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Abstract 

 

This study aims to recognize whether increase in knowledge of a companies’ action 

would affect the customer’s loyalty to the said company. Working under the assumptions 

that CSR is a key driving factor of corporate reputation, and that there is a connection 

between a company’s reputation and its customer’s loyalty, the researchers conducted a 

two part survey to measure the change with the respondent’s loyalty given the additional 

knowledge of the subject company’s CSR activities. Results indicate a significance 

increase in loyalty after the additional knowledge about CSR actions was given to the 

respondents. These findings may encourage companies to engage in additional CSR 

activities and more efforts to inform the public of their actions. 

 

Keywords: knowledge, customer’s loyalty, reputation 

 

1. Introduction  

Customers are the lifeblood of businesses (Tang, 2007). This is an important concept that 

companies should always remember because customers are considered as vital assets. After all, a 

company cannot survive without its customers (Bateman & Snell, 2007).  To create more 

customers and build a lasting relationship with them, companies have usually given greater 

importance to corporate reputation. In fact, professional services firms rely heavily on a good 

name or reputation to attract clients (Harrison, n.d.). Aside from customer preference that has 

been brought by positive reputation, businesses are also concerned with their image to the public 

in order for them to be able to improve the sales of their products and services. 

Corporate reputation is influenced by several factors like CSR which is the obligation of the 

corporation towards the community or society (Bateman & Snell, 2007). Information about the 

corporation and its CSR activities are currently readily available to consumers and the public in 

general. Nowadays, corporate reputation is not exclusively built on the quality of its products but 

also how it is able to respond and comply with its social responsibilities. 

As in the case Coca-Cola, it has been operating in the Philippines since 1927. It founded the 

Coca-Cola Foundation twenty five years ago which engaged in different CSR activities. One of 

the ways that the company helps the society is the program entitled "Little Red Schoolhouse" 

which improves access to elementary education by constructing fully equipped 3-classroom 

buildings in remote areas in the Philippines. Also, since the company's products are made up of 
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90 percent water, the company made a commitment to minimize the amount of water that it uses. 

Waste water that's used in the production is recycled, cleaned, treated and put back into the rivers 

in a condition that is highly supportive of aquatic life. Coca-Cola also established the TAYO 

(Ten Accomplished Youth Organizations) Program that seeks to recognize and award youth 

organizations that are helpful to different communities. 

The concept of CSR has been widely used among different companies and businesses all over 

the world. It is a way of giving back to the society and could be a business strategy at the same 

time especially in the 21
st
 century wherein people become aware and exposed to the realities in 

the corporate world. 

This study will provide information which will determine whether or not it is beneficial for the 

company to make additional efforts in communicating to the public the actions that may enhance 

reputation. Furthermore, this will help profit companies, whose target market are the young 

adults, to induce customers to patronize their products. This may also inspire the companies to 

build a more positive reputation through engaging more in CSR activities which consequently, 

creates a better standard of living for the community. 

The principal problem of this paper is to determine the relationship between corporate reputation 

and customer loyalty as perceived by 4
th

 year college students. 

To establish this relationship, the researchers will determine whether Coca-Cola’s CSR regarding 

environmental and social measures has improved its reputation as a company and consequently, 

if it’s improved reputation has engendered loyalty among its young adult customer. 

The study will focus on the relationship between customer loyalty and corporate reputation, 

using CSR activities as the key driver for the company's reputation. The study will concentrate 

on of the non-financial benefits of CSR activities, specifically its water related projects, Little 

Red Schoolhouse (LRS) project and its youth achievement recognition projects.The study is 

limited to one company engaged in producing goods and must be well-known so that it will be 

easily recognized by the respondents. In this regard, the Coca-Cola Company has been chosen 

since younger people are usually familiar with the products of the said company.Because of time 

restraints in the conduct of this research, the respondents will be limited only to the fourth year 

BSA students of UST AMV-College of Accountancy. 

 

2. THEORETICAL BACKGROUND 

This paper is theoretically anchored on the self-congruity theory or the self-concept theory. The 

theory states that consumers prefer corporations whose reputation and brand image reflect their 

own self-image (Kurtz & Boone, 2007). This means that consumers will patronize products of a 

corporation which believe and practice what they, the consumers, uphold. In other words, when a 

person views himself as ethical, he will purchase products of companies that are known to have a 

positive corporate reputation to reflect that self-image. That is why there is a need for 

corporations to create an image matching their target market’s self-image. One of the most 

effective ways in creating this image is through engaging in CSR (corporate social 

responsibility) activities. The other theories which support the idea that there is a direct 

relationship between corporate reputation and customer patronage and loyalty include theory of 

consumerism, social responsibility theory, enlightened self-interest theory, theory of extant 

social contracts and social value orientation. The basis for the hypothesis that corporate 
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reputation has a positive effect on ethical consumption and customer loyalty is the theory of 

consumerism. Consumerism creates a social force that exerts legal, moral and economic 

pressures on business.  According to this theory, consumers will patronize products of 

corporations which conform to rules and standards which they consider as acceptable and ethical 

(Kurtz & Boone, 2007). Another theory that will support the study is the enlightened self-interest 

theory which provides that acting in a way which may be costly and/or difficult in the short run 

but in the corporation’s best long term interests (Steenbergen, n.d.). Businesses engage in 

philanthropic work not because they are charitable but because it would be in their best interest 

to do so in the long run because it will engender goodwill and consumer loyalty. On the other 

hand, the theory of social extant contracts, as described by Oosterhout and Heugens (2009), 

provides that corporate behavior standards are derived from shared beliefs and set societal 

attitudes. These reflect what are considered to be appropriate behavior by society. This, 

therefore, implies that businesses are obliged to abide by standards deemed acceptable.  

           

Finally, social value orientation theory states that individuals have a preference for certain types 

of behavior (Du, Bhattacharya &Sen, 2010). Management must, in order to encourage customer 

loyalty, engage in different acts that will match a certain customer’s standard of acceptable 

behavior. Corporate social responsibility, otherwise known as CSR, has been a growing trend in 

recent years. Indeed, its popularity has driven large multinational companies to incorporate CSR 

as part of their corporate strategy (Pohle&Hittner, 2008). This is evidenced by Hewitt’s study in 

2007 wherein all of the 2007 Top Companies for Leaders do have a CSR strategy in place 

(Guarnieri& Kao, 2008). Thus, CSR is not an option anymore but is now a necessity (Lee, 2010; 

Onlaor&Rotchanakitumnuai, 2010. CSR can be defined as the way companies manage their 

business to produce an overall positive impact on society through economic, environmental and 

social actions (Pohle&Hittner, 2008; Onlaor&Rotchanakitumnuai, 2010). Simply put, it is the 

company’s way of giving back to the society that it is part of. In addition, stakeholders actually 

expect and demand firms to be socially responsible (Cooper et al., 2009). Businesses answer to 

these expectations by acting responsibly. A survey by the Reputation Institute in 2010 has found 

that 8 out of 10 of business leaders believe that CSR helps their “bottom line” and that three-

quarters say that the public has a right to expect it from companies. These firms believe that 

investing in CSR will also be beneficial to them. These benefits include financial performance, 

reduced operating costs, long-term sustainability of the company, increased staff commitment 

and involvement, long-term return on investments, enhanced capacity to innovate, development 

of closer links with customers, greater awareness of their needs and lastly, enhanced brand value 

and reputation (Dentchev, 2004; Jones, Comfort, Hillier &Eastwood as cited in Marquina, 2007; 

Iwu-Egwuonwu, 2010) Such benefits can create a competitive advantage in the market (Piercy & 

Lane, 2009). CSR has four dimensions, to wit: economic, legal, ethical and philanthropic. 

Environmental concerns which are part of CSR,are usually tied to sustainable development and 

sustainability (Marquina, 2007; Yuen, 2007). Environmental concerns are now at the forefront of 

the CSR agenda of most corporations. Rightfully so, because over 50% of consumers and 

business leaders who were surveyed in ten (10) countries consider environmental issues as the 

most important issue facing businesses (Reputation Institute, 2010). 
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H1. Corporate social responsibility has a positive effect on corporate reputation. 

 

There are many definitions of corporate reputation. According to Walsh et al. (2009) and Lai et 

al. (2010), corporate reputation refers to mental associations or impressions about the 

organization actually held by stakeholders.Furthermore, they described reputation as a firm’s 

relative success in fulfilling the expectations of stakeholders. In an interview conducted by Brady 

and Honey in 2007, Guy Jubb, the Head of Corporate Governance at Standard Life Investments 

in UK, remarked that corporate reputation as a concept “embodies the image and values of a 

company.” Bennett and Rentschler (2003), as cited in the review by Weiwei in (2007), stated that 

it is a “concept related to image, but one that refers to value judgments among the public about 

an organization’s qualities, formed over a long period, regarding its consistency, trustworthiness 

and reliability.”Because corporate reputation involves the view of many groups and individuals, 

it is regarded as a multi-stakeholder concept (Smidts et al. as cited in Hillenbrand & Money, 

2007). 

CSR has been found to be closely linked with corporate reputation, with CSR having a 

significant driving impact on corporate reputation (Zhang, 2009). A study by Tencati, Perrini and 

Pogutz (2004) also concluded that CSR can increase corporate trust and reputation, which in 

turn, improves the relationship of companies with different stakeholders. Moreover, CSR should 

be viewed as a strategic investment as a form of reputation building (McWilliams et al. as cited 

in Lai et al., 2010) Other studies also indicate a positive relationship of CSR with a positive 

image and reputation (Gray&Balmer, as cited in Lee, 2010). Lastly, according to the Reputation 

Institute (2010) eight in ten CEOs believe that CSR contributes to their company’s reputation 

and that reputation is the prime motivator of CSR in American companies. CSR is a centerpiece 

of reputation management platforms of the World’s Most Reputable Companies. 

 

H2. Corporate reputation has a positive effect on customer loyalty. 

 

Customer loyalty is the relationship of relative attitudes on object (brand, service,and dealer) and 

repeat patronage(Onlaor&Rotchanakitumnuai, 2010). This loyalty by customers leads to repeat 

purchases, positive word of mouth and long term relationship and sustainable development 

(Yuen, 2007). It also determines the long-term success and competitive advantage of a company 

since it is less costly to retain customers than winning a new one (Kuusik, 2007; 

Onlaor&Rotchanakitumnuai, 2010). 

Consumers today consider the behavior of a company in making their purchasing decisions. In a 

study by Yuen (2007), 70% of respondents consider the CSR of a company when they are 

shopping. It is implied that modern consumers are more rational and smart since they can 

determine whether or not a company is really good or bad in society.   

Good corporate reputation can be considered as an asset (Marken as cited by Weiwei, 2007; 

Brady & Honey, 2007). It may not be included as part of a balance sheet because it cannot be 

measured financially, but it is still an asset because of its value to the company because of its 

beneficial outcomes both financial and non-financial (Walsh et al., 2009). In particular, customer 

loyalty increases as a result of a strong reputation. The consumers’ ongoing interest for the 

actions of a corporation may be an implication that they care about the reputation of a company 
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and ultimately, its CSR (Pohle&Hittner, 2008), to determine which products they should buy and 

support. To expound on this, consumers have been increasingly aware of how a company 

behaves because they could get information in many different ways especially through the use of 

the Internet (Zhang, 2009). As a result, reputation is usually expressed through non-financial or 

narrative reports that are published annually by well-known organizations to inform the public of 

its economic, environmental, social and governance performance. 

Many studies support the concept that a strong corporate reputation positively affects customer 

loyalty. As mentioned earlier, it can be more efficient to retain customers than establishing trust 

with new customers, and this is possible through excellent corporate reputation (Xujinfa, as cited 

in Zhang, 2009). Further, some studies have concluded that customers are more willing to 

engage in positive word of mouth and support companies that are committed to cause-related 

marketing, environmentally-friendly practices and business ethics (Walsh et al., 2009; 

Senthikumar et al., 2011). In addition, numerous authors assert that a good corporate image 

increases sales and its market share and maintaining customer loyalty (Weiwei, 2007).  

According to a survey by Lai et al. (2010), CSR activities that increased a company’s positive 

reputation strongly affected its brand equity and performance. A survey conducted by Marin et al 

(2009) provided a result that is almost similar with the findings of Lai et al. (2010).  The result of 

their survey demonstrated that CSR initiatives are linked to stronger loyalty because the 

consumer develops a more positive company evaluation and because one identifies more 

strongly with the company. There are also some research studies that were conducted to test the 

relationship between CSR and customer loyalty. A European survey conducted by MORI, on 

behalf of CSR Europe, found that 70% consider CSR as an important factor when buying a 

product or service (Basu& Mueller, 2009). CSR has also been found to have a significant 

influence, directly or indirectly, on consumer product responses and customers’ product attitude 

(Yuen, 2007; Marin et al., 2009). Finally, when consumers are given information about a 

company’s CSR, such information will affect their evaluation of a company and purchase intent 

(Mohr & Webb as cited in Marin et al., 2009). A few studies contradicted the positive 

relationship between corporate image and product response. In one study by Page and Fearn 

(2005), corporate reputation only has a modest effect on brand equity and sales. Based on the 

survey they conducted, the respondents claim that they do not think of corporate responsibility 

when making purchasing decisions. In fact, they have also found that public responsibility has 

the lowest association with brand equity and thatconsumer fairness is the top priority of the 

respondents. Lastly, they have stated that good reputation does not guarantee strong brands. But 

overall, there is greater support for than against strong corporate reputation (Yuen, 2007).  

In conclusion, ethical consumption plays an important role in the relationship between corporate 

reputation and consumer loyalty since customers are paying more attention to the ethical aspects 

of businesses (Larsen et al. as cited in Zhang, 2009). The changing societal values have pushed 

companies to practice CSR and business ethics to strengthen their reputation and image and 

subsequently, customer relations. (Pohle&Hittner, 2008; Piercy & Lane, 2009). 
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3. METHODOLOGY          

             

Previous studies measuring the relationships involved getting responses from a broad and 

differentiated demographic. The subjects of the study came from a specific demographic namely 

the 4th year BSA students of ST.FRANCIS OF ASSISI COLLEGE,LAS PINAS 

CITY,Philippines. With a population of 436 students, a sample of 175 students chosen by 

random sampling served as the respondents for the study. The number of samples are based on 

the Philippine Social Survey Council under 5% margin of error and 90% reliability. The goal of 

this research study is to determine the relationship between corporate reputation and customer 

loyalty. As such, a descriptive and evaluative study will be employed. In particular, this will be a 

correlational study wherein extent of the relationship between the two variables will be 

explained. The participants will be fourth year college students from ST. FRANCIS OF ASSISI 

COLLEGE. They will be given survey forms that will measure or exhibit their level of loyalty to 

Coca-Cola and their perceived image and reputation of the said company. The respondents will 

then be given information regarding Coca-Cola’s reputation and its CSR activities; after which, 

they will be given the same questionnaire as the first to determine whether there has been an 

improvement in their loyalty and how they view Coca-Cola. The analysis for the data gathered 

will be quantitative. The tool for data collation was the questionnaire. The first two questions 

determined whether the respondent is a consumer of softdrinks, and whether he patronizes Coca-

Cola products. If the said respondent answered no to either question, the rest of the questionnaire 

need not be answered; however, if the respondent answered yes to both questions, the next part 

of the questionnaire must be answered. The respondent was required to rate eighteen statements 

based on a four-point Likert Scale. The questionnaire was used to measure the loyalty and 

awareness of Coca Cola’s customers. Post-test and pre-test were conducted using the same set of 

questionnaire; included in the post-test was the leaflet which contained some of the CSR 

activities of Coca Cola. This questionnaire was validated by professors who have expertise in the 

field of the study. Data were collected by distributing questionnaires to random fourth year BSA 

students of SFAC COLLEGE. The questionnaires consisted of 18 questions which were divided 

into two parts. The first part served as a measurement of the respondent’s loyalty to the subject 

company which is Coca-Cola. The second part determined the respondent’s awareness or 

perception of Coca-Cola’s image. Student numbers were required because the researchers will 

conduct a second set of survey to the same respondents. Additional demographic information 

such as gender and age were asked. Both sets contained the same questions; however, the only 

difference was that the second set was given after the respondents were given a background 

about the CSR programs of Coca-Cola. The researchers, then, determined if there were changes 

in the respondent’s answers in comparison to the first set. Before the beginning the survey, the 

researchers conducted an interview with the president of Coca-Cola Foundation Philippines to 

gain additional information and insights regarding the CSR activities of Coca-Cola. Such 

information was used in making the leaflets for the second survey. The full interview was 

recorded and transcribed. It can be found in Appendix G. The results of both tests were 

compared and interpreted using paired difference t test, which compares one set of measurement 

with a second set from the same sample. It is often used to compare “before” and “after” scores 

in experiments to determine whether significant change has occurred. The respondents were 

tested twice to test whether there has been an increase in the measurement of their loyalty and 

perceived image upon receiving information of Coca-Cola’s primary CSR activities. The 
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samples in this study are thus correlated or dependent, because they rely on an intervening factor 

which, in this case, is CSR. 

 

4. FINDINGS           

             

CSR is a key driving factor in determining corporate reputation. It follows in the study  that 

corporate reputation is the independent variable and customer loyalty is the dependent variable. 

Through engagements in CSR activities, a positive effect on corporate reputation was 

established. This was then used to determine if customers became more loyal to the company 

regarding its engagements in CSR activities. Among the 175 respondents, only 166 confirmed 

that they are customers of Coca-Cola and the other 9 were disregarded for this study because the 

researchers cannot measure a baseline loyalty.This meant that roughly 95% of the students buy 

Coca-Cola. The mean scores for both customer loyalty and corporate reputation were calculated 

for every respondent. 1 is the mean score for the students after receiving information about 

Coca-Cola’s CSR while 2 is the mean score of the same respondents before being aware of CSR 

activities by Coca-Cola. The question of interest can then be answered by testing the hypothesis 

H0: 1 - 2 = 0. This is the null hypothesis which states that there is no significant difference 

between 1 and 2 . To put it simply, it is the hypothesis that there is no significant difference 

between the mean ratings of the respondents on their first and second tests. To carry out the 

hypothesis test, a paired difference t test with a significance level of 0.05 was used. 

Table 1 presents the data regarding the results for corporate reputation. The first column is the 

mean difference. This was computed by finding the difference between the pre-test and post-test 

in the average scores by the respondents. The second column refers to the difference in the 

standard deviations under both the pre-test and post-test. Standard deviation is the average 

amount by which scores in a distribution differ from the mean, indicating how spread the data 

are. The t value in the third column tells how far or how many standard deviations a sample 

mean is from the population mean. In the fourth column,the p value is compared to α, or the 

significance level, which is 0.05. The p value is the probability of obtaining a sample outcome, 

given that the value stated in H0 is true, while α describes a decision made concerning a value 

stated in the H0.Thefifth column states the decision on whether to retain (p > 0.05) or reject (p < 

0.05) the null hypothesis. 

Table 1.Increase in perceived image of a company (Paired difference t test) 

 Mean diff. Std dev. diff t value p value Decision 

Post-test 
0.39 0.3495 14.4314 p< 0.05 Reject H0 

Pre-test 

          

In the study, the researchers provided the 166 respondents some information about the CSR 

activities of Coca-Cola which increased their perception of Coca-Cola’s reputation as shown by 

a positive mean difference of 0.39. It is important to note that the difference between the first and 

second tests for all respondents were either equal to or more than 0 (See Appendix B).  

Table 2.Increase in customer loyalty (Paired difference t test) 

 Mean diff. Std dev. diff t value p value Decision 

Post-test 
0.28 0.28111 12.8666 p< 0.05 Reject H0 

Pre-test 
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Table 2 is presented in the same manner as the table for corporate reputation. Following the 

results in Table 1, customer loyalty measured in the post-test is greater than the results in the pre-

test as indicated by the mean difference of 0.28. There were also no negative changes in any of 

the respondents’ ratings (See Appendix D). 

To test whether such increases in both corporate reputation and customer loyalty were 

significant,the t value was first derived. For customer loyalty, the computed value was 14.43 and 

for corporate reputation, it was 12.87 (See Tables 1 and 2). The degrees of freedom ordf used 

was 165, which was the size of the sample deducted by 1. Using both df and t, the equivalent 

pvaluein both variables is 0.00000 (See Appendices A and C). Comparing this to α, it was 

concluded that p < 0.05. For this, the null hypothesis was rejected. In other words, there has been 

a significant difference in the students’ loyalty and perceived image towards Coca-Cola. 

Both hypotheses of the study have been proven by the results of the test. When the respondents 

received information about Coca-Cola’s CSR activities, their view of the company has increased 

considerably. This supports H1, which states that corporate social responsibility has a positive 

effect on corporate reputation. The change in how the respondents view a company based on its 

reputation has consequently affected how they support and buy its products because of the 

increase in their loyalty. Therefore, the hypothesis that corporate reputation has a positive effect 

on customer loyalty, herein H2, has also been proven. 

The outcome of this study coincide with the findings of other similar studies wherein a positive 

corporate reputation can affect the response of consumers by strengthening their loyalty towards 

the products of a company (Weiwei, 2007; Yuen, 2007; Zhang, 2009; Walsh et al., 2009; Marin 

et al. 2009;Lai et al., 2010; Senthikumar et al., 2011). This would not have been possible if it 

weren’t for the CSR of a company, since contributing to the welfare of society and the 

environment leads to a good corporate reputation (Dentchev, 2004). 

The extent of the increase of the students’ loyalty and perceived image of Coca-Cola were not 

the same, however. For example, based on Tables 1 and 2, the average difference for corporate 

reputation was 0.38 was higher than that of customer loyalty which was 0.28. Likewise, the 

standard deviation and t value for corporate reputation,0.35 and 14.43, respectively, were also 

greater than those of customer loyalty, which were 0.28 and 12.87. This can possibly imply that 

when respondents had an increased awareness of a company’s CSR, they viewed that company 

more positively than before, but their loyalty did not increase as much.  Furthermore, upon 

comparing the weighted means between the pre-test and post-test, there were some differences 

that were equal to zero (Appendices B and D), meaning that their loyalty or perceived image of 

Coca-Cola remained the same. In this case, there were more zero differences when it came to 

customer loyalty than it did for corporate reputation. 

 

5. DISCUSSION 

 

The findings regarding the difference in the increases between corporate reputation and customer 

loyalty may be attributed to the fact that customers do not really consider CSR, and hence, the 

reputation of a company, as a top priority when making their purchase decisions. Such was the 

findings in the study by Page and Fearn (2005), wherein they concluded that consumers do care 



PERFECTO G. AQUINO, JR., The Macrotheme Review 3(9), Winter 2014 

 
 

21 
 

about corporate behavior, butwhile corporate reputation was related to brand equity and sales, 

such relationship was only modest. The probable reason for this is that how consumers evaluate 

the products and services of a company is the top predictor of corporate reputation because it is 

the most visible representation of a company’s reputation (Reputation Institute, 2010). 

CSR and corporate reputation may not what the consumers prioritize the most, but these are 

nevertheless important since these are still being considered by customers on whether or not they 

should continue to patronize the products and services of a certain company .As shown in the 

results of this study, the increase in corporate reputation has caused an increase in customer 

loyalty. This implies that the respondents do consider corporate reputation in choosing the 

product to be loyal to. This also suggests that companies engaging in CSR are taking a step in the 

right direction when they choose to establish and maintain a good image to the public.  

What this study also implies is that executives and managers must take into account how they 

can give back to society, since stakeholders are now expecting companies to do the same. 

Managers must not think that prioritizing the expectations of external stakeholders may be 

detrimental to the interests of shareholders. In fact, the non-financial benefits brought about by 

CSR last for a long time and thus contribute to the continuance of an entity in the future.In effect, 

such benefits will satisfy both the external stakeholders and shareholders. 

Lastly, an implication of this research is that companies must also pay attention to reputation 

management. This study showed the importance of having a good reputation. When firms have 

an outstanding reputation, they will earn a sustained competitive advantage because they will be 

able to retain more customers and strengthen their loyalty towards the company. As a result, 

companies will be able to foster and deepen customer relationships. 

To conclude, the results of the study indicate that informing customers about the company’s CSR 

program enhances their view of that company and thus, it will eventually earn or increase their 

trust and loyalty to support both the products and services and also the company itself. Simply 

stated, the better the perception of the market to a company’s reputation, the more loyal the 

market will be. 

 

6. CONCLUSION 

 

In today’s corporate world, business organizations are becoming more competitive in coping 

with the demands of consumers. This requires companies to explore and discover things that 

would give them competitive advantage over the others to stay in the corporate world. Engaging 

in corporate social responsibility (CSR) activities and communicating those activities to the 

public is definitely a valid option in seeking such advantage. The principal problem of this paper 

is to determine the relationship between corporate reputation and customer loyalty as percieved 

by 4th year college students. The study showed that when customers are exposed to information 

regarding the company’s CSR program, they will have a better image of the said company and 

support its products, as shown in Table 1.This study proved that a  good corporate reputation can 

and will provide a company certain advantages derived from its customer’s loyalty, as shown in 

Table 2. Businesses should take note of this relationship because it can create a competitive 

advantage and maybe beneficial in the long run.  
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With all the efforts that the researcher put into the making of this paper, inherent limitations still 

existed in the making of the study. The study was conducted within a single area and with a 

small population. Future research could be conducted in a different place and with a larger 

population. Similarly, since this is focused on one company in the beverage industry, future 

research could be conducted using another company or in another industry. Also, future studies 

could compare in which type of industry CSR is more associated with corporate reputation or in 

which industry is corporate reputation more related with customer loyalty. 

As the study showed, corporate social responsibility helps in uplifting the corporate reputation of 

a company and it follows that customers tend to become more loyal when an organization shows 

concern to the society. This implies that customers are not exclusively concerned about the 

products that they buy. They take into account factors associated with the products, and if such 

have good or bad impact to the well-being of the community. With customers as one of the main 

stakeholders, companies should do their best to improve their reputation so as to attract and 

retain more customers which will benefit companies in the long run. In conclusion, customer 

loyalty can be obtained by establishing a positive corporate reputation through investing in 

corporate social responsibility. 
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APPENDIX 

Appendix A: Corporate Reputation Paired Differencet Test 

Evidence                             

  Size 166 n Assumption 
        

  

  
Average 

Difference 0.39 D

Populations 
Normal 

        
  

  
Stdev. of 

Difference 0.3495 sD 
           

  

  
   

Note: Difference has been defined as 
     

  

  Test Statistic 14.4314 t 
 

Sample1 - Sample2 
       

  

  df 165 
            

  

Hypothesis 
Testing 

  

At an 

 of 
 

Confidence Intervals for the Difference in Means   

  Null Hypothesis 
p-

value 5% 
 

(1 - ) Confidence Interval 
     

  

  H0: 1 2 =  0 0.0000 Reject 
 

95% 0.391476 ± 0.05356 = [ 0.33792 , 0.44504 ] 

  H0: 1 2>=  0 1.0000   
          

  

  H0: 1 2<=  0 0.0000 Reject 
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Appendix B: Comparison of Average Means for Corporate Reputation

 
CORPORATE REPUTATION 

 
post test pre test 

Difference 
 

Sample1 Sample2 

1 3.88 3.13 0.75 

2 4.00 3.13 0.88 

3 2.75 1.75 1.00 

4 2.63 2.50 0.13 

5 3.00 2.75 0.25 

6 2.75 2.38 0.38 

7 4.00 3.50 0.50 

8 2.88 2.50 0.38 

9 2.63 2.13 0.50 

10 2.38 2.25 0.13 

11 3.13 2.75 0.38 

12 3.88 2.88 1.00 

13 3.00 2.75 0.25 

14 2.75 2.63 0.13 

15 3.38 3.38 0.00 

16 2.75 2.75 0.00 

17 3.25 3.00 0.25 

18 3.50 3.25 0.25 

19 3.50 3.50 0.00 

20 3.75 3.00 0.75 

21 3.75 3.50 0.25 

22 4.00 3.63 0.38 

23 3.00 2.88 0.13 

24 3.00 2.38 0.63 

25 3.25 3.00 0.25 

26 2.63 2.50 0.13 

27 2.75 2.13 0.63 

28 3.25 2.88 0.37 

29 3.75 3.25 0.50 

30 2.63 1.75 0.88 

31 2.75 2.25 0.50 

32 3.75 3.75 0.00 

33 3.00 2.88 0.12 

34 3.75 2.50 1.25 

35 3.75 3.63 0.12 

36 2.88 2.88 0.00 

37 3.00 2.63 0.38 

38 3.00 3.00 0.00 

39 2.88 2.75 0.13 

40 3.13 2.38 0.75 

41 3.00 2.75 0.25 

42 3.25 2.75 0.50 

43 3.38 3.13 0.25 

44 3.38 2.75 0.63 

45 2.50 1.88 0.63 

46 3.50 3.50 0.00 

47 3.25 2.00 1.25 

48 2.75 2.75 0.00 

49 2.88 2.63 0.25 

50 3.00 3.00 0.00 

51 2.75 2.75 0.00 

52 3.13 3.00 0.13 

53 3.63 3.25 0.38 

54 3.25 3.13 0.13 

55 3.88 3.88 0.00 

56 2.88 2.88 0.00 

57 2.75 2.63 0.12 

58 2.75 2.75 0.00 

59 2.75 1.50 1.25 

60 2.75 2.75 0.00 

61 3.00 2.50 0.50 

62 3.25 3.00 0.25 

63 2.88 2.88 0.00 

64 3.38 2.88 0.50 

65 2.88 2.38 0.50 

66 2.75 2.50 0.25 

67 3.88 3.38 0.50 

68 3.13 2.88 0.25 

69 2.75 2.50 0.25 

70 3.13 2.63 0.50 

71 3.50 3.38 0.12 

72 3.50 2.88 0.63 

73 4.00 3.88 0.12 

74 4.00 3.25 0.75 

75 3.38 2.88 0.50 

76 3.63 3.38 0.25 

77 3.50 3.38 0.12 

78 3.00 3.00 0.00 

79 2.63 1.75 0.88 

80 3.13 2.50 0.63 

81 3.25 3.00 0.25 

82 2.38 1.38 1.00 

83 3.50 3.38 0.13 

84 4.00 4.00 0.00 

85 4.00 3.00 1.00 

86 3.63 3.25 0.38 

87 3.88 3.63 0.25 

88 3.00 3.00 0.00 

89 3.25 3.13 0.12 

90 3.13 3.13 0.00 

91 2.63 2.63 0.00 

92 2.75 2.50 0.25 

93 2.75 2.13 0.62 

94 3.50 3.13 0.38 

95 3.13 2.50 0.63 

96 3.00 2.88 0.13 

97 4.00 3.63 0.38 

98 3.63 2.75 0.88 

99 2.75 1.88 0.88 

100 3.25 2.88 0.38 

101 2.88 2.50 0.38 

102 2.75 2.50 0.25 

103 2.88 2.75 0.13 

104 3.00 2.88 0.12 

105 3.13 2.88 0.25 

106 2.75 1.88 0.87 

107 4.00 4.00 0.00 

108 3.38 2.88 0.50 

109 2.88 2.75 0.13 

110 3.13 2.63 0.50 

111 2.88 2.75 0.13 

112 3.63 3.13 0.50 

113 3.25 3.13 0.12 

114 3.38 2.75 0.63 

115 3.88 3.38 0.50 

116 3.00 2.50 0.50 

117 2.88 2.75 0.13 

118 3.50 3.25 0.25 

119 3.00 3.00 0.00 

120 3.63 3.25 0.38 

121 3.25 2.25 1.00 

122 2.88 2.88 0.00 

123 2.88 2.88 0.00 

124 3.63 2.75 0.88 

125 2.50 2.00 0.50 

126 2.63 1.63 1.00 

127 3.38 2.88 0.50 

128 2.88 2.88 0.00 

129 4.00 3.75 0.25 

130 2.75 2.50 0.25 

131 3.88 3.75 0.13 

132 2.75 2.75 0.00 
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133 2.38 1.75 0.63 

134 3.25 2.88 0.37 

135 3.00 2.88 0.13 

136 2.63 2.50 0.13 

137 3.50 2.75 0.75 

138 3.75 2.38 1.38 

139 2.75 2.75 0.00 

140 3.88 2.88 1.00 

141 3.00 2.63 0.38 

142 3.00 2.38 0.63 

143 3.25 2.63 0.63 

144 3.00 2.50 0.50 

145 3.13 2.50 0.63 

146 3.50 2.50 1.00 

147 3.00 2.13 0.88 

148 3.50 2.25 1.25 

149 3.38 3.25 0.13 

150 2.25 2.13 0.12 

151 2.75 2.75 0.00 

152 3.00 2.75 0.25 

153 3.00 2.88 0.12 

154 3.63 3.63 0.00 

155 3.13 2.13 1.00 

156 3.00 2.88 0.13 

157 3.63 3.38 0.25 

158 4.00 3.13 0.88 

159 4.00 3.25 0.75 

160 3.00 2.63 0.38 

161 3.88 3.38 0.50 

162 3.00 2.38 0.63 

163 4.00 2.25 1.75 

164 3.88 3.38 0.50 

165 4.00 3.88 0.12 

166 4.00 3.50 0.50 
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Appendix C: Customer Loyalty Paired Difference t Test 

 

  

Evidence                             

  Size 166 n Assumption 
        

  

  
Average 

Difference 0.28 D

Populations 
Normal 

        
  

  
Stdev. of 

Difference 0.28111 sD 
           

  

  
   

Note: Difference has been defined as 
     

  

  Test Statistic 12.8666 t 
 

Sample1 - Sample2 
       

  

  df 165 
            

  

Hypothesis 
Testing 

  

At an 

 of 
 

Confidence Intervals for the Difference in Means   

  Null Hypothesis 
p-

value 5% 
 

(1 - ) Confidence Interval 
     

  

  H0: 1 2 =  0 0.0000 Reject 
 

95% 0.280723 ± 0.04308 = [ 0.23764 , 0.3238 ] 

  H0: 1 2>=  0 1.0000   
          

  

  H0: 1 2<=  0 0.0000 Reject 
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Appendix D: Comparison of Average Means for Customer Loyalty 

 
CUSTOMER LOYALTY 

 
post test pre test 

Difference 
 

Sample1 Sample2 

1 3.90 3.20 0.70 

2 3.70 3.20 0.50 

3 2.90 2.60 0.30 

4 2.80 2.60 0.20 

5 3.30 2.90 0.40 

6 3.20 3.20 0.00 

7 3.00 2.80 0.20 

8 2.80 2.80 0.00 

9 2.60 2.40 0.20 

10 4.00 3.90 0.10 

11 3.70 3.60 0.10 

12 4.00 3.60 0.40 

13 3.10 2.90 0.20 

14 2.80 2.70 0.10 

15 4.00 4.00 0.00 

16 2.90 2.70 0.20 

17 3.30 3.10 0.20 

18 2.70 2.30 0.40 

19 3.50 3.20 0.30 

20 3.90 2.90 1.00 

21 3.90 3.60 0.30 

22 3.40 3.20 0.20 

23 3.00 2.90 0.10 

24 3.40 3.10 0.30 

25 3.90 3.80 0.10 

26 3.10 2.60 0.50 

27 3.10 2.50 0.60 

28 3.30 3.10 0.20 

29 3.70 3.60 0.10 

30 3.00 3.00 0.00 

31 2.50 2.40 0.10 

32 3.60 3.40 0.20 

33 3.60 3.10 0.50 

34 3.80 3.60 0.20 

35 3.80 3.80 0.00 

36 3.80 3.80 0.00 

37 3.00 2.80 0.20 

38 3.10 2.90 0.20 

39 2.80 2.30 0.50 

40 3.10 2.70 0.40 

41 2.90 2.60 0.30 

42 2.90 2.70 0.20 

43 3.60 3.00 0.60 

44 3.80 3.20 0.60 

45 3.90 2.40 1.50 

46 2.40 2.40 0.00 

47 3.60 3.00 0.60 

48 3.00 2.90 0.10 

49 3.80 2.70 1.10 

50 3.60 3.50 0.10 

51 3.40 3.40 0.00 

52 3.20 3.10 0.10 

53 3.30 3.20 0.10 

54 3.30 2.70 0.60 

55 4.00 4.00 0.00 

56 2.90 2.90 0.00 

57 3.00 2.90 0.10 

58 3.00 3.00 0.00 

59 3.10 2.90 0.20 

60 2.70 2.70 0.00 

61 2.70 2.50 0.20 

62 2.90 2.80 0.10 

63 2.80 2.80 0.00 

64 3.00 2.40 0.60 

65 3.40 3.20 0.20 

66 3.30 2.80 0.50 

67 3.50 3.10 0.40 

68 3.70 3.00 0.70 

69 3.20 2.40 0.80 

70 3.80 3.80 0.00 

71 3.10 2.90 0.20 

72 3.10 2.90 0.20 

73 4.00 3.90 0.10 

74 3.80 3.30 0.50 

75 3.70 3.30 0.40 

76 3.70 3.30 0.40 

77 3.10 2.90 0.20 

78 3.40 3.30 0.10 

79 3.10 2.90 0.20 

80 3.40 2.80 0.60 

81 3.60 2.80 0.80 

82 2.60 2.40 0.20 

83 3.80 3.40 0.40 

84 4.00 3.50 0.50 

85 4.00 3.90 0.10 

86 3.70 3.10 0.60 

87 3.80 3.80 0.00 

88 3.40 3.40 0.00 

89 3.90 3.70 0.20 

90 3.40 3.40 0.00 

91 2.50 2.40 0.10 

92 3.10 3.10 0.00 

93 3.40 3.40 0.00 

94 3.20 3.00 0.20 

95 3.50 2.70 0.80 

96 3.00 2.90 0.10 

97 3.00 2.90 0.10 

98 4.00 3.50 0.50 

99 3.20 2.40 0.80 

100 3.40 2.90 0.50 

101 3.00 2.60 0.40 

102 1.90 1.80 0.10 

103 3.20 3.00 0.20 

104 3.00 2.70 0.30 

105 3.30 3.30 0.00 

106 2.80 2.60 0.20 

107 3.20 3.10 0.10 

108 3.70 3.20 0.50 

109 3.30 3.10 0.20 

110 3.20 2.90 0.30 

111 3.20 2.70 0.50 

112 3.70 3.40 0.30 

113 3.70 3.40 0.30 

114 3.60 2.90 0.70 

115 3.50 3.10 0.40 

116 2.50 2.30 0.20 

117 2.90 2.90 0.00 

118 3.70 2.40 1.30 

119 3.20 3.20 0.00 

120 4.00 3.70 0.30 

121 3.40 2.90 0.50 

122 3.50 3.50 0.00 

123 3.10 3.00 0.10 

124 3.60 3.30 0.30 

125 2.70 2.20 0.50 

126 2.70 2.30 0.40 

127 3.80 3.40 0.40 

128 3.80 3.80 0.00 

129 4.00 3.80 0.20 

130 3.20 3.20 0.00 

131 4.00 4.00 0.00 

132 2.90 2.90 0.00 
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133 2.90 2.90 0.00 

134 4.00 3.90 0.10 

135 2.80 2.70 0.10 

136 3.40 2.90 0.50 

137 3.80 3.80 0.00 

138 2.90 2.50 0.40 

139 2.70 2.70 0.00 

140 3.70 2.90 0.80 

141 3.00 2.20 0.80 

142 3.10 2.40 0.70 

143 3.70 3.40 0.30 

144 2.40 2.40 0.00 

145 2.90 2.70 0.20 

146 3.60 3.60 0.00 

147 3.00 2.80 0.20 

148 3.00 2.60 0.40 

149 3.80 3.70 0.10 

150 3.00 2.90 0.10 

151 3.00 3.00 0.00 

152 3.10 3.10 0.00 

153 3.00 3.00 0.00 

154 2.60 2.50 0.10 

155 2.90 2.40 0.50 

156 4.00 4.00 0.00 

157 3.00 2.40 0.60 

158 3.70 3.60 0.10 

159 4.00 3.90 0.10 

160 3.10 2.90 0.20 

161 3.60 3.40 0.20 

162 3.50 2.50 1.00 

163 3.50 3.50 0.00 

164 3.30 2.80 0.50 

165 3.40 2.40 1.00 

166 3.80 3.60 0.20 
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Appendix E: Sample Questionnaire 
 

Name (optional):  ______________________________________________ 
Student ID number (required): ____________________      Gender: _____  Age:  _____ 
 
1. Do you drink soda or softdrinks? 

    (If yes, proceed to the next question.) 
Yes  No  

2. Do you buy Coca-Cola products? 
    (If yes, answer the next section.) 

Yes  No  

 
For the following statements, please indicate whether you agree or disagree by placing a checkmark on the 

appropriate column: 
 

Loyalty 

4 

Strongly 
Agree 

3 

Agree 

2 

Disagree 

1 

Strongly 
Disagree 

1. I am likely to repurchase Coca-Cola products.     

2. I prefer Coca-Cola products over other softdrink brands.     

3. I will recommend Coca-Cola to others.     

4. I have been buying Coca-Cola products over the past five 
years. 

    

5. I don’t feel the need to switch Coca-Cola for another brand.     

6. I am satisfied with Coca-Cola.     

7. I purchase Coca-Cola products even on special occasions. 
(e.g. birthdays,  Christmas) 

    

8. I am willing to try and purchase new products that are made 
by Coca-Cola. 

    

9. I am willing to continue patronizing Coca-Cola despite some 
of the negative feedbacks from the past. 

    

10. I associate Coca-Cola with happiness.     

 
Image and Reputation 

    

11. I have a feeling that Coca-Cola is not only concerned about 
profit. 

    

12. I have the impression that Coca-Cola is forthright in giving 
information to the public. 

    

13. I think that Coca-Cola behaves in a socially conscious way.     

14. I believe that Coca-Cola is concerned about the preservation 
of the environment. 

    

15. I have the impression that Coca-Cola has a fair attitude 
towards competitors. 

    

16. I regard Coca-Cola as a likeable company.     

17. I feel that Coca-Cola is a company I would regret more if it 
didn’t exist anymore than I would with other companies. 

    

18. I can identify with Coca-Cola better than with other 
companies. 

    

 

 


