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Abstract

As competition intensifies in the ecotourism industry and consumer skepticism towards environmental claims
grows, brands face a significant challenge: effectively communicating their commitment to sustainability and
translating that commitment into customer loyalty. While existing literature underscores the positive impact of
Corporate Social Responsibility (CSR), there remains a notable gap in understanding the underlying
psychological and causal mechanisms involved, particularly regarding how specific communication strategies—
such as storytelling—can foster loyalty through the simultaneous mediating roles of authenticity and trust. This
study addressed this gap by investigating the causal impact of CSR storytelling on brand loyalty, examining the
mediating roles of perceived authenticity and trust, as well as the moderating role of environmental concern. A
quasi-experimental online design with a static control group was employed, involving 337 followers of Iranian
eco-lodge Instagram pages, and the collected data were analyzed using Partial Least Squares Structural Equation
Modeling (PLS-SEM). The findings revealed that storytelling significantly enhanced both brand trust and
perceived authenticity. Mediation analyses indicated that brand trust acted as a strong and complete mediator
between narrative communication and customer loyalty. Interestingly, the study found that perceived
authenticity did not have a significant direct effect on loyalty. Furthermore, environmental concern positively
moderated the impact of narrative communication on perceived authenticity though it did not influence trust.
This research contributes to the literature on sustainable marketing and storytelling by providing causal evidence
from an emerging context and testing a moderated mediation model. From a practical perspective, the results
suggested that ecotourism managers should actively craft and communicate authentic CSR narratives focused on
building trust to foster brand loyalty.
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Introduction
The global tourism industry, particularly the rapidly expanding ecotourism sector, stands at a strategic crossroad.
On the one hand, today’s consumers increasingly seek travel experiences that are not only enjoyable, but also
authentic, meaningful, and aligned with their ethical values (Waris et al., 2024). This shift in consumer
expectations has elevated Corporate Social Responsibility (CSR) from a peripheral activity to a central element
of an ecolodge's brand identity and strategy (Nassivera et al., 2017). On the other hand, in an age of digital
saturation, consumers are bombarded with marketing messages and have grown increasingly skeptical of
"greenwashing" and inauthentic brand claims (Teraiya et al., 2023). This paradox represented the central
challenge of this research: How can an ecolodge effectively and credibly communicate its genuine commitment
to CSR in a manner that not only fosters positive attitudes, but also encourages lasting behavioral brand loyalty?
The marketing literature has thoroughly documented the "attitude-behavior gap", a phenomenon where
consumers’ positive inclinations toward sustainable products do not necessarily translate into actual purchasing
behavior (Nguyen & Cheung, 2016). This gap underscores the inadequacy of merely disseminating information.
In response, CSR storytelling has emerged as an impactful communication tool. However, despite its increasing
popularity on visual platforms like Instagram (Chavadi et al., 2023), there remains a significant knowledge gap
regarding the causal and psychological mechanisms that underpin this process. Most existing research tends to
be either descriptive or focused on simple correlational relationships. This study aimed to fill this void by
proposing and experimentally testing an integrated model that examined the causal impact of CSR storytelling
on brand loyalty. Specifically, the simultaneous mediating roles of two critical brand perceptions—perceived
authenticity and brand trust—were investigated within the unique and under-researched context of Iran's
ecotourism industry.

Theoretical Framework and Hypothesis Development

To elucidate this complex mechanism, this research was founded on an integrated theoretical framework that
drew from 3 key theories. The process began with Narrative Transportation Theory, which posits that a well-
crafted story has the power to immerse an audience, effectively "transporting" them into the narrative world.
This immersion reduces cognitive resistance and enhances the persuasiveness of the story’s embedded messages
(Green & Brock, 2000; Thomas & Grigsby, 2024). In this research, a CSR story, laden with inherent values, was
proposed to serve as a powerful trigger for narrative transportation (H1).

Once this transportation occurred, Signaling Theory came into play. A CSR story functions as a significant
"signal", conveying a brand's unobservable yet essential attributes, such as its ethical commitment and character
(Narayanan & Singh, 2023). These signals were suggested to primarily activate two crucial consumer
perceptions: perceived authenticity, the belief that a brand is genuine and true to its values (Campagna et al.,
2023), which arises in response to a story that reveals the brand's roots and commitments, and brand trust
characterized by confidence in a brand's reliability and integrity (Chaudhuri & Holbrook, 2001), which is
fostered through the transparency and perceived benevolence conveyed in the narrative. Thus, narrative
transportation was hypothesized to positively influence both perceived authenticity (H2a) and brand trust (H2b).

Finally, these positive perceptions were anticipated to translate into behavioral outcomes, a relationship
grounded in Social Exchange Theory (Cook et al., 2013). This theory posits that loyalty is a reciprocal behavior
from customers, who perceive they are receiving value beyond merely an economic transaction. A brand
perceived as authentic and trustworthy enhances this exchange by providing symbolic and emotional value,
thereby motivating customers to reciprocate with loyalty (H3a & H3b). Consequently, perceived authenticity
(H4a) and brand trust (H4b) were proposed to mediate the relationship between narrative transportation and
brand loyalty. Additionally, drawing on Value-Belief-Norm Theory (Stern, 2000), we asserted that a customer’s
pre-existing environmental concern would moderate this process, amplifying the impact of narrative
transportation on brand perceptions (H5a & HS5b) as the CSR message resonated more strongly with their
personal values.

Materials &Methods
To test the proposed conceptual model and its causal linkages, this study employed an online quasi-experimental
design with a static-group comparison. This design was intentionally selected to balance the need for causal
inference with the practical constraints of conducting research on social media platforms in Iran, where access to
advanced A/B testing tools was limited (Shadish et al., 2002).

Two active ecolodges in Gilan Province were chosen to represent the treatment and control groups. These
lodges were matched based on key criteria, including architectural style, price range, service quality, and
Instagram follower count. Two versions of a carousel-style Instagram post were created, both featuring an
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identical main cover image and brand identity to minimize confounding variables. The experimental
manipulation was embedded in the caption and the second image of the carousel:

e Control Group: The caption highlighted the functional and hedonic attributes of the ecolodge (e.g.,
"Experience tranquility in the heart of Gilan forests"), while the second image displayed the interior of a room.

e Treatment Group: The caption included a brief narrative about the ecolodge commitment to protecting
the local Hyrcanian forests. The second image was a straightforward infographic visually representing this CSR
initiative.

Over a two-week period, the treatment group’s Instagram page featured the CSR storytelling content, while
the control group adhered to its standard content strategy. Subsequently, a link to an online questionnaire was
shared via Instagram Stories on both pages, inviting followers to participate in a university research study for a
chance to win a discount voucher. This approach yielded a total of 337 valid responses, 171 from the treatment
group and 166 from the control group.

All constructs were measured by using validated multi-item scales from prior literature, utilizing a 7-point
Likert scale. Narrative transportation was assessed by using a 3-item scale from Cao et al. (2021). Perceived
brand authenticity was measured with a 4-item scale from Campagna et al. (2022). Brand trust was evaluated by
using the classic 3-item scale from Chaudhuri & Holbrook (2001). Brand loyalty as the dependent variable was
measured with a 3-item scale from Abbasi et al. (2024) adapted for the tourism context. Finally, environmental
concern as the moderator was assessed with a 4-item scale from Verma et al. (2019). The sample consisted of
62% female participants with a mean age of 31.7 years. A chi-square test confirmed that there were no
significant demographic differences between the two groups (p>.05).

Research Findings

The data were analyzed by using Partial Least Squares Structural Equation Modeling (PLS-SEM) in SmartPLS
4. The measurement model demonstrated strong reliability and validity with all Cronbach's Alpha and
Composite Reliability values exceeding 0.85 and Average Variance Extracted (AVE) values well above the 0.50
threshold. Discriminant validity was confirmed by using both the Fornell-Larcker criterion and the HTMT ratio.

The structural model assessment revealed several key findings. First, a manipulation check indicated the
success of the intervention: participants in the treatment group were able to identify the CSR content
significantly more often than those in the control group. An independent samples t-test confirmed Hypothesis 1
(H1), showing that the treatment group reported significantly higher levels of narrative transportation (M=5.41)
compared to the control group (M=4.51).

The primary path analysis found that narrative transportation had a strong, positive, and significant effect on
both perceived authenticity (=0.612, p<.001), supporting Hypothesis 2a (H2a) and brand trust ($=0.588,
p<.001), supporting Hypothesis 2b (H2b). In the subsequent analysis, brand trust demonstrated a strong positive
effect on brand loyalty (f=0.415, p<.001), thus supporting Hypothesis 3b (H3b). However, in a surprising
finding, the direct path from perceived authenticity to brand loyalty was not statistically significant (f=0.089,
p=.158), leading to the rejection of Hypothesis 3a (H3a).

The mediation analysis further clarified these relationships. Brand trust was identified as a full and significant
mediator between narrative transportation and brand loyalty (Indirect Effect=0.244, p<.001), supporting
Hypothesis 4b (H4b). Conversely, the mediating role of perceived authenticity was not statistically significant,
resulting in the rejection of Hypothesis 4a (H4a). Finally, the moderation analysis indicated that environmental
concern positively and significantly moderated the path from narrative transportation to perceived authenticity
(B=0.121, p=.015), supporting Hypothesis 5a (H5a). A simple slope plot illustrated that this relationship was
notably stronger among individuals with high environmental concern. However, the moderating effect on the
pathway to brand trust was not significant, leading to the rejection of Hypothesis 5b (H5b). Overall, the model
accounted for a substantial 48.1% of the variance in brand loyalty (R>=0.481).

Discussion of Results & Conclusion
This study aimed to uncover the psychological mechanisms, through which CSR storytelling influenced brand
loyalty in the ecotourism industry. The findings offered a nuanced, multi-layered understanding of this process,
supporting certain aspects of the proposed theoretical model while challenging others, thus making significant
contributions to the existing literature.

A central finding of this research highlighted the critical role of brand trust as the primary mediator in this
relationship. The results confirmed a robust causal chain: CSR storytelling fostered narrative transportation,
which effectively enhanced brand trust and this trust, in turn, served as a key driver of brand loyalty. This aligns
well with both signaling theory and commitment-trust theory, suggesting that in the uncertain landscape of
service consumption, credible signals of a brand's benevolence and integrity are the most influential factors in
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cultivating relational commitment. Ultimately, the pathway from an engaging story to a loyal customer is
fundamentally paved with trust.

One of the most intriguing findings was the rejection of the direct path from perceived authenticity to brand
loyalty. While CSR storytelling significantly enhanced perceptions of authenticity, this perception alone proved
insufficient to generate behavioral loyalty. This challenged the simplistic assumption that authenticity directly
drove loyalty. We contended that authenticity was a value-laden, identity-based perception, whereas loyalty
constituted a relational, behavioral commitment that required a higher level of confidence and risk mitigation. In
today's market, where numerous brands claim authenticity, consumers may regard it as a "necessary but not
sufficient" condition for loyalty. This study suggested that for authenticity to translate into loyalty, it must first
evolve into a more robust relational construct—namely, trust. While consumers may perceive a brand as
"authentic", they are unlikely to commit until they "trust" that the brand will consistently deliver on its promises.

The moderation analysis provided further nuanced insights. Environmental concern was found to strengthen
the effect of narrative transportation on perceived authenticity although it did not impact brand trust. This
distinction held theoretical significance. We propose that this phenomenon can be attributed to "value
congruence". For individuals with high environmental concern, a CSR story serves not merely as a narrative, but
as a validation of their core values. This alignment renders the brand's story more "real" and "genuine", thereby
amplifying perceptions of authenticity. In contrast, brand trust may function as a more universal construct built
on perceptions of competence and benevolence that resonate with a broader audience, regardless of their specific
environmental values. This suggests that CSR storytelling exerts a dual impact: a broad-based effect on building
trust across diverse audiences and a more specialized, potent effect on enhancing perceived authenticity among
value-aligned consumers.



REFELBIT
VFF (09) &l.:g oyl 4()\.@)1 oyled crhé_/,.yb_ Ju
VRN Sy 06 VFF/2/10 103 5 56

70 -4+ ‘e
o9y Jho

9 ol (il a5 180 FRg Cario 30 W & (51069 y Ll Cudgiun ol skl T % vy
R WT Olld 89 4o 31 Slosal

¥ Sl wadgs e
Ol ey OME ol esliassl g Sy s oke 0dSKSls (s ke 03 8 skl -

miladhooshmand@guilan.ac.ir

S 53 e ool Al (e § slalesl 4y OB A mn 03530555 S 5 (63,5 p s S 5 ully I L
elaml s e 30 4 iy Slalllas ST o3 .ol i (6 e (g 13bs 4 0T bld 5 (61l 4 555 Sl 3o JUas!
alp ool o g o lis0ls) Gl,lS g5l s 53 e i1 M oo,ls oLl (Corporate Social Responsibility) s s
e 51305 4 eslazel 5 Sl _aule (slaojle o bl ¢ ol milials dile Lasie b5l s aly o @K Sl 0% g4 63,03 3455
Il 51 STl amile 28 0 5a5T bk g laby o1y CSR ol motials Jo 5T M 1058 5 da b tass ol 558 o
YTV 55 bl 0803 54 ST (2slosTacs = b glate ol (6 S o gt (st S £t2s S s 255 5 slazel
PLS-) (gl b S¥slae (s5luwdibe 3l aslizal Ly baosls 5 1ol Ol 53 53 8 o loolSaeldl ol Sly) Slomio 08 S JSs 51 i
o s 355 o Il 51 S50 5 00 slazel Sl 81 el (6 )lskine sbay gl iilials oS 513 DL s 3 o (SEM
c_}_gL?u):..,\_256»l_éild)\gujjC.a_lﬂdl.izilﬁ«h{\)p‘_;,\;d).\.;)Jﬁlf@d\:ﬂﬁc.uﬂ@:wufg;éb)&ﬁéfuﬁdg
Il 5 Lo d242s (ol o ghe .Sl (g lolinn ST (g)Is sy s oy g Il 1SSyl oS 3 ol o lamie it &L
S 0505 e 3 s seb g e G o dalgd BLIL Jragn pl s S bdw ate ba (lael & 5) 1) Sl 3 eST sl &l
Olpzdn 45 das o OLES s 063 ,)LST Bloda ST 0 ST ol pm0ilals 5 Il b5k Slasl 4 o fided (5 8 wils Je

..\.‘.:fc,.iljjsl.wlc,s-\.ndl.a‘q)wl{bCSRj::mL;LAQl:.wl;43\1\»5;))),,&4.1.\il{‘_g)b\éjsler..l\‘_;‘ﬁ‘_;:)frﬁ

sl Tad tags ‘tljft,..;it ‘@me W Sl i 4 slazel o elamm| S s ol juOlils (5 4 (515l 5 (0 319 wWls”

I3 e ok 55 ¢
Slslazel 5 Sl il 0 Jii]:L;:JfU.‘\.W): L a6l el ol stnn wlﬂoml:ﬂj‘\: S oo V) L (Sl adiga
S =20 (N0 (o oLl ol ST Sl b

2228-7744 © The Author(s). Published by University of Isfahan ®. BY _NC

This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0).

g 10.22108/nmrj.2025.146572.3237


https://portal.issn.org/resource/ISSN/2228-7744
https://creativecommons.org/licenses/by-nc/4.0
https://doi.org/10.22108/nmrj.2025.146572.3237
mailto:miladhooshmand@guilan.ac.ir
https://orcid.org/0000-0002-4672-574X

VEF(09) &lﬂ oyl CC)LGP‘- oylads n(..azfl.: Ju (r GL_J‘)L Oladss / Ve

Chavadi et al, ¢\F+Y OLLSaa 55 )
e sl 5l s 5 Lol sls S (2023
F—te ol g ) b ) (L0,
Lol oz b Bl Ao 5 L3 e Sa St
L s ol o fcnlay ol o3l Suas
iblyaS Coulods b o Jhe s Ooda
S 1 el S sl eblls e b
G Jde (53 ST () ) 6 e 61065
O st lazeh 5 (Iloh S 85l 95 il
638 3 oo carlllan 3 5 go 035057 Oloson
Gl 55 Lols gla S 5oL aS cul 0l
2l o2l 5 Lalgy (b (o) S0 2 B e
23 Sglite (glan 515 Bl ) m (0N 5,555 o)
el 0 2l 53 3 g g g3y D e
o Ol e DS 5l ) e T
Lk sma ) sl )lSe 6B omsler
Sl Jlasl ag i byl 3 opl s o 1) IS
.34 o 5T (Narrative Transportation Theory)
GLos a1y Cblius sl i s CSR Oluls &S5
) ol oo lis Cuglie [2alS L 5 LS o ( oz 5
Green & Brock, ) 5jLu s e3leT el ks sl p
JLasl sl el €(2000; Thomas & Grigsby, 2024
A ey A e 5 e LS 5 60 5
395 g Jae 3,15 (Signaling Theory) ascwde
S .,L'.fu.a Jos oo uujl.:i:.w» Olgeas CSR Olwls
IVl 33l o ST 1y L 5 5eiab sla S5
il 35 Lol s sha LI & el e
1Sl 1S e Jlab Cblis a3 3 |y (5l
ol s nl e dlah by 4 slezel 5 Sl
Leitns (g 5 bty ol pirlinls 457 ol ool

Campagna et ) 3515 3 g0 L 2 (0551 (3190 p sge

oo -

‘c.ébfp—z L yarsy i 054 0,83 S Lt
e S 31l 5 (5 ol e Ak 0, 55
Jbisany (glotssl 3 ) sbass yde D8 LS s s
5o 9 obslies ¢ ol (23l &S Wl aw slaas oo
5 Soler elasl) AL (SN (gla 2501 g
Abbasi et al., 2024; Waris et ¢\f+Y LQ\)LQ.A

S5 08 b elemml Cod s o ol Lal., 2024
38 p o Sl sty ol s 4 (Sl 2l
.(Nassivera et al., 2017) c—wles, S Jus

S [P T H ) Y P VR g |

3t slaply 3l (2 gl g b OB WS 5 e
5 (Greenwashing) (g g jew) 4 3 dSla| 40
Llodd s s Al BB3Ls & slales]
o= .(Teraiya et al., 2023; Wang et al., 2023)
N Pt T B WV - AP . S
g g n 63 5 p st oSl S 68 tas s
3 S gl Sal) elal S e 4 35 Al
Sl ccie 55 5 lbls,l ol a8 a8 fae e
§358 poein (6 s (5)l8 ) (s)lolig 4 g a4,
i 03 18 gba oo,k Sl
Lwe |y (Attitude-Behavior  Gap) (;L=b, 2 J,i;
e uzj_i OT 45 a S Glodo oy ¢ —ul 03, S
.(Nguyen & Cheung, 2016) 3 &5 o j2eis 4 >
8 5Ls3 (Gl sl oo 4T das s OLE Dl
Ol=t Ol sieass (Storytelling) of —wilknls cak v
Teraiya et al., ) | OJ; )}@.B LSJ.«;S)-L; L;&LJJ‘
Q)}JU)) S -’}’.‘)l—! ‘Jl—"'ui“" ¢(2023



VY Gl A g 3n /65 B Cnto 53 ity 13003 ool S e ol iilinls ST o 25 ()

(ol by tien b4 (islazel 5B 55 Jah
Jos (048 0y 58 Ol poay (g S lamme L b
e 6l m 1y CSR sladl& idw 5148 48"
Aas o il L 5l el
(A5 ) Gl Ol 63 8 p s e Sl
G g0 (o ol 3> sl g $
ol s S el o aalllan 287 5 5 g 5
el L can 57 Il slaasdl &S5 s o35
ool adesjl tCawgyasy CSR (sl 55 wols
Colial 5 Sdaol 57 ()8 T3 g 4 L s 053l
Sl s ol oG jlaoes 31 Clablre ekl
3,2l ($o96 4 HCOSR 5,055 S5 5 absle
S5 ol s (NS 4 5 LS e s
e 8 e lTat o o S esbi ol L
LAl sla ilsT ol ml s las lacy s sdoms
o zlmal a5l 5 01l bl (e )3
= o> (Anderson-Cook, 2005) el ol 15!
i G bl 5 5 S il ol Ulg al 4 ey
CSR. gl pdlimls (oS ¢ 25150055 (sla 8 5 5L
SLaolaalsl O e (g,l5Lb s 4 Ul oo ST
Jioe 0 5a3T L aalllan (sl §3 55 ot (65 8 p
e dalid S S s fias (5,8 il
o b 4SS e ST il bk sl
e slaaly (5108 5b Sl 5 el 5L

o9y Olal g G Jle Y

SRR S exolex N-Y

osban i 0y 2Lk b s St o
(Slodst 5 Y guamee O Ui g 3 Il I (glodsl 55

le.)‘. Lr‘:"))‘ LSKJ—‘; 5 Olwls O\—;)b olS/i\g- A

4 ol (al., 2023; Wang et al., 2020
Wlal gt oy Codlid sl |y 6l slezeh
Ll by Ko ol Srals 1y edaeST sl oSy
.(Chaudhuri & Holbrook, 2001) &l &usiids
D o 45 died (glodind glaail o3l 53 oyl
A e b S et oLl el (=l
Lles S o ,Lal las 3L ol Conl 4y L 2y
Olejp (2ilee ii Lol «(Morhart et al., 2015)
oS g5 o gl pOlials ST 6 s T
ol 05T 4z )L (e 53 5 (o 25 D) s
Saline ys g Lot Oladllas 5 oSST Ll o
Ol 5 03,8 slaml dos 5 ol Gla e (] 035
Sl et o (Sl 55 5 3 o ST ol
Al BLS bl gl 0%—(/&)‘—’5 S —
Sl § 32 50 o 4S «(Harisandi et al., 2025)
S g Ol 3 1y Laploll al L5138 s g
Social ) el dslsas ki olg )
o) & 4S 485 s+ b 5 (Exchange Theory
ool Sl b lazel 5 cIlol) Soe SAST sl
(S fien (§ g Joline HLb ) o cakal, S (BL o
(Cook etal., 2013) 545 o zeie (5,36 on
OLSS 31,50 plas (sl aply cpl 3T bl
e B hAs B s iy ) e
O L e O 5ty |y (s Lo
Value-) jlaia sl 35,0 il ool S e

sl i, oS SL.S «(Belief-Norm Theory
o lgas (Ol Bue) L)l 6568 amelan
L bl cpl a5 S oo (5 2t 42 5 CSR glaply
Dong) 55 g (1 5ipm LOT o), 5 ols bl
el ui‘:—?r" o=l.(et al., 2024; Stern, 2000

iz 53 5 (5 lman La0T (gl Oluls a5 544 0



VEF(09) u;l:.; oyl ‘CJLG’; oylads Lv.&bfl.g_ Ju (s uflﬂ)bb CJLE.:E:J /VYY

S e Ll 03520l (sla S5 5 o8 Wl g LS
ST (0T dly CmdS 5 (S dgad) [ A
Olwls ¢S (Nassivera et al., 2017) &L
5 (bl dad 8 JEK e o lor | C gtune
s ol S o byl 1y L (ilal g5 s o
oS U e ible 5 2t ol b)) & Lot
STy g5 olazel 5 SILol 1S sl 05 gas ok s )
JUisl Eely 48 gliwls 503 Sole 4 tlias
4y 355 CSR ol 3 bl cots sl
B3l ¢ 8ly L1 (1 oS a3 oo 1y ply ol bl
.(Campagna et al., 2023) (! slazel L6 4

s &S5 b St s bl cpl el s
i elerl Jols & a5 kgl e L (518,
B ol A o S 5 1y 0 i ) (28
¢ Jolie g5l Ol e as (g laly 457 A7 o IVl
u\_lwaﬁo-‘c&lfJJ—-ﬂ-ﬂduéuﬂ'C)@Lnj
OT slaazy 3o 51 515 i b alay 51 (8L 55 bl
J=B 5 ol G &S (Cook et al., 2013) Cl
Cmaldl ¢SO wsle) (65 ,Shes L5051 515 ealazel
das o S 5 paled 5 sladaly Ul e d(C
ol L oS’ (s s (Chavadi et al., 2023)
S S o b ) 65 B0 (s
50,5 a0 55 S5 (g ead plus]
539501 5550 ol S o &S )Lk Cte I8l s
sadaly dalsl gl (gias ;5 5300 ( SO 5 able
P F P N EPRPI g &

S e (03 6B ol ol Rl
CSR Oliwls €55 44 oo s 5 |y sl ki
R e i ST
SB35 s () 55 (emls, JLas)

€395 0 3l s g eyl slazel 5 Sl 51 (g ylslae

Teraiya ) doas o (B3 e 35 O S s e
K58 Caio 3 0594 Jgeu oyl (et al, 2023
0,8 ol 5 En b e s LB o (3 Sp 5
Seslomal) Wb oo Ol 95 anl (Cmal 03 5
(Abbasi et al., 2024 ¢\¥+¥ (O),LSn 5 o Ly
SMS 6 S 5 s 6l il s
s gysly o ela| C st gl Okl
A5 Aas e SLI ) Sl (e sehe o roler
JUast i L5 ) el gl (AU (6 ka3 O g e
olel Jalo & b X e ancaMe & b Y eculy,
Sl lgl 25 Rl 2 AR nl (ol Glate

O o Sk ply 4T 1 i CSR Slawls & o
Sl JUiml Al B g5lwdled sl (S e il
O Ll b opl ool 4 Sty st & k.l
cag b ol wlul » (Green & Brock, 2000) 457 o
S3lime 5 Ol nley L slodiS o puae 87 e
OT gLz o ible 5 (23 &) s 0355 oo 4 5e
Sl ( SAEG S 15l o5 oo Sl Ol
Iy 3l 5035 ,LS By |y Cbbus a3 (galiml 5 olbs
33l josleT Olls 3 g slaply 2y sl
Thomas & Grigsby, 2024; Van Laer et al., )
slesl S 4 by ol 0l 532014
5 iy A &S I (b S Ll
Sy Ll ¢ opl ol 63 98 00 €57 55 0 dd pulu|
B RSSO N U v P | P I
S i, (e ST el ) 0l
Ll ¢S o ool (o) &S5 4 s (Sl dbh
2oL Oty s JUH o bl @ 536 Slawls a
i b Loyl s sl (lsline slacwden (sl
LS oo Ol 4 ol o e Jas 25l (paade
Jisay 08 S U pan (sl pbe Lyl 5 5 o



V¥ /Gl i g 59n /63 S Ctos 53 iy 4y 1385 ol ol ghne ol il ST 025 (o 2

Gl ol S, ide il gl ¢Kiw (sl o jan
.(Thomas & Grigsby, 2024)

) B syl SLads S S
35 i) e E s 5 63 Sles SN
o3 6ol Las sy Ol sieas Sl S 5 3505
9 Lme 31 5 5me oY CSR ol Olils (55
(Teraiya et al., 2023) &S . 4ls! ely 4ty S5
5 Floorl (BN Slag b g0 4y sy L
3l sl & CSR Oty oSG ¢ Jaomalns 5
Sl 8t il 5 S5 0 S bl
3 blwesi L (Identification) S5 en sl
Ll ol lben ol sl Olals Colal
QUi sl sl ool slacS e 51 (S o5
o=l > .(Van Laer et al., 2014) cwl (55 515,
S8 F 5 o 53 05a3T 05 5 s,
3 dblone s (55 8 gy oLl ST g Ol
ol 48T 355 e BTl 58 e Sulgs ) e jlas
S 8 S I8 osba G 2500 5 2ls) s
(sl o Lims e opl Ok &S 5,15l (gl gioma I
Sy pots |y 503 S o 1) Cblbes 4 5 il g
JLsd 5l 53 1yl Jsl iyl p 5 8™ 8 55 Lible
T 25 b RRsi A o)l pl 35l
Py

st e Olnls Gl 5 me )3 58,5 )5 H
O (s, kel b Ll 53) Flel O s

W g 3 STl g calgy JESI ST Y-Y-Y
Sl 2 53 gl p0lals G b3l b &ST Sl g
25l p ol 3 e M e s G )
oml Lo IVl il 5 55l STl (6,8 JSCs

5 S e g B Cale cite a2l 55l )
o3l L, e ) (gladasly 4 osles (glabelas 5115 4 5

Dah e e )by 4

(st94in Jro 9 Lo Bngi ¥
I3 i 53 S Sl B Csler ol
Sl 1 Glado ok (e Ry i ol o 5
Ly as gylsley o CSR ol pwdluls 3L s
gl Ghie ol 5 (V SE) Jde opl ot oo slgiiny
ol (&S mee) (LUl it e ¢S S el
I (cﬂg\f)\) Cbbue Says gtlisilyy gladsl
ol gl ao iyl B ol e 5 03,8 Jlab
Stimulus-Organism-) & % o > ('@“\i)
Ll 5l ¢ a caslsl 4 (Response  Model
o b B 53 o o b0 0l 53 o3leiy

vb‘}a:-"s‘ RE W}S J&AJ}'

JL&Sl 43 CSR ol sl W15 1YY
)

AU o e ) ke I 5T A
S o 0 o IVl e sl (B stk 5 5
L aslie 53 e ebai] s g0l S
Sl i Jeily (5155 sba cplubal s eSS
(alyy JUsT & 505 Chbe Gras 0357 18 )
o A o el Yl ) Aol e
oS o0T o3 gas (aOlwls a5 uuS 0 Ol 4 ks
Slomen 5 (OLL 5zl g 9,9) asda gy, sl
I aly 6L 11y cblius £)56 ciyls ible
A8 e Oliwls Lis 4 (85 D o 5 03,5
"y 45.\.&@,& Al 3 sl (Green & Brock, 2000)

523 sl sl 5 bl 5,855 el S a5l



VEF(09) u;l:.; oyl ‘CJLG’; oylads Lv.&bfl.g_ Ju (s uflﬂ)bb CJLE.:E:J / V¥

b s o 05kl Cbbe 4 gy Jlas! cé\) 3> (2024
Slasly can 25 ol 5 US4 2 ) A s (el
ol 63,557 o ool slezel Sl (6 50 S
CSR | wOlials 31 56 Coly, Jsl (H2a
S35 Lol 1SSl (g lslme 5 oo 5T
CSR ol ywOlials 31 56 ol Js! :H2b

313 & 4 slazel  gylsbline 5 oote 3T

S15B9 » W g 3l &3l ST Y-y
5245 (omie DS ol ¢ o ggin e p g Al o 5>
A 0l ) 55 S S e
Sl (g iy sl el )l 5 o seds (5518,
5w 93, aS Coul ool Lo Vw553 s
ot Slady Uiy i 4 slazel SIlal 51 &Sl
oSa Ao ja (Al 6,8 JSE 6y e

S Jes galae s, 8 5l 5 bl
e ¢S sl L s Sl 1 STl
o3Los laasly et LI 5 6yl Sl3es
) (Morhart et al., 2015) 4 g o Lo, ble
L a5 (bl g |y 5 S5 OB S5 e oS
Jols &S 51 5155 (gladaly clils o 555 gla 5
Campagna et) S s 5l 5 5 0T L 3, 63 ,Shes
ol S e Ol e S Gaes b Cﬁ\/.(al., 2023
abaly Lalsl 4y fles 9 Odedids dgws 4 Ll 5 o L
st Sl e ol N S o sd e i L
(S A (9 35 e fAS iSO s

O PSPPI RTICPRCRTL g
PICSETE B JUK VENE P PURICI NP
Slusl plad 53 551565 SroliS st op 5ol
Chaudhuri & Holbrook, ) s 4% g alis ob,l5L
—dgx &,k wlal 5 (20015 Chavadi et al., 2023

Jos o ls0ls 5 650 61 le Sy, JUasl o7
CSR Ol 53 azig b s 514 A5
Ol sadle L 5 & 5 bilen S o Sy 585 1,
L;u;;w BV gRY «Gﬂ;i:.wn CSR (ks uS” o
(Nassivera et al., 2017) Cewl 45 Ciie 9 5 gl
0 O e ol 31y ISl el JUasl ) 3
g_,._bbr.ﬂ/g L) S o JS edd ules! a2
93 o) ol Caglie el 13 Calsy sl Sl s
Ol i OF ey dlazl 5 4l JalS ey
Green & Brock, 2000; ) LU o il ome 2dd>
(Thomas & Grigsby, 2024

P R JACH W[5 ¢ PN IR I N
Disla il A 4y 6 )lsls s 5 (05 5 sdle)
o S 639 5 sba (Campagna et al., 2023)
Sldgas oS 58 Olwls &G 13,8 o 15l b
S orsde 2las 4 bbb slest &K I L CSR
)by Caadd 5 baly ) &S US o fdd pds sl
iy o ol (Wang et al., 2023) uiS o s
S 4315 i B S (0 S8 kS 5 s 4ol
S50 G 23 g go dltety S (552 5o 3l
5SS Tyl ol B 055 ol 457 (ST S )3 Sy s
.(Nguyen & Cheung, 2016) &l CILo!

S 4 Ol (2 iy 4 slazel Ol ) sba
Chaudhuri & ) 45, LS bl 5 lal g
S 55 IS 95w e o b 5l (Holbrook, 2001
GBslo 5 ol oy spa 45 Oliwls ¢S5 3 gh a
3 I kS 0 Lyl 1y ki ooz o Il
oS Slei S e dle)l g pdid e s dli s
3b e S 53 Oluls ol b ible Oy ot ol
313 6 e Dl b Ul oyl JUS)

Hyun et al., ) Lpd o e slazel o Sl a4 g ol



VO / Gl i pa 3on /53 S Ctos 53 iy 4y 1385 ol ol e ol linls ST 025 (o

E e B S e 5 O ey e
(s ol 53 il o LS (S-O-R)
sl (CSR ol wilinls)  oyls S e
5 LS sl s ) (.dmg\f,\ =90 slacl-
Gl ol e 5 3138 5T (W 4 Slulus
3 g sn i (5)156) (5,1 fraly &5 w0 (S9)0
JUast &5 & le s ¢(Chavadi et al., 2023)
G bl can 2 ol 5 A8 g slaml a2 (ol
3513 0S8 s (Gl A 4SS o Llims 0313 s
3Ly S | ol (OAS gslazel LB 5 5 ol
GAdST DSyl pl Wil Slls ST das o G g
6ol 15U Wil 45 el dms (b 3 5
¢«(Harisandi et al., 2025) a_al acils oLg ,Ls,
o= L) sla s Ol sieas sbezel 5 Sl ¢l
S o Jes ol dgm 5 olss 4

JLasl s daly s Sl 31 ST sl tH4a
S o 6 8 ile 1y ki 4 5ol 5 uls)

5 alay JUES) e il (IS s 4 slazel GH4D

S o 6,8 il 1 i 4 (5515l

o e A8udd F poxi  wd O0-)-Y
PRI R RCTPN PG gt~ S PN PTG P
ol SO (i s OLWSS 5l 51 plas 6l -
5L 55 L 0T ol Ol e 4y 5 Sty oL 15L
= o il (K Chl paid slays
slg—iws (Value-Belief-Norm Theory) ;s sb

Olgr a,Lu5 sl slaysb egs p Gla i, &84S s
Glaslen p ia byl cpl 5 s e S 1,
was ool 5 S | ol slald, 5 el
o= s (Stern, 2000; Wang et al, 2024)

Sl Qij:.ca_: M)‘b.?u iedes cgﬁ)\_g.g

sLzel (Commitment-Trust Theory) sl_czel
) Canked 555 45 US o0 Jos (6 g5me (6w O sio s
Md)u\.@&‘ﬁb@:ﬂj}d)b&ﬁ&bb))b
Morgan & Hunt,) 55T . 2l (il sy Lo
Sy S o slezel (65 4 (6 pie ST Sl (1994
9 4_’;9\:1 J’&A‘.S On-r\_:iT Lguéj:?ﬁ""‘; BE ou\_ﬁadfbﬁ‘
Gl ol 53 aglis 5 5 1SS Sl sl bles
Cawe s (Harisandi et al., 2025) Lb o 2ol 530 L3,
3 5t 5 Sl & 48 (63 S p g e Slats
G ot 5 S o ) 5 Sl 25 slazel oo
350 gn oo 0,805 4 Ay s 5 3ome 3L
‘_;)‘bL_‘)}ﬂb 51)3‘5:ﬁ4§:})6a)\kg\cd|fb
Nd e (6 i

Solslime 5 e 5T W, SISl eST,s0 (H3a
Dyls a6,y

J_zts)l_s\_:;e.ajﬁ,_;.aj;;lj.\_?ﬂdt_::l_a;o\ ‘H3b

Syl ki a gyl

X 3 S0l il i F-)-Y
L;_Ja;,.‘gipzﬁajw‘suwom,\;rﬁ,S\{
48 oS o IVl Lo 5 o ST (6 5 il
5 ST Sl b s a syl caly, Jls b
35583 s Dlals 65 )3 0 G e aians
sl a3 ol S 0 0b sas (solaldy sl
ta sla i S5 5 sl b
sible 5 s Ol ol das w5 sl
St (slazel § Il 1SSl 2l 30)

UJH“‘J"L’)"L’L;

e o olo s (il sl gl Ol sea
S o el 3 sy slasl s s sl e

Wile) kb = o S5 eSCdIS” sladute b glae o

s (Fishbein & Ajzen, 1977 ¢ it Joos & L



VEF(09) kjrl:'r oyl ‘CJLG’; oylads Lr.&bfl.g_ Ju (s ufl‘_J‘)l‘ CJLS-:E’J A%

el U633 6l hlie 5o Ll 4 (alael
ol i Coul e Olials Oles ¢S gt S laos
oIl Olea 4 Ll g5 9 358 A lasllad oo SLls
Verma et ) 3 1A 56 szl 5 ol 51 &S50,
i) 2l ¢(al, 2019; Wang et al., 2024

JLasl oy e daly (st joes 420y (HSa
(Jdm) o585 1y a5 Il 51 STl 5 sl
edes U osl il gl adaly ol &S (g sba 408 0
Ll G658 3L (s jlames

JLasl o Cie Aoyl ¢ s jloes 42025 H5D
S o () o 5 1y 0 5 4 slazel 5 Sy,
s B3 L (51 el ) S 55 5be

Ll Fg g8l

Ciis b sl b il 51 aS A e fes gl
ol 4 S
AU (oo Lues S ol ol e Yzl
Ly 5 e STl (6,8 JSCs sy JUas!
S S n (sdnd) S 5 1y (lazel 5 I
Ao g (sl el L Sl 4 4 ST (0,8
5 585 e Hlews CSR Olewls ¢S5 (L j e dss)
S 55h s Esl paid Ll ol .ol 5 lslas
St Gt 5 DA L Dbl 3 wtigs SIS
o=l ez y> «(Dong et al., 2024) K548 A5l o
S e g5 Oliwls ¢SG Livas LaoT gl o olwls
LaoT i) s L 48T il (> Glils
S b e el (B30 gl sen nl b o e
sl ) 5 g s )y U slale

=60 5l OT lal o o Cd 5 (5 el s

—_————— H4a |- ---. - >
u\.:_/,.:)" d;b.}‘
Ha S1STs!
H2a ¥ N
. . Ly sl H3a
H3b
H2b
Hl
JyisS 09,8 5‘5.2.)“1.4)'1 sl @
. Hab | .. _ .. | O ossleT s
23 S e S
_ e Gl pxie WS
G};

SR s sehe ddo ) S0
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