will be conducted with four parts: Covid19, limitations, 

suggestions for further research, and managerial implications. The companies’ reactions 

toward the pandemic will be taken into consideration. Next, the limitations will be brought 

into this thesis to bring a reliable and valid elucidation to the research results, and then 

suggestions of further studies will come after. Lastly, the managerial implications will be 

presented. 

 

7.1. Covid19 

With the onset of Covid19, many businesses have to deal with the difficulties in their 

business operation. In Vietnam, a series of restaurants and coffee shops had to stop serving at 

stores, or even close temporarily to prevent the spread of coronavirus in the communities.  

Many CSR activities were being carried out by various companies during these hard times. 

So, it created curiosity about how the coffee shop companies have reacted and which 

expectations customers have towards the company's reactions in the Covid19 outbreak. 

Therefore during the interviews, the authors raised some questions regarding Covid19 to both 

representatives of companies and customers. First, to the companies we asked if they had 

participated or planned to carry out any CSR activities in the trying moment to the society. 

All the companies have participated in different ways as they were considering the different 

stakeholders such as employees, customers, and society. 

“Currently, we have three mobile coffee shops located in three hospitals to provide free 

coffee and milk for front-line doctors and nurses. We think that it is the simplest action we 

can provide to show our gratitude to the front-line teams” (Company B)  

To the customers, a typical question was asked “Do you think that coffee-shop companies 

should support the campaign of prevention of Covid19? And how?” 

“Yes, because Covid19 has become the focus of the whole city. If companies have any 

supporting actions, they will gain sympathy from their customers” (Respondent 7) 
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It is known that the core component of CSR activities of a company is to put a human face in 

every step of business operations to gain the understanding, support, and sympathy from 

stakeholders. Therefore, the outbreak of Covid19 was the right time for companies to 

implement the initiatives of CSR which were usually seen as suspended plans. Regarding the 

customers‟ opinion, the pandemic is also the testing time to recognize which companies are 

more communities oriented than others. By practicing the safest and quickest solution to turn 

these suspended plans of CSR into reality, companies are able to bring great benefits to 

involved stakeholders, for instance, employees, customers, and the community. In doing so, 

the company reputation is positively impacted. 

7.2. Limitations 

Our main challenge was the outbreak of coronavirus. This interfered with a lot of our plans 

prepared to carry out the research. First, the authors planned that one of us could travel to 

carry out face to face (physical) interviews, observe how the CSR activities are being 

practiced in Vietnam. The belief was that contacting and having coffee with customers at the 

coffee shops would achieve rich data. But remote-interviews were taken into consideration 

and this created difficulties in recognizing the body language of the respondents. 

At the beginning of this study, the authors contacted various companies to be able to work 

with us. Unfortunately, due to the spread of coronavirus, many of them had closed and some 

were facing bankruptcy. So, there was no chance to interview a good number of companies 

regarding data collection. 

The interviews were conducted in Vietnamese and then later translated into English for 

readers to understand. This whole process consumed a lot of time and it was hectic for the 

researchers. Therefore, there was a time limitation for successful research although the 

authors managed to yield some results. 

With the start of the interview the authors asked the respondents if they knew about CSR and 

at first many seemed not to know the concept. But after the authors explained to them what it 

means they proved that they know it. This is because their culture already emphasizes CSR 

traits and so many believe that it is mandatory, or they know companies are obligated to be 

responsible. With this analysis, the authors realized that some of the answers given to us were 

influenced by bias and also with less knowledge about the topic.  
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The research was mainly focusing on coffee shop companies in Vietnam. Vietnam has a 

different time zone with Sweden and so this was an obstacle to the success of the interviews. 

The authors tried their best to match the availability with that of the respondents. 

The three companies that joined the interviews said they have their own template for CSR 

reports, but those reports are used for internal purposes only. So, they cannot share those 

reports with the authors. To achieve the confidentiality requirements from the companies, this 

paper only used the information which has been allowed and directly shared by the 

representatives of the companies. This matter limited the authors in deepening or enriching 

the data of CSR activities of companies.  

7.3. Suggestion for further research 

This thesis mainly focuses on how CSR is implemented in the coffee-shop companies and the 

relation to their reputation. The first suggestion is that investigation can also be carried out in 

other industries such as tourism, restaurants, hotels, and transportation companies as these 

may yield more different findings. Further, the research study was narrowed down to only Ho 

Chi Minh City - a big city in Vietnam but for further studies, the next recommendation is to 

enlarge the sample size to different cities or even other countries to have a better comparison 

of the findings.  

The research primarily focused on the target group between 18-45 years old and one of our 

purposes was to assess how much knowledge do Vietnamese consumers possess about CSR. 

But another concern is that the age group 19 to 35 was more aware of CSR. So a suggestion 

for future research should be considered to this specific age group as they will provide more 

correct information and the group will be narrowed down. 

The research was done through a qualitative research study and the authors were able to 

gather the information that could be useful to other researchers. Another suggestion is that a 

quantitative research study could be also considered about this topic as it would also provide 

a clear relationship between CSR and the company‟s reputation. 

Additionally, this paper mainly focused on the use of a CSR framework by Carroll‟s Pyramid 

consisting of four components, Economic, Legal, Philanthropic, and Ethical. These were in 

connection with the development of company reputation although the authors noticed that 

they can be also connected to other issues affecting business. Therefore, a further suggestion 
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is that researchers can use this framework to understand the connection of CSR with other 

issues influencing businesses such as consumer buying behavior, brand image, and profits, 

etc. 

The interviews were only focused on the customers and companies in our research study. 

However, the authors suggest that for further studies more stakeholders, such as employees, 

owners, and shareholders should be considered to have a wide scope of information. 

Lastly, our data collection was done through remote interviews and it was hard to understand 

and interpret the body language, and also, the authors could not see how these coffee shops 

operate with CSR. Therefore, a future suggestion is to carry out interviews physically, and 

also observe some of the activities that are being conducted in order to have a clear picture of 

what is being said by the respondents.  

7.4. Managerial implications 

Our research has some insights that can be put into practice by various managers when 

implementing CSR activities for the best cause of the company objectives. The first 

implication is an emphasis on the internal communication of CSR activities. It is more 

strategic to have the internal stakeholders who are fully aware of the CSR activities carried 

out by the companies. Most especially the employees, these should be well informed, trained, 

and encouraged to participate. This will lead to the success of CSR projects. 

Secondly, it should be better to have a CSR department, CSR coordinator, and CSR budget 

plan. This enables the implementation of CSR activities easily and smoothly. The activities 

will not strain the company if budgeted for earlier and so the company will be able to achieve 

all the goals at the same time. This action is important for business growth. 

Thirdly, it should have the active involvement of customers while implementing CSR 

activities. Customers play a crucial role in the success of CSR activities. Reputation is 

developed due to the perception of the company by the consumers. The increase of 

consumers will be involved and this leads to building trust among the customers. So 

companies should also focus on important concerns of their targeted customers while 

carrying out the CSR initiatives, hence achieving maximum returns. 
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Managers should know that not all CSR activities guarantee success. Therefore, the advice is 

that they should carefully evaluate the pros and cons when implementing CSR initiatives. 

This is a critical point because if not carefully evaluated, the company will face it rough. 

Lastly, companies should carry out CSR advertising. It is good and important for the 

consumers and society to know about the different CSR initiatives that a company is carrying 

out. The advertisements should be truthful because it will help in convincing consumers how 

the company's interests are giving back to the community. 
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Appendix A:  

I. Questionnaire for customers 

A. Respondents’ information 

1. Are you living in Ho Chi Minh City? 

2. Do you mind telling us about your age? 

3. Could you let us know your occupation? 

4. How often do you go to coffee shops? Which coffee-shops in particular? 

    B.  The knowledge of CSR 

5. How do you define CSR? 

6. What do you think/ say about companies practicing CSR? Do you think when they do so, it 

has an impact on their reputation? 

7. Do you demand companies to carry out CSR? Why? 

8. Which one do you think is the most important among 4 factors? 

B1. Economic responsibilities 

9. Do you think a company must focus on maximizing their profit rather than 

carrying out CSR activities? Why? 

B2. Legal responsibilities 

10. How important is it that a company obeys the laws? Why? 

B3. Ethical responsibilities 

11. How important is it that a company focuses on ethical aspects? Why? 

B4. Philanthropic responsibilities 
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12. Do you think it is important that coffee-shop companies participate in 

charity activities or community-driven activities? Why? 

13. What kind of charity activities do you think are suitable for a company to 

take part in? 

  C. CSR and Reputation 

14. Have you ever heard of or known any coffee-shop company engaged with CSR? In what 

way? Could you give an example? 

15. In your opinion, how could CSR activities help develop a firm's reputation? 

16. Do you consider supporting those companies that are carrying out CSR? Why? 

17. How do you feel about those companies that are violating CSR? Would you participate in 

boycotting? Could you give an example? 

D. Covid19 

18. Have you ever heard of any coffee-shop companies supporting the campaign of 

prevention of Covid19? Could you please name some? 

19. Do you think that coffee-shop companies should support the campaign for the prevention 

of Covid19? And how? 

20. Do you think that supporting actions (for Covid19) will help them to develop their 

reputation? Could you explain more? 

Probes: 

1.     Would you give me an example? 

2.     Can you elaborate on that idea? 

3.     Would you explain that further? 

4.      I‟m not sure if I understand what you‟re saying. / 5.     Is there anything else?  

 



90 

 

II. Questionnaire for companies 

What is your position in the company and how long have you worked with it?  

1.     What do you know about CSR? 

2.     Do you have any CSR programs and activities? If yes, could you explain in detail? 

3.   How do you involve in the creation, implementation, and management of the CSR 

program? 

4.  Who in their company is responsible then for the creation, implementation, and 

management of CSR programs? And how often and through what channels are the 

workers communicated about the CSR programs? 

5.    Do you consider achieving a reputation through CSR activities? Could you explain 

more? 

6.   Is achieving reputation one of your goals and reasons when undertaking these CSR 

activities in the coffee shop? 

7.  Who are your stakeholders? Do you consider them when implementing CSR 

activities? How do you get your stakeholders involved, especially the customers when 

carrying out CSR activities? 

8.     What challenges did you face when implementing these CSR activities? 

9.   Could you share with us any experience your company has had about CSR 

activities? Did it have any influence on the company's reputation? 

10.  What kind of CSR activities do you carry out in each factor economic, legal, 

ethical, and philanthropic? Do you think they impact the reputation? In your opinion, 

which one is the most important thing among 4 factors? 

11.  How will the CSR activities impact on the competitive advantage? 

[Covid19] 

12.  How did the Covid19 pandemic affect your business? 
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13.  How have you done and managed to overcome that situation? 

14.  Have you participated or plan to participate in any CSR activities since it is a 

trying moment to give back / support to society? 

Probes: 

1.     Would you give me an example? 

2.     Can you elaborate on that idea? 

3.     Would you explain that further? 

4.       I‟m not sure if I understand what you‟re saying. 

5.   Is there anything else? 
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Appendix B:  

Themes Illustrative quotation 

The reasons why people love coffee shops 

- To see friends 

 

 

 

- To meet business partners 

 

 

 

- To meet friends and sometimes for 

business 

 

 

- To work, because they are usually quiet 

 

 

 

 

- To enjoy the taste of coffee 

 

 

 

 

 

- To buy a takeaway coffee 

 

▪  “I often choose to coffee shops as an 

ideal place to hang out with friends” 

(Respondent 1) 

▪ “I go to a coffee shop to meet my 

customers (for business only) 

(Respondent 4) 

▪ “I think that coffee shops have become 

my favorite place where I often 

patronize to meet up friends and my 

business partners”  (Respondent 7) 

▪ “I go to coffee shops quite often, 

around 10 times per month. The coffee 

shop must have a garden & quiet 

because I usually work in the coffee 

shops” (Respondent 3) 

▪ “I like to go to coffee shops to enjoy 

the taste of the coffee. You know the 

combination between the delicious 

taste of a cup of coffee and a beautiful 

garden will make my life more poetic” 

(Respondent 8) 

▪ “I am kind of busy with my work; I 

hardly sit an hour in a coffee shop. I 

always stop by my favorite coffee shop 

to buy a cup of coffee” (Respondent 

15) 

Knowledge of CSR 

 

- Know very well about CSR 

 

 

 

 

 

▪ “CSR is a good service which a 

company provides to its customers. A 

company also ensures food safety and 

hygiene. And a company should also 

have community-driven charities” 

(Respondent 3) 

▪ “CSR is what a firm can do towards 

business ethics and environment 

protection” (Respondent 4) 

▪ “CSR is an activity which all 
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- Know about the term of CSR after 

being explained by an interviewer 

companies have to follow or at least a 

nice to have because it shows the 

responsibilities of firms towards 

communities. In return, customers will 

give a lot of sympathy to the 

companies” (Respondent 6, 15)   

▪ “In my opinion, that is the 

responsibilities which companies 

should do to give back to society, such 

as business ethics which prove via the 

companies‟ products (i.e. good quality, 

etc.)” (Respondent 8, 11) 

▪ “CSR means that companies should 

have responsibilities towards society 

and community during their course of 

business operations. Companies have 

responsibilities to their employees, 

such as ensuring a fair working 

environment. Companies should care 

about environmental issues” 

(Respondent 9, 10, 13) 

▪ “I just know that companies will gain 

many benefits from CSR activities. 

However, I don‟t know exactly what 

companies do in those activities” 

(Respondent 5 & 14) 

▪ “I have heard that terminology from 

my friends and they also advised me to 

work with a company engaged in CSR 

activities because it would be a good 

company. I don‟t understand clearly. 

Could you explain to me CSR in detail? 

” (Respondent 1 & 2) 

▪ “I know about that term and I 

understand dimly about the benefits 

which a company could have if 

engaging with CSR”            

(Respondent 7, 12) 

*Economic Responsibilities : 

 

Customers’ perceptions about economic 

responsibilities 
▪ “... the companies should satisfy first 

with economic and legal 

responsibilities for their survival” 
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(Respondent 1) 

▪ “They must focus on economic 

responsibilities but they cannot put it as 

the most important thing. Otherwise, 

they will ignore other criteria, such as 

they can ignore the quality of products 

and the ethical aspects, which then 

impact to employee‟s well-being, 

health” (Respondent 3) 

▪ “If they just focus on their economic 

responsibilities, their employees‟ health 

will be affected first, such as, burnout 

which is caused by work pressure” 

(Respondent 6) 

▪ “I don‟t think a company should pay 

attention only to economic 

responsibilities and ignore other factors 

of CSR activities, such as 

environmental issues and employees 

working overload” (Respondent  8) 

▪ “I think that companies which just 

practice only economic responsibilities 

will not be a good working place for 

their employees. For example, when 

you focus too much on just one factor, 

you will easily forget other factors 

which are even much more important 

than economics, such as complying 

with laws, improving working 

conditions for employees”   

(Respondent 11) 

*Legal Responsibilities : 

 

Customers’ perceptions about legal 

responsibilities 
 

▪ “A firm must obey the laws, because it 

can protect firms in legal aspects, not 

making any fraud. It can help firms to 

maintain their reputation (Respondent 

2) 

▪ “... a company cannot survive and 

maintain their reputation in the long 

run if it violates the laws” (Respondent 

4) 

▪ “Legal responsibilities are compulsory 
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for any firm in society” (Respondent 9) 

▪ “I believe most firms take legal actions 

since it is necessary for business 

management” (Respondent 11) 

*Ethical Responsibilities : 

 

Customers’ perceptions about ethical 

responsibilities 
 

▪ “Ethical responsibilities are the most 

important to compare with other 

responsibilities, for instance, economic, 

legal, because ethical responsibilities 

help firm to create a business culture as 

a “good” company to customers” 

(Respondent 1) 

▪ “It is not easy to find any company 

labeled “ethical” because the concept is 

too broad. However, I think the coffee 

shop needs to do: treating their 

employees well, complying with the 

laws, and providing good quality coffee 

to customers. Those factors formulate 

the concept of an ethical coffee-shop 

company” (Respondent 3) 

▪ “Ethical responsibilities help firms to 

reduce turnover rate and increase the 

cohesion between companies and 

customers” (Respondent 4) 

▪ “The companies focusing on ethical 

aspects mean that they do their 

business with a sustainable community 

orientation” (Respondent 6) 

▪ “A company practicing ethical 

responsibilities must comply with the 

laws first, then treat their employees 

well, and commit to serving their 

customers with quality products. This 

responsibility is difficult to practice and 

assess because it is not defined as 

clearly as a legal responsibility” 

(Respondent 7) 

▪ “I think ethical responsibility has the 

same meaning with a company‟s 

culture which reflects a full picture of a 

company‟s actions towards its 
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stakeholders” (Respondent 14) 

*Philanthropic Responsibilities : 

 

Customers’ perceptions about philanthropic 

responsibilities 
 

▪ “It is a  good chance for companies to 

develop their reputation (because these 

activities are marketing tools” 

(Respondent 1) 

▪ “Coffee-shop companies participate in 

charity activities because that is a trend 

to bring a company‟s image to be close 

to customers” (Respondent 3) 

▪ “Philanthropic actions done impress 

customers because of the kindness 

through charity activities, leading to 

customers supporting company 

products in return” (Respondent 5) 

▪ “Personally as a  customer I feel good 

seeing companies giving back to 

society this definitely makes me have a 

positive perception about the company” 

(Respondent 8)   

▪ “Coffee shop companies should do 

charity activities or community-driven 

activities because there is a circle here: 

you do something good to the 

community; the community will do 

something good for you. Frankly, 

customers will always give high 

appreciation for companies embedded 

with charities or community-driven 

activities” (Respondent 13) 

▪ Of course, philanthropic activities are 

good for companies. However, 

companies should focus on doing more 

for their employees instead of investing 

in charity activities out of the 

organization. For example, they can 

invest in training development or 

improving benefits for their employees.  

I think those activities (for employees) 

will bring more practical meaning and 

benefits” (Respondent 15) 

CSR activities and coffee-shop company’s reputation 
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- CSR activities help develop a coffee-

shop company‟s reputation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

- Customers will support coffee-shop 

companies embedded with CSR 

▪ “I think CSR activities help a firm 

endear to their customers first, and then 

many customers will come to support. 

In that way, the reputation of a 

company will increase gradually” 

(Respondent 2) 

▪ “CSR is a bridge to link a firm‟s brand 

name to customers‟ sympathy. Then 

more people will impress about what a 

firm has done through CSR activities. 

In the end, a firm‟s reputation will be 

improved in the eyes of its customers” 

(Respondent 4)  

▪ “I think that CSR activities can 

differentiate a firm amongst its 

competitors. This means that it helps 

firms to assert their reputation on the 

competitive market” (Respondent 6)  

▪ “There is a direct link between CSR 

activities and firms‟ reputation because 

CSR activities provide benefits to 

communities, and in return, 

communities will appreciate what 

companies have done, then they will 

remember firms‟ products and want to 

support those products        

(Respondent 9) 

▪ CSR activities help firms to build trust, 

create a working culture, and then the 

companies‟ reputation will be 

improved accordingly (Respondent 11) 

▪ “CSR activities are important to help 

companies to enhance their reputation, 

and then increase their profits”( 

Respondent 12) 

▪ “CSR is a common trend which 

companies have to follow if they don‟t 

want to be left behind in the fierce 

competition, especially for companies‟ 

sustainable development” (Respondent 

15)  

▪ “Yes, of course. If I support that 

company, it will do better and better, 
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activities 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

- Customers will boycott the 

products/services for any companies 

violating CSR   

and then it will provide more to the 

community and society” (Respondent 

1).  

▪ “Of course because this will make 

other companies follow and make it as 

a typical example. In the end, our 

society will be much better when more 

companies run their business in 

association with community-driven 

orientation” (Respondent 2) 

▪ “I will support those coffee-shop 

companies because it creates trust 

which then makes us believe that they 

provide good quality products” 

(Respondent 5) 

▪ “I think that is a simple way to say 

thank you to those companies for their 

good actions. It will then convey a 

positive message in our community” 

(Respondent 6) 

▪ “Yes, of course, I will support them 

because I think they provide something 

good for our community and society. 

So, supporting them also means that we 

support our community and society.  I 

will also introduce them to our friends. 

In the end, our community/society will 

benefit from those actions” 

(Respondent 14) 

▪ “I will immediately boycott those 

companies if I read the news in the 

newspaper. For example, if a company 

does not pay a salary for its employees, 

and those issues are posted in 

newspapers.” (Respondent 3) 

▪ “I will boycott those 

products/companies. If I don‟t do that, 

it seems I support their bad business 

behavior.” (Respondent 7) 

▪ “I have to consider the source which 

discloses the violating actions of a firm 

because the news (violating actions) 

might come from a firm‟s competitors 

to lower the reputation of that firm. If 
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those violating actions are in the scope 

of service, I will not boycott those 

products and services. On the contrary, 

if those are in the scope of products‟ 

quality, I will boycott them 

immediately, because it directly affects 

customers‟ health.” (Respondent 8) 

▪ “I will boycott some companies and 

their products, but I have to make sure 

that all information about violating the 

law is correct or based on a trustworthy 

source.  I have already boycotted some 

products due to their violating actions 

to the environment, tax evasion” 

(Respondent 11) 

▪ “I will not boycott them immediately 

because I hope/expect that they will 

recognize their mistakes (violating 

CSR / laws). I also believe that they 

will feel sorry and will fix their 

mistakes right after they recognize their 

mistakes. If we immediately boycott 

their products, those companies will be 

bankrupt and they won't have any 

chance to fix their mistakes” 

(Respondent 12) 

 


