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Abstract

In the light of thedigital era, and the constamtc r ease i n consumer so

most companies start to pay morgention to their mental imageCorpaate
mental imaggMl) is influencedby various factorsHence this study aimed to
understand the formation process of
consumersdetermining the prediction level of iGorporate Social Responsibility
(CSR acivities, in particular, taking ird account other contributinfactors.

Additionally, the study aimed to understand the motives, gaalds critera of how

Jawwal

Jawwal performs CSR activities. Therefore, the study set out a model that

illustrates the formatiomprocess of MIL.This study is a kind of crossectional
study; so a mix between qualitative and quantitative research metiasls
employedfirst of all; a surveywas distributed ora convenience noprobable
sample composedf 248 consumers for Jawwal in Sieember 2020Furthermore

the researcher implemented andepth interview with the head of P&t Paltel

Groupt o understand CSR activitiesltwand

concludedthat Jawwal practices CSR activitias a response to tl®mrmunity

member sd needs Jawwaldadsurhes ahatadSR wctivities aim to

sustain the communitywell-being; and that these activities indirectly influence

t he company 6 sandMdompetitive pdvantagehe ajumantitativedata

was analyzedsing SPSS. The results showed thatt all of the CSR dimensions

have a significant contribution level; even that philanthropic component has

significant prediction, itods not

M fr
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~

C
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recommendgonsideringall the réevant variables when planning for positive Ml,
and look at the issue from the consumer angelg in the first instance, to
comprehend the CSR and MI notions well; in order to plan; implement; evaluate

along the right lines.
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INTRODUCTION



Background

Competent entities seek to reflect the "right" corporate image in consumers' minds,
which is accomplished by establishirtgasegic consumebased relationships and
sustaining these relationships. In definitidnprporate imageis the positive or
negative impressions, feelings, and ideas endmgn peoples’ minds. Dynamics
shaping this image varies lime with the contexof influence. Generally speaking,
factors like quality of service, price,employee competergs, corporate's
credibility, reputation, the benefit of salience, and more, play a vital role in

shaping this mental process.

Over the past years, maintaining @sjiive corporate image became a challenging
task, particularly in light of the emerging communication world, and the
introduction of social media platforms atigkir use by competitors and the public.
ANowadays, pierofpd remead e, thatiae Ihdae evéryavhece these
days. Consumers became investigatiles are ready to evaluate, asses, and
decide what best suits their needs based on available options popping on varying
social media platform. Competitors, on the other hand, became more @fware
these changes, and are tackliognsumemeeds by (1) utilizing several analytical
approaches provided by these platforms, (2) integrating their goals with
technology, and (3) effectively reaching a specific audience with less effort and

more precisiorfCornelissen, 2017, p. 88)



As a response to these challenges, companies started using corporate social
responsibility (CSR) approaches to dust off their relationships with the

community, and attract a wider base of consumers. According to the European

Commi ssi on (2011), CSR i s it he process i
economic, ethical, social, and environment
Pyramid (1991), in his book, noted that CSR has four aspects; economic, legal,

ethical, and philanthrop (Carroll, 1991, p. 8P6).

Several studies examined the effects of adopgliB& by the organizationa study
conducted in 2017 in Gaza on electricity distribution compaiasbeed, 2017)
another in 2011 in Palestine onadeal (Omar, 2011) Both studies revealed that
adopting CSRpracticesincreased the competitive advantaafetheir respective
corporation;scholars interpreted these results and agreed that high competitive
advantage is the outew of a positive corporate mental imaddl) (Shamma,
2012).In addition tot h at , atvariety af étudies that revealed the positive
effect of CSR on mental imagéor instance, a study conducted on food industry
consumers in Iram 2016, found a gificant positiverelationshipbetween CSR

and corporatenentalimage(Esmaeilpour, 2016)

Nonetheless, few studies revealed a negative correlation between CSR and
corporate imagea studycarried out by Yoon (2006identified the causes of

building a pogive or a negative corporate image, and it was clear that a negative



corporate image was formed when companies are high in benefit saliEace
instance, a tobacco compathat supports the National Cancer Association as a
part of its CSR activities; sh activity causes a controversial issue for the
audience since tobacco is considered a trigger for many catypess hencehis

contributego forming a negative MI.

In Palestinethe concept of CSRas appeared in 2005, despite this, CSR programs
still controversial, as some companies conduct random philanthropic activities
such as donatingp social institutions or marginalized groups, other companies,
however, implement prograntkat contribute to social welfare, as a part of their
strategic plan (Khai, Saadeh, 2019, p. 46). Since Palestinians face bad
economic, politicgland social circumstances; the Palestinian Ministry of National
Economy enact an obligatory law for private companies, to expense 1% of the
annual net profits on different CSR adii®s and programs, as an encouragement
approach to the private sector to become a partner in social sustainability process

(Khalidi, Saadeh, 2019, p. 39).

Regarding the private sectand the telecommunication compani€SR included
activities and progims that ease the hardships, promasodo-economic
development and makehanges in the communitp improve the conditions of

community members, such activities include donations to distinct target groups,

LSy STAl 27F eohtfadichoyicdBilvs Sy a0 KK SO2 YLI ye Qa GAraArzy

andits core activitieson the ground.



educational campaigns, awaess campaigns, spamships and othersintending
to increase he ¢ o nssautmesrfsabct i on, and enhancing t he

and financial performand&halidi, Saadeh, 2019, p. 39).

In line with this,the researchanvestigate the role of CSR in maintaininigll of
telecommunication companies among Palestinian consumers. That beethesaid,
researchercontroled for confounding factors that may also contribute to the

generation ofmental imagein an attempt to understand and draw a model for

Pal est i ni ancegtionrasdunmeededsbéhaviaking into consideration

Jawwal 6s point of v The ampiricalwaa ofl this rééearce nd CSR
was based onthe following set of theories models and concepts social

responsibility, corporate mental image theamyd Grunig and Huns two-way

symmetrical model.

Statement of the problem

Severalstudies(Dokania, 2016; Gudjonsdottir &usubovaz015; Chung, 2015;

Virvilaite & Daubaraite, 2011jound that adopting CSR approach enhanties

corporate mental imagether studies Martinez 2014 Shamma2012 Walker,

2010 found thatCSR approaches nhance t he orgaAddwati onds r
that, Sofian & Saeidi (2015, Gabreath & Shum (2012)and Wood (2010)

emphasized thatit n c r e a s e s attaadiversess mmlrgreeof satisfaction.

In this context; Jawwal started to practice CSR activisssa part ofits

i ndividuality which is operationally defin



such as the brand imgee |, S er v | antepsideto Quildaal positiwecorporate
mental image and enhance its reputa@snverified byMr. Ahmad Abulia (the
head of PR department in Paltel Grauppwever, the researcher concluded from
omnibus focus group discussion and from piloting this study suthey
consumers implyow corporate image tdawwaldespite its CSR activities on the
grounds.Therefore, the assumptioon$ this studyare; either the influence of CSR
on mental image is overestimated, or other factors intermeddle corpdtate
formation. Thus, the statemeunitthe problencan be summarizeaksfollows: The
role of CSR activities in enhancing corporate mental image for Jawwal in
Palestineand determining thetherfactorsthat contribute to building this image
in order to clarify the relationship between theseiables and present a model

that articulatet he f or mati on process of Jawwal 0s

Study Significance

In the light ofthe digital era and the emergencembdern communication tools,
several companiestarted to employ CSR activities in order to accomatethe
continuous market and the needs of consumé&ithough manystudiesproved

that CSR activities have an infuena@n ¢ o n s u me menfalimnagengne r at e
of them investigate the level of contribution, or what are the other remarkable
factors th& contributeto thec o mpany 6 s meéelantcefarth this stadyg e
investigatel to what extent CSR activities predict the variation in the corporate
mentl image wh a t ot her factors interfaee in

among Palestinian consumethkis was achieved through employing qualitative

M



and quantitative research methods; and through triangulation of a set of theories
and modelsUnderstanding the size of the influence of C&#i the confounding

factorson MI by applying multiple regression rmels, will provide a summary

model that exemplifiesthe mechanism and the processtiot c o mpany s Ml
formation, and will ease graspinthbec on s u me r s G to pnaintaneand i o n

enhanceheir corporate mental image.

Additionally, this study identified howJawwal employs CSR in terms of

understanding the mechanism of employing CSR activities; understanding the

motives and goals behindonducting CSR activitieshow it will influence

J a ww a |, &d whistdre the benefits of CSR activities the long term &sis

Grasping CSR strategy and Ml from Jawwal 6s
will provide a comprehensive insigloin howMIl in practice is formed and what

ités the role of CSR alydntthe Valestiniansconiext; t hi s r e

since thestudies related to CSR and M| asldom

Objectives

This studyaimedto investigatehe role ofCSRin enhancing the mental image of
Jawwalamong Palestinian consurserand furtheto examinethe crucial roleit
plays in benefiting the industryn lorde to achievethis objective the following

subobjectiveswereaddressed:

1. To determine the main factors thatervene irbuildngd awwal 6 s ment al I meé

among Palestinian consumers



2.Toi denti fy the extent in which @SR activi
imageamong Palestinian consumers

3. To understand theasisin which Jawwal employs CSR activitiesnd how they
will be reflected on the company.

4.To investigate the effect eo®Batsfaagionwal 6s mer
andthec ompany o6seadvanmagpe t i t i v

5To figure out the relationship between Ja

Study Questions

The main goal of this study is to investigatee trole of corporate social
responsibility in enhancing the mental image J#wwal among Palestinian
consumers In order to accomplish this goal, the following question is to be

answered:

1. What main factorpuildJ awwal 6 s ment al i mage?

2. To what extent its CSR activities (as part of its corporate individuality)
contribute to this image?

3. On what basis d&s Jawwal employ CSR activitiesAnd how do these

activitiesarereflectedin thecompany

In order to deepen our understanding of the importance of CSR and mentgl image

the questions hereunder wealsoinvestigated

4. How significant i sentdlimage enfcisterset satsfactioha wwal 6 s

and competitive advantage?



5What is the relationship between Jawwal

Literature review

CSR and corporate mental imagee thoroughly investigated topcmainly, due

to the importance andost embedded in the relationship between these factors.
Many of what was read by the researcher pinpointed the salience and direction of
this relationship positive or negativeywhat factorsintermediate this relationship,

andwhat impact this relationshipason the company, society, andnsumers

The researcher followed the inveqggamid method ofiterature review iHisting
studies that are related to the topichand. This has been done on two main
dimensionsithe first dimensiorwas thebroad buk of studiesthat examinedhe
relationship between CSR and corporate mental imfafjeyved by sudiesthat
highlighted the connection betweeGSR and Corporate mental image
telecommunication companies, and studies that identifiedmpact of CSFon
Corporate mental image for Jawwal Companparticular. The second dimension
included sudiesthatillustrated the impact of CSR and corporate mental image on
organizations and their role in forming corporaes r e p cotngetitiveo n ,
advantageandcusb mer s 6 p ur c, loyaly,eandsatisfactionBeélow mre
the studies the researcher read and used in this stualycordance to highlighted

two dimensions:

0s



The relationship between CSR andocporate mental

image

At first, diverse studies correlatebetween CSR programs and corporate mental

image, for instance; a study in IndiBdkania, 201p examined the relationship

between corporate image and CSR prograims Indian hotels that apply

environmentally friendly activitiesthe researcher used a gtiennaire that

i ncluded indicator s rel ated t o t he compa
customers' behavior and mental image, the questionnaire was distributed on 450

customers, and apparently, there v@asignificantpositive relationship between

CSR esponsibility and mental imagehis positive relationship affected the

consumer's behavior specifically customer s

Moreover, a quantitative crosectional study implemented in Sweden
(Gudjonsdottir & Jusubova, 2015 to discover the feect of CSR programs on

corporate mental image for hotels, a questionnaire was distributed on 73
individuals, it included closended questions to measure CSR programs
efficiency and its impact on ment al i mage
positive relationship between CSR and corporate mental inaesgé created

feelings of trust, and a positive reputation.

Another descriptive studwas conducted in ZimbabwéVurombedzi, 2014Yo
investigate the relationship between CSR programs specificallghtenthropic

dimensions and corporate mental image for Unki mine company, one of the



10

greatest companies for platinum production. A questionnaire was distritauted
208 individuals from the local community, the results showed that there was a
strong relabnship between philanthropic CSR programs and corporate mental
image, just as these types of programs enhanced the relationship with external
stakeholders like media and customekdditionally, a crosssectional study in
China(Chung, 2015yiscovered a positive impact of CSR activities on corporate
mental image for various fgrofit companies, which subsequently interfered with
high customer® satisfaction, but not with customers' loyalty. The researcher
considered that CSRsicomposed of economic, ethical, legal, philanthropic,
environmerdl, and consumer protection dimensiomsidently, the consumer
protection dimension had the greatest effect on corporate mental image and

satisfaction, whereas the environmental dimensadamegligible effect

Furthermore, AlMaleh study (2018) pinpoiatd the influence of CSR on
cust omer s OMI foroaybank tn \Byriathe desearcher usedquantitative
research method, and collected the data from the bank customers randomly, using
a survey, obvious|yCSR strategies had improvedthd and achi eved
objectives and goals to sustain loyal customés. the one hand, a study
(Virvilaite & Daubaraite 2011) aimed to illustrate the formation process of
corporate mental imagéying to identify the role of CSR in forming this image,
taking into account the role of corporate identity, and corporate individuality

elements. 181 gpondents filled out a questionnaitee results indicated that the

t

h e
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ethical and legal CSR componehid the highest contribution degree in forming

corporate mental image in comparison to economic and philanthropic components.

However, the most elements that had the highest contribution degree in forming
corporate mental image were service quality arnidep(elements of corporate

individuality) with a mean of 4.71, while CSR as a whole a&ow contribution

level (mean 3.61). On the contragynegativecorporateimagemay be formed if

the company performed CSR activities in order to become more paogudar

prominent in the community, or when CSR activities contradict its mission and

vision, as such; a tobacco company Michigan implemented philanthropic

campaigns for participants oNational Cancer Associatipnso individuals

presumed that the motiveghind these types of campaigns were only to increase

the benefit of salience; these situations

mental imag€Yoon, 2006)

Different studies had investigated the relationship betwedd &8 MI from the

compani es o p&urd (@&Q0)tonduated a studyl aimed to examine

the influence of CSR activities on corporate MI fdrarmaceuticcompanies in

Egypt; the researcher found out that the relationship between them is positive, and

that CSR is considered a tool to manage th
two instruments; irdepth interviews and filled out a survey with employees in

order to attain a comprehensive vision of the relationship between the mentioned

two variables. Aother studymplemented byaracol(2011)in Portugal, aimed to
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figure out t he i mportance of CSR
performance, and how stakeholders wowdbstantially benefit from these
activities; and it was obvious that CSR strgtégy important to achievenutual

benefits and to create a positive impact in communities.

CSR and orporate mental imagein telecommunication

companies

strateg

Concerning théelecommunication companies, a quantitative study carried out in

Australia (Johnson &Plewa, 2014)on telecommunication companies, Vodafone

as a case study, analyzed the impact of CSR activitiea corporate mental

image, taking into consideration clients' awareness level of CSR activities, so a

questionnaire included four sections: CSR amass level, CSR impact an

ment al i mage, CSR impact on behavi

or i nt en

it was passed out to 357 customers before and after providing information about

Vodafone CSR activities, to determine the exact effect of CSR a=diviin a

corporate mental image, behavior intention, and reputaiiba. results outlined

that behavior intention and reputation were significantly affected while corporate

image did not, these findings declared that other factors are affecting corporate

mental image.

Likewise, a crossectional study in Ghan@uah & Asiedu, 2018)executed on

telecommunication companies, Vodafone, MTN, Airtel as case studies, figured out

a positive correlation between CSR activities and corporate mental image which
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ledtoan i ncrease in the companies' financi

This study used a survey filled by 100 respondents, it contained questions about
demographics, CSR dimensions, corporate mental image, and satisfaction degree.
Furthermore, a gtly in Korea(Kim, 2013) investigated the relationship between
CSR and corporate brand equity, through two mediator factors; corporate
reputationand corporate brand credibilit967 online surveys were collected from
differentfor-profits organizations. The outcome of this stuagnifestedhat CSR

has asignificant positive effect on corporate reputation and brand credibility,

which in turn affeadthecorporate brand equityositively.

On the contrary a study evaluated CSRctivities for telecommunication
companies from the managers' point of viédhmed, 2016) a questionnaire
included demographic questions, CSR strategy and cortbepiyareness level of

CSR programs importance, and impacttio@ internal environment; distributed to

73 managers from one of the largest companies in Sudan. The results exhibited
that 83% of the participants agreed that CSR was a part of the company's strategic
plan and culture of the company, 94% concurred tl&R @ctivities increased the
profitability and overall performance, while 85% accorded that it increased
customers' loyalty, these results as clarified were a reflection to the motivational

environment and the high performance of the employees.

al



14

The impact d CSR and orporate mental image of

Jawwal

In the case of Jawwal Company in Palestine, the studies that explored the
correlation between CSR and corporate mental image are slightdguent one

of these studies is a descriptive stuflyazzal] 2011) aimed to reveal the
relationship of CSR activities for telecommunication companies (Jawwal as a case
study), andcompetitive advantagdrough corporate mental image variablde
researchers divided CSR activities into different aspects including social,
envronmental, and economic aspects, and then a survey was distributed to 100
customers for Jawwal Company to test the study hypothesis. And it was clear that
CSR activities had an indirect positive effect on corporate competitive advantage,

mediated througlcquiring a positive corporate mental image.

The impact of CSR o n t he companyos reput

competitive advantage

Diverse studies pointed out that CSR has a positive relationship on reputation as
well as on competitive advantaf@albreath &Shum, 2012Wood;2010Sofian);

a study (Saeidi, 2015) targeted the customers of the industrial and manufacturing
section, to reveal the relationship between CSR activities and reputation, 205
respondents filled a questionnaire consisted of demographic factorsnessaod

CSR activities, customers' satisfaction, and reputation. The results showed a
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positive relationship between CSR and reputation; as the reseageked that a

good reputation resulted from high customer satisfaction, which in turn increased

the canpany's competitive advantage and the overall performawviceeover, a

study in Iran revealed that CSR programs hapositive impact on compatie

advantage and reputation ftte manufactiring sector. This result is mediated

through high customer satéssit t i o n s ileading fadtot fér £nhanting the

c omp any 6 9 and egnpetiteved advantage. Anattstudy in Saudi Arabia

(ElI-Garaihy & Mobarak,2014), manifested that CSR has a positive impact on
customersd sati sf actporates, whiehvie kurn feadrto i ndust r

I mpr ove C O rapaany corpetitive pdvantage.
The impactof CSRon customer sdé purchase i1

First of all, a study explored how CSR and service quality affbetpurchase

intentions through the corporate mentaimage variable (Huang, 2014) A

questionnaire was designed and distributed00 consumers who used products

or services from convenience stores. The results found o€ 8fthas a positive

effect on purchase intentiorend this is attributed indirectly to the high quality of

services and the positive corporate ima§enilarly, another study detected a
positive relationship between CSR activit
2017) a survey included four sections abodemographic factors, legal,

economic, ethicae nd phil anthropic di mensions, corpo

behavior, and it was filled by 596 resort customers. It was clear that both ethical
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and philanthropic dimensions had an indirect influence on corsu s 6 1 nt ent i on ¢

through impressing positive corporate mental image.

Meanwhile, a study implemented in Malaysia to examine if there's a significant

relationship between CSR activites amdons umer s 0 buwgi ng beha
guestionnaire was divided into thrsections; (1) consumers' knowledge towards

CSR activities, (2) consumer behavior and CSR activities, (3) demographic
information, and then it was distributed on 220 Malaysian consumers. The results

indicated that there is a significant relationship betweensumers' buying

behavior and all of the CSR components (economic, ethical, philanthropic, legal
responsibilities). Even though, economic responsibility has the most significant

contribution to consumers' behavior, followed by philanthropic, ethiaed

finally the legal responsibilitfAbd Rahim &Waheeda, 2011)

The impactof CSRand Milon customerso6 | oyalty

Different studies have been implemented to investigate the impact of CSR

programs on customers' loyalty, one quantitative study in Calif¢@hai, 2013)

found out a positive relationslyallyy, bet ween
however, it's not a direct relationship since it's mediated by consumer trust level. A
survey was used t o t eisdividualdbelongedtodayidqus hy pot h
profit organizations filled it out; the survey included different questions related to

CSR activities, customers' trust, satisfaction, and purchase intelmioafentally

in Ghana a research detected that customersiweh® aware of CSR activities for
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telecommunication companies had higher loyalty for the compéihgyekum,
2015) this result was derived from analyzing 302 questionnaires that contained
sections related to customers' awarenkss CSR activities, perceptions and

Il mpact for customer so.

Moreover, a descriptive research accomplished in Ké¢Aggei & Kilika, 2014)

on telecommunication companies to examine the relationship between corporate
image and customers' loyalty, hence, da¢a was collected from 313 consumers,
and the results showed up a positive significant relationship, also a multiple
regression test was used to figure out the level of prediction between corporate
image and customers' loyalty, and it had a significasitipe influence § 8.323.
Another quantitative study in Togo(Aimin, 2010) implemented on
telecommunication companies purposed to test the impact of corporate mental
image and customers' satisfaction on customers' loyalty, so the data watedoll
from 160 users of two companies through a questionnaire divided into 3 parts;
demographic factors, corporate image, satisfaction, and loyalty. The results
indicated that the degree of consumers' loyalty increased when corporate mental

image and satiaction were positive or strong.

Likewise, a study in KoredKim & Lee, 2010)detected that corporate mental
image had a great impact on customer loyalty for mobile communication services,
this result was found out by collecting data from 469 customerglifterent

communication companies. Worth mentioning, customers' loyalty was measured
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in two steps; customers' satisfaction and purchase intention. On the other hand, a
study in Bangladesh conducted on one of the largest telecommunication
companiegAlam & Rubel, 2014)used a questionnaire consistédive sections;
demographic information, awareness of CSR, service quality and satisfaction,
purchase intention, and loyalty, and it was distributed on 200 individuals, the
results found out no relationshipetween CSR activities and customers' loyalty,

the reason behind that as observed was low service qualibyably,

environmental, and philanthropic dimensions had a higher impact than the others.

The impactof CSRand Mlon customersodé satisf a

Two smmilar studies implemented in Jordan on telecommunication companies
aimed to estimateustomers' satisfactiolegreeon CSR activities. The first one

was carried out on Orange Company (Nabil, 2012), and the data was collected
from 432 customers from thre@wprnates Amman, Madaba, and Irbid, and the
results showed that the satisfaction degree on CSR activities was medium (3.07
out of 5). The second one was executed to test the satisfaction degree of CSR
programs implemented by telecommunication companiesayBah, Damor,
2015), so the data was collected from 613 customers of different
telecommunication companies from Amman and Irbid, the satisfaction degree of
this study was also medium (3.10 out of Bhe reasons behind this result may
contribute to demogphic factors, the type of communication and advegisin

methods, or others (Batayneh@amor, 2015).
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Furthermore, a crossectional, quantitative study imphented in Egypt (AbdEl-

Salam & $awky, 2013) to analyze if there's a significant relationshipdsen the
corporate mental image with customer satisfaction and customer loyalty for
Internation Service Company; a survey was designed and passed out to 650
customers, the results illustrated that positive corporate mental image had a
positive impact on wustomer satisfaction, which indirectly affected on customers'
loyalty, in other words, the researcher considered customer satisfaction variable as
a mediating role between corporate mental image and customers' loyalty.
Additionally, a $milar study in Malgsia (Liat & Mansori, 2014) analyzed the
relationship of cor por at customes sdatishattioni mage wi
customer loyaltyand service quality for Malaysian hotels, the data was gathered
from 500 guests to test this relationship, obviouskgrdtwas a positive correlation
between corporate mental image and the mentioned variables, whether they are
treated as antecedents or as consequences; in other words, these four variables

share a positive relatiship between each other (LiatMansori, 2A4).

Commenting on previous studies

CSR and corporate mental image have a great impact on the organizations as
demonstrated by various st udGalbbregth&mai nly or
Shum, 2012; Wood, 20105ofian & Saeidi, 2015;El-Garaihy & Mobarak

Al bahussain, 2014) , consumer s6 purchase i |

Kar aos man o dkdlRahim &WNahlekda, 2011Wang & Yang, 2011),
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customersd loyalty ( ayeii&Kilika, 018, Kimm &gy ek um,

Lee, 2010), and satisfaction (Ngb2012; Batayneh &Damor, 2015;Abd-EI-
Salam & Shawky, 2013Liat & Mansori, 2014). Hereafter eonclusionof the
studies that illustrated the impact of CSR and corporate mental image on the

company.

Eventually,the literature review exhibitethany studies that aimed to seek the
relationship between CSR ai@MI among various sectors, as well as to reveal
what are itsshort term and long termadvantages on the company, attd
customersas well. The researcher depends on the previous studiesttdhe
ground baseof the studyandto contextualizethe theoetical and the conceptual
framework Notally, this study crossuts with previous studies in various aspects;
first of all; aiming to figure out the relationship between CMI and CSR, secondly;
depending ongquantitative research methods amsing the questionnaire as a

research tool

Notwithstandingthe positive relationship between CMI and C8Rit most of the
studies figured oytnone of them determined the contribution degree; and if this
relationship isdirect, or what factors may interferfevidently, most of the studies
relied on Carroll Pyramig1991) as a model to exemplify the CSR components;
however,from theexperts and researchgeint of view, the other CSR models
and components must V& been considered in ther approaches and

methodologies; in order to provide a comprehensive analysis of CSR.

2
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Henceforth,such studies serve as the baseline and as a starting point for the
researchalso theyhave enabled the remeher to constitute a compreheres
vision, and toconstruct a model that brings together thevaait variables, the

CSR and CMI modelas well;to identify the veritable relationship between CSR
and CM| taking into account theatermediary and the confounding factons,
order to investigate the degree of contribution of CSR programs in enhancing

CML.

List of Hypotheses

1. Hy: there isno significantc or r el at i on at tbétveeenr at e of
PalestiniansMental Image for Jawwal and corporate social responsibility
dimensions (economical, legal, ethical, philanthrapic)

2. Hog t her e i s no significant correlati on
Palestrands Ment al | mage for Jawwa l and <cor
factor, controlling for other confounding variabl@adividuality, identity,
reputation, competitive advage, and customer satisfaction).

3. Ho: there are no significamlifferences atthe tae o f U = 0.05 for Pa

MI for Jawwal attributed to demographic factors (sex, age, marital, place of

residence, employment status, salary, educational level)

Methodology
Research Design
This study aimed to determine the main factors that consétu J awwal 6 s ment a

image, and the extent its CSR activities contribute to this imagen@ the
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Palestinian customerand t o understand CSR strategy

A triangulation set of theorieand models weraused to answer the study
questims. Hence, a qualitativeand aquantitativecrosssectional research method
was usefa crosssectional study measures the outcome and the exposure at the
same time among a group of people at a specific point in (Bega, 2016 p.

260). This type of reearches is usually ustaaidentify the correlation between the
variablesand to figure out the extent to which CSR contribtiteo  J a mewntll 6 s
image (Christeen &ohnson, 2008, p. 34). A quantitative research method is
known as a systematic investiigat of a specific case by collecting and analyzing
numeral or quantifiable data, to predict future changes (Apuke, 2017, p. 43).
While a qualitative research methal designed to collect nemumerical data;
such as text, audio, or videos; in order to ustdd the concepts; mechanisms

and opinions regardingparticular topiqAspers, 2019p. 149.

Instruments

The tools that fitted the study hypotheses and objectives are a surdegn iR

depth interview. This section discusses in detadh instrumen

Survey
The method that fittethe study hypotheses and objectives is a sdnteycollect
primary data from the study population and to draw up the relationship between

the variablefSukamolson, 2007)Thereby, a represttive survey was designed

>The English and the Arabic version of the survey are fouagpendix 1 & 2.

f

r
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based on theories and previous studiescluded seversections, first of all(1)

demographic information, (2) awwal 6 s individuality, ( 3)
Jawwal 6s identity, (5) Jawwatlsfacton,(7@ put at i on
and finally Jawwal Asshoowoimtpedabldsereunder advant age

Jawwalo mdividuality

Reference Statement
Jawwal 6s quality of servi

Jawwal provider staff ability to solve my problem/s
Shamsuddo Jawwal emploges and services providerse awell

ha, 2003 dressed and appear neat
Jawwal services providers take action for their
promises
Jawwal servicesoOo delivere
Chang & : :
Jawwal employees and services providers are always
Yeh, 2001 -
willing to help customers
Atan & Jawwal employees and services providers are highly
Said, 2017 honest and treat customers fairly
Social responsibility dimensions
Reference Statement
Jawwal tries to maximize its profits
Economic Jawwal serviceded price i
Jawwal offers sales and discounts constantly
Jawwal keeps improvintpe quality of its services
Jawwa l preserves its cu:¢
CSR customer so6 r i gbatitysservices, g et
comm Legal submitting complaints, etc.)
itment Jawwal sendes satisfy legal standards
Jawwal makes priority for ethical principles over
economic performance
Ethical Jawwal respects community values and traditions
Jawwal provides precise information for customers
(related to the coenmtany
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Jawwal 6s ads and campai ¢
honesty and transparency

Jawwal helpgo solvesocial issues (e.g., poverty,
unemployment)

CSR connection or Jawwal allocatesomeof its resources to
philanthropic Jawwal carries out environmental protection
Jawwal sponsors frequently for educational
Jawwal sponsors frequently for cultural activities
Jawwal sponsors frequently sport activities

, Jawwal has consistent patte for the above items
CSR consistency

Jawwalbd mlentity

Reference Statement
Buttle, 2006 J a w8 dgods unique and attractive
Jawwal service cented®cor is unique and comfortable
Rufaidah, Jawwal uses wellleveloped techniques and d=s to
2012 Jawwal 6s website designs a
Jawwal 0 signagremsracti/e and unique
Jawwal 6s ads and bill board

Jawwal uses varioussual media to communicate ti
various target groups

Jawwal 6s comehenti t e 1 s
Jawwal 06 sconagmnipns ar e

Jawwal provides clear and honest messages

Vos, 2016 Jawwal supplies enough information

Jawwal staff accepts criticism and feedback

J a w8 dgods unique and attractiv

Jawwal service centers décor is uniqmel comfortable
Jawwal uses wellleveloped techniques and devices to
Jawwal 6s website designs a
Jawwal 0 signagremtracti/e and unique

Agarwal & | would say something positive about Jawwal

Osiyevsly, | would recommend Jawwal to my friends and relatives
2013
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Jawwal 6s reputation

Statement

Hustvedt,
2013

Jawwal has a name you can trust

Jawwal delivers its promise

Agarwal &
Osiyevsky,
2013

Jawwal has atrong record of profitability

Jawwal tend to outperform its competitors

Jawwal looks like a aopany with strong prospects for
future growth

Jawwal loks like a welmanaged company

Jawwal lookdike a good company to work in

Jawwad looks like a company that would have well
experienced employees

Jawwal seems to have a clear visiontf@future.

Jawwal takes advantage of market opportunities.

| have good feelings toward Jawwal.

| respect Jawwal.

| trust Jawwal.

Helm, &
Eggert, 2009

| am loyal to Jawwal

| have developed a good relationship with Jawwal

| am willing to continue subscription withawwal

| would regret if products made by the company were no
longer available

Jawwal servies are part of my everyday life

Jawwal serices are always my first choice

Agarwal &
Osiyevsky
2013

| would saysomething positive about Jawwal

| would recommend Jawwal to my friends and relatives

| am likely to support a cause that was associated with
Jawwal

My self-identity greatly overlaps with the identity of
Jawwal.

When someone criticizes Jawwilfeels like a personal
insult

When someone praises Jawwal, it feels likeesonal
compliment

Jawwal 6s successes are my

Jawwal has a name you can trust

Jawwal delivers its promises

Jawwal has atrong record of profitability

Jawwal tend to outperform its competitors

Jawwal looks like a company with strong prospects for
future growth
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Jawwal servicesd deliverec
Sh:rr;soli)%doh Jawwal provier staff ability to solve my problem/s
’ Jawwal servicesd deliverec
Customersod satisfaction
Reference Statement
Mobarak & Jawwad satisfies what customers need
Elgaraly, Jawwal servicesmet the customer so
2014 Jawwal services ake customers happy and delight
Tian & |l 6m willing to pay a |itt/]

Wang, 2011 Therle is a great possibility that | will try the offered
servicesdy Jawwal

Sweeney & The servies have a positive social image
Soutar, 2001 The sevices have consistent quality

Jawwal 6s competitive advantage

Reference Statement
Mobarak & Jawwal provides customl_zed services
. Jawwal services meet t he ¢
Elgaraihy, . . -
5014 Jawwal services are delivered on time

Jawwal offers new serves and featuseonstantly
Jawwal services are rapidly developed

Jawwal servicesd delivered
Shamsuddoha,  ["3awwal provider staff ability to solve my problem/s
2003 Jawwal servicesd delivered

All of the questions were closashded qustions, in which the researcher used the
symmetric5L i kert scale to measure the items of
totally disagree/ t ot aallyagred iotallg satisfied.f i ed and
Then, the survey was revised byllstersand professors and translated tioe

Arabic language. Due to COVHD9 (Corona Virus Diseasepandemicand

inability to distribute the questionnaires feaceface; the survey was designed on

Google survey formand wadilled online by respondents
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In-depth irterview

The indepth interviewis one ofthe most efficientnethodsthat fall under qualitative
research toolsused to attain detailed information, opinions, and understand the

i ntervieweeso exp@&hmowkatn20€7p. d)r Thepreajorsquidig t i v e
questions for the interview were as follosv (1) whatis the definition of CSRrom

Jawwab point of view; (2)whatare thecriteriaused to employ CSR; (3) what are the
motives behind conducting CSR activities; (4) and if CSR practically enkance
Jaww a | 0 sThes&lquestions were set up based on the literature review and theories

and tailored in accordaneéth the interviewewsjob title.

Research Sample

The study population is composexf Jawwal PR employees arsibscribersn
Palesting(approximatéy 3 million customers as cited in 2017 by the Palestinian
CentralBureau of Statistigs Jawal Company was chosen since iise of the

biggest (almostoligopolistic) telecommunication companies in Palestine that
conducts CSR activities constantly; netethy, it has a separate section for CSR
activities that has integrated work with the public relations departrdespite

this, the researatr observedrom the pilot studg¢ hat Jawwal 6s ment al

not meet the effort invested in it

% The interview questions are found appendix 3.
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Therefore,In this study, the researcher conducted adeipth interview with the
head ofthe PR department for Paltel group Mr. Ahmad Ablia (Jawwal is
considered one of its subsidiaries companies for Paltel) on Moriidebruary
2021; in order to get a cleafustration and overview about the CSR strategy in
Jawwal and how it affects its mental image. The interview was implemented over

thephone due tthe COVID-19 pandemic.

Regarding the survey; the researcher usetbnvenience sample in September

2020in ordert o answer the studyodsConyaniened i ons an.
sampling is a type of nonprobability samples, in which participants are timely

available or geographically accessible to the researcher, that is to say, the results

of convenience sample aretnepresentativand cannot be publicizetiowever,

the resuts of the statistical analyspovideare valid and precisg@Etikan & Musa,

2015 p. 2), such method isawally used in market researchgt@sp the correlation

between the variables. The majadvantagesof using this typeof sampling

methodaret h at It 0s hel pf eslchefpo fastand esavesitimegg hypot h
(Lewis; Thornhill, 2012 p. 275277); hence this sampling method was used for

these reasons and specifically because of the C&@Ipandemic.

Table () exhibitsthe sample distributiohased orthe demographic variabse

Table 1. Sample distribution

Variable ltems Percentage | Frequency
Sex Male 40.7 101
Female 59.3 147
Place of residence City 69.0 171
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Vill age 25.8 64
Camp 5.2 13
Single 35.9 89
. Married 63.3 157
Marital status Divorced 04 1
Widowed 0.4 1
Jenin 13.3 33
Tubas 0.4 1
Tulkarem 3.6 9
Nablus 7.3 18
Qaligilya 0.4 1
Governorate Salfit 1.6 4
Ramallah and ABireh 399 99
Jericho 3.6 9
Jerusalem 0.8 2
Bethlehem 6.9 17
Hebron 4.8 12
North Gaza 0.8 2
Gaza 4.0 10
Dier al Balah 2.0 5
Rafah 3.6 9
Khan Yunis 6.9 17
_ _ Secondary or less 9.7 24
Highest educational
degree Co!lege. . 8.9 22
University degreer higher 81.5 202
Employed 60.9 151
Unemployed 18.1 45
. Home-carer 11.9 30
Occupation .
Student / trainee 6.2 15
Retired 2.9 7
3000 NISand less 26.9 67
;"’r‘:ﬁ‘l?’ per month for the3471 7600NIS 50.7 126
More than 700INIS 22.4 56
Descriptive Statistics
Sample size
Average age 34 years old
Avergge years of 11.5 years
studying
Average years of 12.7 years

subscribing Jawal

Data analysis
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The collected datkom the surveywas analyzed using Statistical Packégethe

Social Scienes 24 (SPSS 24) to pinpoint the relationship between the dependent

and independemariablesasillustrated in table& below.

Table 2: Dependent and independent variables

Independent variables

Corporate individuality

Corporate ientity

Corporate mental image

Demographic factors

CSR

Dependent variables

Corporate mental image

Customer so sat

Reputation

Competetive advantage

The main statistical tests used in thiigdyare as follovs:

1 Descriptive statistics Mean Median, andrrequencies.

1 T-test used to test the significagorrelation between a contious variable

(usually

groups) (usuallytid6s t he i nde(BRSB,R@0)t variabl e)

1 One-way analysis of variance (ANOVA) to test the correlation between a

itéds the dependent categories/abl e)

an

contirvousv ar i abl e (usually itdéds the dependent

(three <categories/ groups and mor e)

(SPSS, 2020)

1 Tukey post hoc test

it 6s an thedNG/A ted, land pmestlytused f

to figure out the statistically significant results among the gr@amst, 2020)

(usu
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Pearson correlation coeffitent; to test the correlation between two contins

variables (three categories/ groups and m@eSS, 2020)

Principle component analysis (PCA) it 6s a statistical t es
validity of the tool; it transforms #arge set of variables into smaller sne

(Jaadi, 2019)

Alpha-Cronbach; I t 6 s al est t® measure ghe internal consistency and

the instrument reliability (Taber, 2018, p. 1275).

Bivariate regression a linear equatio that illustrates the relationship between

a dependent and independent variable (Murray, 2019)

Multiple regression to predict the contribution value of each variable to the

total variance explaing(6PSS, 2020)

Multicollin earity test. a test that detectshe highly intercorrelated two

variables or more in multiple regression model (Daoud, 2017, p. 1), it indicates

that the relationship between the independent and the dependent variables is

distorted because of the strongretation between the iedendent variables.

Variance Inflation Factors (VIF) test: itdés the indicator t h
variables with multicolliea r i t vy ; i f n thd varmbles> are5hjghlyt h e

correlated (Daoud, 2017, p. 4).

Kaiser-Meyer-Olkin (KMO) to measure the propooti of variance among

variables Afor construct validityo (Gl enn



32

1 Dummy variable: it is usually used to gethe correct multiple regression
model by recodingdummy variables for the onegth categories; in order to
generatevarialdes withasingle attributgNisbet, 2017p. 100.

Reliability

Reliability implies for the consistency of the survey overtinldsyle, Leary,

2009 p. 320, thusalpha Cronbach reliability tegt used to measure the internal

consistency of the survehi s t e s thowi closkly related @ set dfiitems are

as a group(Bruin, 2011}, the reliability coefficient of 0.7 or higher refers to high
reliability and considered acceptalfigruin, 2011) Table @) illustrates the value
of alpha; and it was clear that the research tool is highly reliable as thalpsta

Cronbach equals 0.98, meaning if the researcher conducted the survey again in a

different timeframe, the results will be very close the current results of the

study?
Table 3: Reliability test

Index # of items Alpha Cronbach value
Individuality 7 0.89
CSR 17 0.95
Identity 14 0.96
Reputation 29 0.98
Satisfaction 7 0.95
Competitve 9 0.92
advantage

Total 76 0.98

*Taking into consideration #t it is a convenience sample, this might interfere with the resuilts.
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Validity

As for the validity, itis the extentof the tool to measure what & supposed to
measurgBruin, 2011) the survey of this study was designed to be consonant with
previous studies and the research theories as illustedtdh chapter 2. Besides,

the survey was revised and reassessed by experts to ascertain that each statement

Is reasonableyell-comprehendedand answes the research questions.

The arbitrator®f the questionnaire wei@r. Elias Kukali, Dr. Omar Abu Arqoub,

andDr. Nabil Kukal®, Dr. Walid Shomaf.

Eventually the questionnairevas pretestedwith a pilot sample of 24 respondsnt

to make sure that all questions are clear, the wordingngprehensiblamong all
respondents, antb validate the lernty of the survey. Furthermoré¢o test the
construct validity; which is defined as the extémtwhich different measures
correlate wih the other(Englellant, 2016 p. 40; the researcher used PCA to
measure the construct validity for the survey; PCA test intervened that the tool is
highly valid; since the result dfaiserMeyerOlkin (KMO) and Bartletts test
equals to 0.88 which meanst 6 s a meri torious resul:'t

KMO is between 0.4 (Glenn, 2020)

® Director of the Palestinian Center for Public Opinion.
® Director of thePalestinian Center for Research and Cultural DialétDRD


https://www.annalindhfoundation.org/members/palestinian-center-research-and-cultural-dialogue-pcrd
https://www.annalindhfoundation.org/members/palestinian-center-research-and-cultural-dialogue-pcrd

34

In addition to that, the researcher conducted Pearson correlation between every
item and its respective index to heck for the validity of items as shown in
appendk (4). And the results present that all the variables are valid since all have

significant correlation ( ®.005).

Terminology

1 Corporate mental image (MIl): the impressions and ideas about an
organization thatare stored in consumers' msdKaraki, 2016) it is
operationally defined as the i mpressions
mind toward a company.

1 Corporate social responsibility (CSR):cor por at eds soci al, eco
environmental commitment to the setyi to attainsocial weltbeing (PCBS,
2009 , itéds operationally defined as the a
that intervene to the social wdilkeing and sustainability.

1 Corporate individuality: operationallyi t d@fsned aghe unique features that
distinguishone company from another, includiggality, price, CSR programs,
andintegrity and reliability

1 Corporate identity: the operational definition is: the physical and visual
features for a company suchthag logo, colors, website or application design,
etc.

1 Telecommunication companies: companies that make m@onunication
possible whetheby wireless connectionor internet services through third,

fourth, and fifth generationgViswanathan, 2018)
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1 Competitive advantage: the positive éatures that give thecompany
superiority over its competitor@Porter, 1998, p83), and itdés operati
defined as the features that empower a company to compete in the market.

1 Reputation: the publics estimation foa company over timgJohan, Noor,
2013, p.1233) and itbés operationalongdermdef i ned
estimation.

T Consumer soé i békawvihcer :peopl eds attitude in
purchase decision making, acquisition, product/service disposition, evaluation
and satisfaction(Hyman, 1993 p. 5), operationally it os de
consumersodo attitudes themad mpagegibdsoms i n r e
products such as satisfaction, purchase intention, and others.

T Cust omer so she t evalUatore tprocess: of the custosnér
consumption experience during a specific peribdrnell, Johnson, 1996.
13), operationally itbés d'ededsrogamparses f ul f i | | |
and meeting their expectations in terms of services/ products quality, price, and
characteristics

1 Loyalty: the strength of adherence betwedba customers antdhe company,
which leads to the action of -purchase or rpatronize for a specific
product/servicgMarshal, 2010 p. 75), and itodés operationally

consumer s 0 | eommhyamdfthe levelofdedicdtion. a
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T Customer s6 pur dhe austemerstesires to tuy @ rparticular
product/ service(Morwitz, 2012 p. 190) operationally, itdés d
consumerso6 intenti opurchasngt ake the deci si on
1 Confounding factors: the factors that may contribute to the outcoraesl that
distort the real relationship between the dependent and independent variables

(Skelly, Dettori, 2012, p. 10).

Limitations and challenges
Temporal limitation: the data was bounded topBember 2020( i t 6s - a <Ccr oss

sectional study)

Spatial limitation: Subscribers of Jawwal in Palestine (mainly, West Bank and

Gaza Strip).

Another challengavas the spread @0OVID-19 pandemic in the West Bank and
GazaStrip, which led tothe increase of thimckdowrs and the sense ofsecurity
among the individuals. Hence, instead of collecting the data from the field face to

face; an online platform was used to achieve this.
Human frontiers. Only subscribers of Jawwal.

Chapters Organization
As illustratedin figure (1)hereunderthis introductionis followed bythe chapter
of literature review; includinghe theoreticaland the conceptudrameworls;

where the researchéiscusses theorporate mental image theory, CSR models,
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and demonstrates how CSR grams are implemented iralestine specifically in
Jawwal;and finally, the chapterends up withaying down study assumptions and
setting a model that defines the study features and theonships between

variables. @apterthreepresentshe survey aalysis andhe study findings.

While the final chaptelists the recommendation and conclusar the study

based oranalysis.
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Chapter | Chapter Il Chapter Il Chapter IV
Introduction Literature Review Data Analysis and Discussion Conclusion
ABackground ATheoritical framework AResults and findings Aconclusion and
AProblem Statement AcConeptual Framework recommendations
AHypothesis Avariable model
AObjectives AcConclusion
ASignificance
AApproach

AResearch sample
AResearch tools

AData collection and analysis
ATools' reliability and validity
ATerminilogies

AlLimitations and challenges
AcChapters organization

Figure 1: Chapters organization




CHAPTER
I

LITERATURE REVIEW
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This chapter ouithes three sections; (iheoetical framework; (2) conceptual
framework; (3) and contusion that sets up the study assumptions and

demastrates the variable model.

Theoretical Framework

The scientific theory is distinguished from all other forms of kralgk by its

ability to present a unified system of knowledge about a set of phenomena. The
theory is the explicit intellectual framewottat links facts and conceptsetween
assumptions and lawsheories arenot fully validated until it is verified with
empirical evidencéPap, 1964p. 50. This section addresses an illustration for the
accredited theories and models; in order to frame the research with regard to these
theories and to connect them with the study objectives and questions. The main
milesbne theory, modeland concepfor this research are (Xorporate mental
image theory (2) twoway symmetrical modebf Grunig and Hunt and; (3)

Corporate Social Responsibility.

Corporate mental image

For a long time, the concept "corporate mental iidgs been uderequently in

PR and other tciplines. Many experts pointed out thlis concepis related to

"stereotypes” or "prejudicgMostafa, 208, p. 76). Althoughit wasdefined from

different viewpoints; it waagreed that it is a set of ing®sions, perceptions, and
emotions formed about or g@menaha20ilp.ns i n t h
284 Amer, 2019 p. 333. Ali (2019, p. 26)llustrated that corporate mental image

is the actual image created in people's minds about a firm, eitheugthr
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experiences or rumarsAlso, it is known as the overall estimation held by
stakeholders for an organization based on past actions or possible future behaviors
(Harrison, 2013 p. 205. Moreover, it's explained as the information and
knowledge concermkewith a specific entity, earned by individuals whether from
media, colleagues, or others (Karaki, 20@6228. In other words, the corporate
mental image is the constructed feelings, impressions, and information in people's

minds about something or soame.

Several scholars classified corporate mental image from different perspectives,
Frank Jefkins categorizes corporate imeme 5 items as followingZaidan, 2016,

p.17; Mogeri, 2015, [L66)

Mirror image: refers to how the company sees it¢gHidan, 2016, p.17)

Current imageindicates how others see the compéhid).

Desired imagethe intended mental image for the compévpgeri, 2015, p.166)

Ideal image the optimal image a company could regitid).

1 Since it is a crosssectional study, he researcher measured thdicurrent

imaged and indicate how subscribers see Jawwal.

Whereas other classifications are based on corporate image(&sdakh, 2009, p

94), and there are 3 types:
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Positiveimage i t 6 s composed when a tonpangtey has

individuals are highly satisfieGaleh, 2009, p. 94)

Negativeimage i t 6 s composed when a company has

individuals aren't highly satisfigdbid).

Crisis image a temporary and distorted image, formed after a cogpanisis,

this type may be the riskiest, that threati® company's existen¢idid).

The orporate mental image is a part bf¢ o r g a rstrategies, ieacenstyd

tries to create a unique image that represenisletstity (Bruggen, 2014p. 18.
Undoubtedly, all of the organizations seek to form a positive corporate mental
image, to attain an advantage over competitors, to build credibility and a good
reputation(lbid), also to gain profitsachieve goalsand to makdoyal customers
(Amer, 2019 p. 34Q. That is to say, a positive mental image will allow the
company to achievets goals,increasepeopl eds satisfaction
p.286), and lead the public opiniors avell (Al-Shatri, 2013, p.29)On the
contrary, a negative mental image Iwihfluence the organization's internal
environment (Amer, 2019 p. 344, in terms of reducingthe employees'
performance causing anmbalance in the internal and external communication
system (AtMahmoud, 2011, p.102Accordingly, a negative image caragsethe
organizationto collaps, losing its reputationand credibility (Fatimah, 2014,

p.287).

( F
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Significantly,one of itsmost important characterissics dynamism, since it reacts
with environmental circumstances, the company's activities, and cors@dmer
behavior(Amenah, 2011p. 28§. As a result, scholamsgree that @rporate mental
image is affected by fouiactors (Amenah, 2011p. 287;Chattananonlawley,
2007, p. 238 first of all, the recipient'sienographic factorssuch as age, gender,

educaibnal level, income, marital status, expegenneeds, and interests,

1 Which the study will control for and asses in respective to the formation

of mental image of Jawwal, by its subscribers in Palestine.

Secondly, social and environmental factgrsncludng culture, peer pressure,

leaders' opinion, and influencers pressure (Ibid).

M Which are also reflected in the indexes and controlled for later in the final

Mental Image prediction model as illustrated later in this study.

Thirdly, the organization's idetity and individuality particularly brand image,
product or service quality, price, social or environmental activities, marketing

strategies, and campaigns (Beigi, 200.444).

1 Which, basedonpr evi ous studi es, the researcher
independent variables predicting the variation of the dependent variable

of mental image.
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This, taking into consideration that CSR as a variable is a virtue of the
i ndependent variable of Alndividualityo, w

using valid irdexes presented by recent models of CSR.

Finally, corporate communication marketinghich includes employees working
conditions, advertising, mass media interpretations, word of moaitfl
information provided by competitors (Chattananon, Lawley, 200238). This

mix of communication marketing comprssseveral items that were enlisted under
reputation, competitive advantage, and customer satisfaction, that the researcher
used in her predictive model as predictors (ahthe same time, as outputs of
Mental Image). The reason why the researcher used outcomes of Ml as predictors
is that these factors flow back (as inputs) me@procal/circulawith MI; this was

confirmed by ElGaraihy & Mobarak2014) and Liat & Mansori, 2014 studies

Mansour(2004 p. 37-39) highlighted thatorporate mental image is formed from

an interaction of six elements

1 Brand image:it's a remarkable image for a compamgcludes the copany's
name, design, colors, étbid).

1 Products or service imagegroduct quality, priceand the ability to fulfill the
individual's needs (Ibid).

1 Management imagethe ability of an organization to manage its relations with

media, and stakeholders (Ibid).
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1 Employees imagethe attitude of employees, politeness, conducts, appearance,
and comptencies (Ibid).
1 Communication system efficiencyhe ability to persuade the audience and to
call for actions, this includes utilizing the proper time and the appropriate
communication methods (Sultan, 2011, p. 50).
1 Corporate social responsibility programghis element has a significant role in
ment al i mage formation as it reflects the

with the community (Zaidan, 2016, p.-28).

Additionally, the researcher found thamental imageis composedof three

dimensions/components:

1 Cognitive componentit's the tangible properties, and actual knowledge or
information about something or someone, notably, this component is
considered the base for mental image formation, so any misleading
information, will compose a negativemage (AtKurdi, 2014, p. 45).

1 Emotional component: this component is related to the individual's
tendencies, interests, and emotions towards something (Zaidan, 2016, p. 18).

1 Behavioral componentpeople's behaviors reflect their mental image, and this

image can be used to predict intended behaviors (Zaidan, 2016, p. 18).

It is worth noting that this study reflected Ml asa whole component without
segmenting it into a clearcut behavioral, cognitive, and emotional

component as presented byAl-Kurdi (2014) and Zaidan (2016) The study
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aimed to analyze the variation in the dependent variable of Ml aa whole
component,and not to analyzethe variation on the basis of these components.
Nonetheless, the researchebelieves that this would be a fruitful topic to
tackle in future research to measure the extent to which these componseiféll

in line with each other.

These factors are deduced based.eblancstudy (1995) who pointed out that

corporate mental image is composéd

1 Corporate identity:the companyg visual features for instance; name, logo,
symlolism, and physical environmeritgblang 1995)

7 Corporate individuality:i t 6s t he fAcompanybds philosophydod
including servicesdéd quality and price, (
integrity and reliability(Ibid).

1 Physical environmentc onsi sts of the companyds propet
designsand features (Ibid).

1 Service offemg: this element indicates the availability and variety of services.

7 Contact personnelthis element is wy critical in forming corporate mental
image; hence, employéeattitude must bdriendly, courteous, caringand

competent, to attract and satisfy the customers (Ibid).

Based on Leblanc (1995) elementdyvilaite and Daubaraite (2011, p. 538)
developeda model to explain the formation process of corporate mental image as

follows:
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Corporate : : Corporate mental
individuality Corporate identity image
AService AlLogo, name, and AFinancial performance
AQuality and price symbolism AEmployees
ACSR E:> APhysical environment [ AConsumers
APersonnel contact ACorporate AMass media

Alntegrity and reliability

communication

Figure 2: Corporate mental image formation process (Virvilaite & Daubaraite

2011, p. 538).

This model constituted the basis upon which the fiest ofthe analysis (the input

phase into MI) was based; i.e., toaes the following suluestion

1 To what extent do CSR predics in the formation of the Ml of Jawwal,

while controlling for findividuality and identity o

Grunig two-way symmetrical modd

This model is one of the efficient models to practice the right public relations, as

t he

feedback; i

organi zations i
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interests; hence through this model; the organizations achieve mutual benefits

(win-win relationship); and establish long term relationships with their audience
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(Porter 2009 Grunig 2002;Grunig 1984). However; some researchengjuethis

model; it is chalenging for oganizations to practice the tweay symmetrical

model in many instances, consequently, Murgh991 p. 127 introducedthe

Ami xmeod i ve swmbhdadanbites both twway symmetric and asymmetric

models in one model in order to creadguilibrium bet we en publ i csbd e
organi zationsd® power i n parall elwnwith prom

situationg(Dlamini, 2016 p.3738).

In connection with CSR; CSR is considered to be a communication strategy that

intended to promote strategic arslistainable longerm relationships with

consumerslow, 2016 p. 57; ldowu &Louche, 2010p. 27), several researchers
emphasi ze that CSR strategy is the company
towards the publ i (EreetnaniB84epd4b; Waad,d 991, p.t er est s
695, hereinafterthe researcher found th@SR has emerged fronGrunig two-

way symmetrical model; forasmuch as it attributes to achieving reciprocal benefits

for the company and its audiences.

In essence, the researcher used thislehto understand the mechanism under
which the organizatiopublic relation, in the context of CSR, operates. Therefore
she -through an interview with the head tiie PR department andaRel -

investigated the followinguestions

1 What channels d@sJawwal use to communicate with beneficiaries? And
how important is it for Jawwal to adapt their CSR activities in accordance

with the output of dialogue withthem?
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1 What Jawwal expects from this tweway symmetrical communication

process?And how to does influece the Mental Image of Jawwal?

Precisely; CSR activities are considered messages from the corporate; which

received byaudiences through media, word of mouth, advertising methods, or

directly from the company; ultimately this process may havinpact (Eedback)

on the company@GandMic,onsemetr adhi qprer cepti ons,

i mpact on t haeingUidkele20l6® 4$.0 wel |

Corporate Social Responsibility (CSR)

Over the last decadeSSR has evolvedn most organizations; particularly the

light of the digital era, globalization(Raynard, Forstater, 200®. 8) and the

i ncrease of c o rosamvimenmenidl, ethiwad, rared nsecmlsissues
(Idowu, Louche, 2010p.29. Thereby, when companies take advantage of CSR,
they will be able to establish strategic based relationships with consumers,
community, and government, enhance the reputation and corporate image as well

(Low, 2016 p. 57;ldowu, Louche, 2010p. 27.

Notion

Clearly, CSR has been illustrated from different perspestias it spans from
voluntary activities reaching programs that protect the environment and social
welfare (Lindgreen, Swaen, 2010As for the World Bank, CSR is a set of
activities and actions that contribute to sustainable developri\&fatld Bank

report, 2005) Whereas th&alestinian Central Bureau of Statistiefined CSR as
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a strategic approach to achieve corporate goals in parallel with improving
community wellbeing(PCBS, 2009) However, World Business Council for
Sustainald Development (WBCSDR2003) defined CSR ashe continuous
commitment of organizations to act ethically amgbroving the quality of lifefor

the workforce andthe customers as well. Rosamaria and Rot#91Y p. 533)
described CSR as the art of doing well to the commuAidgitionally, Hopkins
(20161-29) clarified CSR features as following; first of all, a corporation must
treat stakeholders in acceptable norms and ethically, secondly, to be financially
and environmentally responsible, thirdly, to have integrity, and finaiyhave

partnerships with society to achieve sustainable development.

Emergencé

CSR roots extend before World W#r (Bowen, 1953, p. 6) when Mahatma

Gandhi in the early ZDcentury put his pressure on the Indian industrialists to

exhibit their responbility to the community; either through donations,

investments, and provision of essential services such as schools, or hospitals

(Mohan, 2001 p. 11Q. However, business leaders and stakeholders started to

emphasize CSR during the 1950s, especially dfier release of Howard R.

Bo we n 6 s Sotiab ResponSibilities of the Businessmani n 195 3, i n whi
CSR was defined as the obligations of businessmen to make desirable actions for

the society(Bowen, 1953 p. 6. In 1958, Levitt {958 defined CSR asadions

® Appendix (§includes a summary table for the CSR definitions and models
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that make good economic sense in soodiety( p Whild \Walton(1967) identifies

CSR adihe intimate relationship between the corporation and society p . 6 )

Models

Following those theoretical definitions, the Committee for Economic

Development (ED, 1971) has elaborated an approach to outline CSR dimensions,

It is known as fthr ee coaenncledest theibasicci rcl eso
responsibilities for economical functions, gaining profits, and supply the

customers' needs and wants. The inesfiate circle outlines practicing economic

operations ethically, obeyinte law, social values, and culture, as for the outer

circle, it contributes to solving community issues such as environmental, social, or
philanthropic. Therefore, this model consel® CSR dimensions integrated and

shouldnotbe separated (Ibid), as shown in fig(@ebelow:

1- Inner circle:economic functions
2- Intermediate circle awareness o
values and norms

3-  OQuter circle:social issues

Figure 3: Concentric circles model(CSR CED, 1971)
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In this context, the researcher investigated:

1 How Jawwal set the criteia to implement their CSR activities?
1 What is the priority of Jawwal when setting up their goals for CSR
activities? Do they focus more on economic factors, valyeand norms, or

on the societal issues facing the Palestinian community?

Afterward, some researcherscriticized the "corporate social responsibility”
concept, since it imposes accountability and obligation on the organizations,
hence; Sethi (1975, p. 59) suggested the "social responsiveness” concept, which
implies for respondindo social demads, and not only performing purposeless
activities. Accordingly, Sethi (1975, p. @2) classified CSRinto three
dimensions as follows: (1) social obligation; encompasses obeying laws and acting
legally, (2) social responsibility; indicates that a compawongt respect community
cultures and norms, (3) social responsiveness; contributes toisgtdynmunity

needs, social sustainability and letegm role.

1 In essence, Sethi (1975) added the social responsiverfastors, which the

researcher incorporateda s ésbDa wwa | consider the O6curre

the Palestinian society when setting

Furthermore, a model was developbyg Freeman(1984 p. 435 called the
stakeholdermodel/theory, itis derived from the corporate social resgbility
conceptpusinessthics, and strategic management. Freeman (1984, gefifed

a stakeholder as "a group of people that can affect or be affected by an

up

t
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organization", it includes customers, suppliers, shareholders, employees, media,
government,and community. The main concept of this theory is that an
organizationmust encounter stakeholders needs and interests in parallel with
gaining profits, in essence earnng maximum profits in conjunction with
implementing sustainable programs ftine comnunity, or related tothe

environmendl, social,or philanthropic issuefFreeman, 1984, p. 47).

1 This theory goes inline with the previous question about vhat Jawwal
expects from this tweway communication process? But theesearcher
here focusedmore onthe monetary/profit-making side of the transaction.
Me a ni n gs, Jawival @xpectto increase their profit by investing in

CSR? Is it the main goal of their contrib

On the other hand, Carroll (1979, p. 500) exemplified that &Sf®mposed of

four components; economic, legal, ethical, and discretionary responsibilities. In

1991 Carroll arranged these components in a pyramid, startingh&igtonomic

dimension at the base of the pyramid, then legal, then ethical, and philanthropic

dimension at the top of the pyramid (Carroll, 1991, p98Y, as illustrated in

figure @). Economic responsibility implies producing goods and services that

meet the needs of stakeholders, shareholders and earn profits. Legal responsibility

indicates follvi ng t he rules and obeys the | aw. Et
no har mo, and fAbe good t orespohswilitissaefer et y 0, w h

to charitable activities, which involve enhancing society's wellbé@mran,

2015 p. 2162. Table 8) summarizes the definitions of Carroll Pyramid.
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Philanthropi
dimension

Ethicaldimension

Legaldimension

Economic dimension

Figure 4: Carroll Pyram id of CSR (Carroll, 1991, p.96)

Table 4: CSR dimensions and defiitions (Carroll, 1991, p. 99

_CSR Definition
dimensions
. Indicates for providing services/products with
Economic : o : .
Di . reasonable prices and gaining maximum possible
imension .
profits.
Accomplishing the company's goals and
Legal o . . :
: . objectives in compliance with governmental,
Dimension o
organizational, and employment laws
Ethical Respectingthe communi t ydés cul
Dimension standar ds, and minimizi
. . Maximizing "goodness", this dimension is related
Philanthropic o ) )
: . to the voluntary activities that contribute to social
Dimension : et
welfare and improve qualityf life.
However, Car r ol | 6s py r a onticted fora sanking etree v four y

components into a hierarchal model ascending from the most to the least essential
component, also, this model overlooked any possible relationship between the four
layers ofthe pyramid(Wood, 1991, p. 692 Furthermore, critiques were directed

against weighing CSR di me nhe coosideredniatn Car r ol |



55

CSR is composed of separated components and not integrated, so a company
would endorse and focus on onenmgmnent, and neglect other components

(Woo0d, 1991, p. 695)

Another framework was constructed to interpret CSR in the early 9Bkington

(1994 p. 9192 cal l ed tripl e bottom I|line (TBL),
interfaces financial (makingrofits), environmental planet), and socialpgople)

dimensions to achieve sustainability. Thus, it can be summarized in one sentence:

an organization must consider and balance between three components; the
employees and people's stake, making profits, and envirdamissues. TBL

approach has a competitive advantage over the companies, first of all; it addresses

the needs of the community, environment, and employees and integrates with the
external community, in order to solve present environmental and sociaé.issue
Secondly, it increases the customer's acceptance, and company credibility
(Sridhar, 2012 p.74. Thereatfter, Carroll and Schwart2003 p. 505507) had

transformed the pyramid model into a Venn diagram to assert that CSR
dimensions areonsolidatd anddependent on each other, this diagram consists of

3 dimensions, economic, legal, and ethical, ending up with seven areas as
illustrated in figure %). Noteworthy, the philanthropic dimension has been
omitted, some schol ar ofthe ethicalrdimensiotngadd t hat as

for others, it's an integral part of the corporate strafelgyshey, 2018p. 75).

In 2002, Lantos 24002 p. 34) has proposed that CSR is composed for three

components, ethical CSRJtruistic CSR and strategic CSHEthicd CSRmeans
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being ethically, and morally responsible for individuals and stakeholders; it
enfolds obeyingthe law and avoid harm to the public. Altruistic CSRis
equivalent to the philanthropic component in Carroll pyramid (1991), this
component indicatedulfilling the gaps and needs in the community. While
strategic CSRpoints out ercuting philanthropic activities that serve both the

community and the company (wimin strategy).

Meanwhile, Jonh Meehan, Karon Meehand Adam Richards (2006, 3393)
proposed -SSBRon3mbdel , they framed CSR as
embedded in the organizations' strategies and success rather than putting a burden
on them. This model encompasses 3 ingdated elements (Meehan, Richards,

2006, p. 39893) as follows

1 Ethical and sociacommitments this element embraces legal, ethical, and
economic responsibilities, that is to say; adherence to ethical standards, acting
legally towards stakeholders, emphasizing Wargn profits, building
credibility, positive corpate image, and reputation as well (Ibid).

1 Connections with partners in the value network: this entalisstakeholder
approach; in brief ensuring mutual benefits and adding values for the
organization and its stakeholders (lbid).

1 Consistencyof behavior: réers to compliance with the behavioral, ethical, and
legal values, aiming to maintain customer loyalty, and to shape up corporate

identity and brand (lbid).
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These three elements are set into a Venn diagram, arising four intersected areas

illustrated in figure @) . The first ar eaaveak GaBayemeree f i ci t 0 r
system and | ow assurance standards, t he se
an organizationisprofib r i ent ed, whil e the third one #fs
alimitation in the operati n a | focus. I n sum, these defici

in the firmbébs management and operational
shaded arean CC (cor porate <citizenship)o, means
balance between the 3 Cs, and so the comparan find their position in the

community (lbid).

Commitments .
CSP deficit

CSR deficit
Stakeholder deficit
Corporate citizenshig

o

Consistency

Connections

Figure 5: Meehan and Richards 3GSR model (2006, p. 390)
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1 The researcher used Carroll model as a definition for CSR in this study;
however, due to the criticismtowards it; the researcher used Meehan and
Richard model to investigate how bothmodels differ from each other in
relatontoMl. Nonet hel ess; the researcher didnot
are the deficits in Jawwal 6s h@#deK strateg:

study in the future.

I n parall el with that, CSR is one of the
economic, socialand environmental issues to attain social welfare taking into

account community and stakeholders needs, trying to fill thsising gaps, such

activities have a significant reflection on the organization, as well as increasing its

competitive advantage, financial performance and enhance corporate image.

As for measuring CSR quantitatively, here are kg performance indicater
(KPI's), that indicate c¢ompan\Webérh 200fapr ov e me n-

p. 259, and there are five indicators:

1 Brand value: can be measured through cosiented, priceoriented, capital
value, brand value (Weber, 2008, p. Z5%).

7 Customer attraction and retention: can be measured through market share,
and repurchase rate (Ibid).

1 Reputation: can be measured using reputation indices (Weber,, 200856,
such as servicgdroduct quality, innovativeness, company's performance, and

others (Caruaa, 2000, p.46).
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1 Employer attractiveness: can be measured

per vacancy (Weber, 2008. 256.

through hiring rate, applications

1 Employee motivation and retention:can be measured through fluctuation rate

and absenteeism (Ibid).

Conceptual Framework

The concptual framework provides aaverarching framework o r the studyods

conceps, in order toconnect them with the studyods

Therefore, this section illustrates the definition and measurement criteria for the

accredited variables and thexpected variables that might interveie the

relationship between CSR and MI. Furthermore, this section clarifiesnogéh

in regardsto the Palestinan context, and Jawwal particularlhe table below

presents the type of variables either dependemdependentand also identified

from the relationship type; (1) moderator variable; which is the variable that

changsthe causeeffect relationship between two variables; (2) mediator variable;

the variable that comes between the relationship of tamabies; (3) control

variable; includes the variables that may have potential influence on the

relationship between two variables or m{Bgvaen, 2020)

Table 5: Variables type

Independent variables Type of variable
Corporate individuality Moderator
Corporate identity Moderator Mediator
Corporate mental image -
Demographic factors Control
CSR Moderator

Dependent variables

ob
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Corporate mental image Moderator
Customer sd sat Mediator
Repuation Moderator Mediator
Competetive advantage moderator

Public Relations

Public relations(PR) notion had been broadly discussed, Newsom and Haynes
(2013, p. 2€21) defined public relations as the art and science of analjaits)
predicting the fuire consequences, and implementing programs that serve both;
the audience and the organization itsélR has many functionshat canbe
reportedas following first of all, i t 0 s steategic @amnimunicatioplanning

with the public and media to créalong ternrelationships, build trusincrease its
competitiveadvarnage as well, andstablisha two-way communication approach
with them Grunig 1992, Parnell, Teruggi, 2019, p. 495 Notably, different
scholars(Hunt, 1984 p.52; Clark, 2000, p. 3J@oncurred thatorporate social
responsibility (CSR)programsthat aim to improvesocial well-being; are part of
these communication strategieSecondly, PR is considered amanagement
function tool for research, planningdecision making designing camgigns
(Grunig 2001, p. 1430); and most importantly,a tool for managingreputation

and corporate mental imaffeerguson, 1984. 165;Ritchy, Broom, 1997, p. 86

Effective public relationgequireproper communication practices and strategies
sincet 6s essenti al for the pr osagehddero f i nforr

such asustomerspotential customergrganizations, suppliers, creditorsgdia,
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etc., and internal stakeholdelke employees, ownersinvestors, etc(Oliver,
2004 p. 3940). In definition, communication is a set of actions tiatolve
exchangingnformationei t her it dés written, visual, or
partiesthrough channsl(Stobieeski, 2019)Grunigand Hunt(1984) identified 4
models of communication in public relations, namely; press agé@mublicity);
public information model; twavay asymmetrical model; and twaay

symmetrical model.

The press agentrgnd the public informatioomodek arefeatured as oneay
communicationprocess (sendeeceiver);on the one hand; in the press agentry
model; the practitioneusually presents incomplete, selective, or partially true
information; hence it has been linked to propaganda and manip(tiong
1984) While the public informaton model purposes to publish honest
information, and to provide the whole pictytbid). The twoway asymmetrical
model;is a closed communication systeraferred to as scientific persuasiom,
other words, the practitioner advocate and manipulatentimence on the
audiences to act as t he o(Grgregn20@@2)alh i ons 6 de
regards to the twavay symmetrical model; considered an open communication
system; as itpromotes honest and respectful dialogserves both the

communicatorand the audiences, and ach®aavinwin situation(lbid).

Nowadays; most telecommunicationcompaniesexert their optimum efforts to
employ well-developed communication strategiés;acquire the desirethental

image, reputation to sustain long term ref@nshipswith the audience; and to
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achieve legitimacy; since theswe key elements fothe ¢ o mp a sugcéss

(Parnell, Teruggi, 2019, p. 4P8PR department exerits optimum efforts to

deliver the right messages, to the right audience, at the timplarelto enhance

thebrand or companyds reputatiornPamneind refl ec
Teruggi, 2019, p. 4B. Accordingly, manycompanies embraceorporate social
responsibility ( CSR) progr ams as a part
strateges; such; as evidenced by many studmes/ea significantpositive impact

on; (1) corporate mental imag®okania, 2016Gudjonsdottir &Jusubova, 2015

etc.) (2) reputation(Kandampully, 2007, et5.(3) consumer gNabilsat i sf act
2012;Batayneh &Damor, 2015Choi, 2013,etc); (4) and competive advantage

(Nazzal, Omar, 2011)

CSR and Corporate mental image

Most recent stuais (Mandina, 2014, p.155; Shin Bhai, 2014) discovered that

CSR activities have a significant positive impact on compaagst's used as a

tool to ease achieving corporate's goals and objectifas,instance, CSR

positively affecé on corporate imagegreates positive feelings in individuals

towards the compangnd enhances attractiveness level for consumers which

indiredly creates favorable reputation, improves employees performance and

allegiance, increases competitive advantagen d infl uence on C 0N S
behavior which include@berseder,2013) (1) consumersod purchase
loyalty, (3) satisfaction, andt) trust.All in all, a company thaéncompasseSSR

in its strategicplan, will touch the tangible impact and maintain its lgegnm
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sustainability Ho we v er , t heredre confoundtong facto

forming a corporate mental image, specifigalemographic factors such as age,
sex, marital status and educational level, services/ products quality, customer
awareness of CSR activities, employees and organization behavior, media

coverage and influencegslandina, 2014p. 156).

Reputation

Aforetime, some scholars thought that corporate mental image and reputation were
synonymougGotsi, Wilson, 2001)afterward, different scholars proved that they
are two distinct concept&Chun, 2005 Walker, 2010; Shamma, 201 2lthough

they are interrelatedas many scholars evidenced that corporate mental image is
the antecedenfactor for reputation(Martinez, 2014 Walker, 2010; Shamma,

2012. In definition reputation ighep u b | estimatiénof the companyver time

(Johan, Noor, 2013, p. 1283 r tité&sconsumer s6 subjective e
organi zationso behavior and the quality of
2010,p.368).Wer eas corporate ment al i mage is th
mind about a company. Two things differentiaterpmrate reputationrém the

corporate ment al i mage,; first, it 6s mor e

second, itds composed over a | ong period
corporate reputatioand corporate Ml are tweciprocatedrariables(El-Garaihy,

Mobarak, Albahussain, 20L4Reputation has a significant impact on companies;

since it influenceso n ¢ o mpcanmpgtive advantage, and financial

performancgSaeidi, Sofian, 2015)
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Corporate reputation care measuredy quantifyingthe following seven drivers

(Agarwal, 2014 p. 500:

1 Products or services quality.

1 Workplace culturewhich is reflected by employéesdtitudes.

1 Social responsibility; which means being environmaity, and socially
responsible.

1 Leadership and visionjndicate to the effectiveness of management, and
clearness of mission and vision.

1 Performance and gaining profits.

1 Trust

1 Emotional appeal.

fInrol e behavior; i ndicates for customer so

1 Extrarole behavior; positive word of mouth, and recommending the contpany
friends and relatives.

1 Corporate identification; sharing the same values with the company.

Cust omer s o Sati sfacti on

Customer satisfaction is known as the overall evaluatioaspiecific product or
service; and i f the cumtteannefrgeab, pecg,pect at i on
and needs. Someonsideredit asa fAbar omet er t hat predicts
behavior i (Khadk& & Mahanjan,u20k p. 4. Satigaction can be

measure throughhe following; (1) meeting the custonmgerd@xpectations and



65

needs (2) price and quality; (3Joyalty and purchase intention&hadka &
Maharjan, 2017 p . 15) . Customersdé6 satitefaction I
mental image and o€ versa; so these two variables shareinterchangeable

relationship Batayneh & Damor2015 Khadka & Maharjan, 2017

Competitive advantage

It is defined aghe positive features that give the company superiority over its
competitors (Porter, 1998, p. 83®ignificantly, companies with high competitive
advantag&have a good reputation vhi in turn influences positively on creating
positive mental imageAgarwal & Osiyevsky 2013). Competitive advantage is
measured through the following indices; (1) price and quality in comparison with

competitors; (2 o mpany 6s i nnov amarket(klgaraipy32014and t i me t

CSRin Palestine

In Palestinethe CSR concept has appearad 2005, despite thjSCSR programs
still controversial;as some companies conducandom philanthiopic activities
such as donatintp social institutons ormarginalizel groups other companies,
however, implement prograntBat contribute to social welfare, as a part of their
strategic plan(Khalidi, Saadeh, 2019p. 46). Since Palestinians face bad
economic, politicgland social circumstances; tRalestinianMinistry of National

Economyenactan obligatory law for private companies, to expeh%e of the

wSLlzii GA2y > OdzalG2YSNBRQ al dAaFTlOlAzy

YR O2YLS
fFaSyd OF NASNM SO2yFa daX NEEQ &dza G Ay 6AE A
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annualnet profits on different CSR aeiiies and programsas an encouragement
approach to the private sectordecome a partner in social sustainability process

(Khalidi, Saadeh, 2019. 39).

CSRPrograms for Jawwal

JawwalCompany(Palestine Cellular Communications Company) was founded in
1999, and it os o0 n ePaltel f{Group. Hne 2005, uthe ssoceli ar i e s o]
Responsibility department was estalfsid; since th&roup's aimso givebackthe
socal activities and programshat ease the hardships experienqgag®moting
sociceconomic developmentand making holistic changes the community
(Paltel Group, 2019)One thing to add, Paltel Group signed the Unitedddat
Global Compact agreeme(fRaja Khalidi, Eman Saadeh, 2019%hich forms a
principlebased framework for businesses to adopt sustainable and socially

responsible activities and report them annually (UN Global Compact,.2019)

Jawwal @mpany implements various CSR activitiesVest Bank and Gaza Strip

trying to target alithe communitycategoriesfurthermore, it allocates 2% of the

annual net profits for CSR prograniiese programs include developmental and

sustainable pigrams, supportingthe Palestinian football teaf Al f i dadeed and
various local basketball gamesromoting health and clinics establishmentsn

marginalized areassupporting women empowerment organizatiorss well

sponsoring different activities and cordacesin universities or ministries and

others, advocating small enterprises implementing leadership and
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entrepreneurship programs for fresh graduates and youth for example "Go
Professional” program which aims to improve skills for graduaes, most
recently, conducting social media campaigns to increase awareness of preventing
"Corona Virus", such as posting heattiated posts on social media platforms,
and allocating phone application to facilitatéearning for students, exercising

and even entaining gamegJawwal, 2019)

Variable model

To conclude, CSR is a broad concept that has been defined from different
perspectives; in short; it can be defined as an integrated part of the firm's strategic
plan that involves aconsistent commitmento social, environmental, or
discretionary programs and covering the missing gaps in the community,
concurrently with achieving firm's goals and gaining profits ethically and legally.
CSR programs have a great impact on corporateahiemhge, whichs defined as

the i mpressions and f eel owardgsssontetbimgdor i n
someoneDespite the significant impact of CSR on corporate dher factors

contribute toMI formation.

Hence, this study looksnto to what extentCSR activities (as independent
variables) predict the variation in corporate Ml (as a dependent variable)
formation process; and to whextentcorporate individuality, corporate identity,
and the demographic factofas confounding factorgredict the wariation in the

corporate mental image of Jawwal. Further to that, it investigates the degree to

t

he
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which corporate mental image (as an independent variable) predicts the variation
in customersd satisfaction (as a dependen
customer satisfaction shape its reputation and its competitive advantage while

controlling for the relationship between reputation and tiepatitive advantage.

Figure @) demonstrates the study variable model.
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CHAPTER
I

RESULTS AND FINDINGS
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This chapter presesithe results aihe surveyaralysis, the irdepth interviewand

the answer$o theresearch questiorsnd hypothesé$

Before answering the study questions and objectibetow is displayed a
descriptive analysigor the majorvariables in the studyCSR activities, M,
reputation, satisfactigrandthec o mp a comgetive advantage. The following

graphs present the mean value fartajor variable; organized ascending:

45 -
4.0
3.5

29 3.0 3.1 29

3.0 - 2.5

2.5

2.0

1.5 -

1.0 -

0.5 -

0.0 T T T T

CSR economic CSR ethical CSR philanthripic CSR legal CSR total
CSR dimensionsCarroll Model

5.0 1
4.5 -
4.0 -
3.5
3.0
2.5 -
2.0 -
15 4
1.0 4
0.5 -
0.0 -

3.1 2.9

CSR commitment CSR connection CSR consistency CSR total
CSR dimensionsMeehan & Richards Model

Figure 7: CSR dimensions' mean value€arroll vs. Meehan & Richards Model

°The hypotheses testingnd bivariate resultare shown in appendi®6(& 7).
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Purchase intention 2.6
Satisfaction 2.6
Loyalty 2.8
Competitive advantage 2.8
Reputation 2.9
CSR 29
MI 3.1
Individuality 3.2

Identity 3.2

0.0 0.5 1.0 15 2.0 2.5 3.0 3.5 4.0 4.5 5.0

Figure 8. Mean values for the major variables

From the figures aboyéhe researcher concludes that the economic dimension and

the connetion have the least satisfaction level, where CSR legal and consistency

have the highest; however; the last two are not reliable as they are cormposed

two statements only. As for figure (8); the identity and individuality variables have

higher satisfadbn levek from the communityAnd that the current Ml for Jawwal

equals 2.9 whiclis considered above the averaBegarding CSR activities, it has

a below medium satisfaction level; this may be due to the inappropriatef us
communication channelsamldo | s by the company; hence, th

know what are the actual implemented CSR activities that Jawwal does.
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In-depth interview Analysis

Thein-depth interview with Mr. Ahmad Abu Aliaa answered this questidd o w

does Jawwal employ CSR activiegs? And what is the impact on the
company?o0

Themain themes that the researcfomusedon are as follows

Criteria for implementing CSR activities

Jawwalis constantly conductinGSR activitiesn the West Bank and Gaza Strip

based ornhetargetgroup;targetsectorslit aimed to targetvarioussectors such as

health, educatig and spou sectors, and different target groups as wedluding

children, women, students, municipalities, people with disabilities, small
organizations and startup projectslawwal focuses to implement sustainable

programs and activities, to improve the commusityell-being; such programs

i ncl ude -AinNaoloor wthli ch assists hospi-tal s, S ma
Usrao organi zati on t o use svodnmental panel s i
contamination and reduce the electricity cost.

Moreover, other programgarget small businesses for women, youth, startups

projects and entrepreneurshence this will enable them to sustain their

livelihoods. Furthermore, Jawwal performs C2Rtivities that target universities

and colleges students who need financial assistances; recently, Jawwal allocates

specific program that aims to assist in particular vocational students; such program

is aligned with the AStErdautceagMinstryof an of t h

Education, 201-2022).
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Jawwalexerts its optimum effortto involve all the community categori@s its
projects;in order to achieve the maximum benefits ioe community members
so in each phase or projedt tries to targetdifferent segments and parties.
Meanwhile; it focuses on performing sustainable projects that havetdomg
benefits onthe community and individuglsvhich lie underthe philanthropid
connectiondimension,andthis was ascertained by the results of go@ntitative

survey, as the philanthropic/ connection dimension occupied the second rank.

Consumerso6 needs

Jawwal performs annual research in order to analyze the community needs; and to
keep itself on track with the utmost gaps and needs that the coprmenitbers

have; in addition to that; it evaluates the implemented programs and projects; to
determine the level of achievement, weaknesses, strengths, how the beneficiaries
interact with these projects; and if these project would be sustained or not.
Moreover; Jawwaladoptsi t s acti vities to match and
however, when the consumers were asked

feedback in the survey, the agreement rate is on average (2.8).

The importance cdiccommodatingcSR ativities

Jawwal uses various communication channels in order to reach all the community
members and understand their point of views, opiniand needs; for instance, it
uses social media platforms,r adi t i onal medi a, and ut.i

anaytics. In this regard, Jawwal defm¢he community needs arichplements

me e

abo
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CSR projectsand this wasn a senseverified by the survey results sintee

individuality section in the survey gets an average result of 3.2 (medium).
Jawwal 6s exp&SRpgragamsons from C

Jawwal implements CSR activitiés give back the soai activities and programs
that ease the hardships experienggemot sociceconomic development and
make holistic changes in the communityHence, it aims to improve the
communitys well-being, and to attaira positive mental image and reputation
which in turn enhances its financial performaimegirectly; howevey this is not
the main goal of CSR activities as the interviewee.daidther wordsthrough
CSR activities, Jawwal can acheatwo-way communicatiorcycle, starting with
understanding the community needs; planning, implemenémgluating these

activities; and getting feedback from the coumity, and so on.

Survey Analysis

Study Question 1 Wh a t thesrole of corporate socal responsibility in

enhancing the mental image of Jawal among Palestinian consumers?

In order toanswer this questiorg bivariate regressiotestis used.Such test is
used to predict how one variable contritedaed predict another one. The higher
R?is, the higher the prediction levehly if the p-value is< 0.05; additionally, the

highertheT value is, the stronger is tipeedictor is(Salkind, 2010p. 5.

The results shovthat the CSR variable explains 0.706 {Rof the variation of

J a ww Ml (he dependent variable) withn & (1,246) = 595.1, p.<0.0#hich
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means that theelationship is significantMoreover, the Beta coefficient value
indicates thathe increase in CSR variable in one unit leads to an increase of 0.841
of the MI (independentvariable). To sum up t hereds a strong S
relationship between CSR and Mihe reasons behind this result may be due to

the enhancementinh e cor por ate reputation, i ncreasi
and loyalty which in turn lead to anincee@ i n the companyés ¢

advantagéGudjonsdottir, Jusubova, 2015; Murombedzi, 2014)

Meanwhile,all the CSR components hawesignificant relationship with Mias
shown in table5, and all the entirecomponents sharsignificant R* values
however, the ethical component has thémest T value, which means its
contributionlevel to Ml is greater than the others; and the increagbdmrthical
CSR activitiesin one unit leads to an increase of 0.381 of the(B#ta value);
which is also greater thathe values of othersFollowed by philanthropic
activities, legal activities and the least is the economic compomnbatreasons
behindthe higher contribution othe ethical componennay be due to the positive
sentiments andhe feeling of trust and rgeect formed toward the company,
likewise Virvilaite and Daubaraitestudy (2011) such studyfigured out that

t h e a positwe relationship betweethical CSR and M) andlower contribution
of economic omponent(WenShinn Low & JengDa Lee & SooMay Cheng,

2013)

In regards to Meehan and Richard model; CSR commitment has the highest

contribution level; as its T value is the highest; CSR commitment equals to CSR
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economic, legaland ethical components from Carroll Model; hence this result is
similar to the previous studies results (W&hinn Low & JengDa Lee & Soo

May Cheng, 2013)

Table 6: Multiple regression'* results for CSR components and Ml

Variable | R? | df | Betavalue | F | T | Sig.
Carroll Model Dimensions
CSR economic 0.689 230 0.171 129.458 3.428 0.001
CSR legal 0.691 230 0.188 129.458 3.342 0.001
CSR ethical 0.692 230 0.381 129.458 5.635 0.000
CSR philanthropic 0.691 230 0.217 129.458 4.109 0.000
Meehan and Richards 38R Model
CSR commitment 0.699 218 0.613 166.275 10.96 0.000
CSR connection 0.699 218 0.104 166.275 1.363 0.174
CSR consistency 0.699 218 0.188 166.275 2.756 0.006

Study Question 2 What are themain factorsthatc onst i t utMI? Jawwal 6 s

To detect t he main f act oarnuiltiple hegréssion onst i t ut
modelwas useds it provides a deep understanding for the formation process of

corporate M) and determins the contribution levebf each factor involves in

building MI concomitantly however, beforeanalyzing the multiple regression

modek, multicollinearity must be tested; in order to detect the variables that have

al i near relationship between each other, tF
accurate results(Allen, 1997 p. 176180. T o determi ne whet her

multicollinearity, the researcher examingdeVI F v al ue; i-499,i t 0s bet v

' The value of Rn this table and in the following tablesfers to adjusted R
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thereds no mul ti coll1D0,ithere @ multicojheaityj andifi t 6 s bet w
ités above 10, there is high multicolline;:

values.

Table 7: VIF results - Multicollinearity test

Variable VIF value Multicollinearity
Sex 1.155 x
Place of residence 1.127 %
Occupation 1.224 %
Level of Education 1.137 X
Marital Status 1.088 X
Salary 1.181 X
Identity 5.478 V
Individuality 5.078 V
CSR 3.474 x
Reputation 5.576 V
Satisfaction 5.005 V
Competitive advantage 7.148 \%

To solvethe multicollinearity problem inthe regression model; PCA statistical

treatment is usually usg@llen, 1997 p. 176180); in which the variables with

high colinearity are merged and unified to produce one varitdize represents

these; in this case; reputation, satisfaction, and competitive advantage are unified

inone vari abl #4ermconaumefsl sfulsotnagi nabi | i tyo. Li ke
and individualityv ar i abl es ar e wuni fi eldetablabelow fcor por a

illustrates VIF results after applying the solution.

Table 8: VIF results after applying the solution

Variable VIF Multicollinearity
Sex 1.001 X
Age 1.007 X
Place of residence 1.002 X
Occupation 1.004 X
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Level of Education 1.013

X
Marital Status 1.004 X
Salary 1.000 X
Ideology 3.477 X
CSRcommitment 3.703 X
CSR connection 1.822 %
CSR consistency 3.250 X
long-term consumerg 3.337 X
sustainability

Therefter; the researcher tested foultiple regression model; and from the table

below, we conclude thanhone of the demographic variablean significantly
predictorcontribut e t o J dhe nataohalitysfor thidse results mbag due to

the similaritis inthepar t i ci pant sid otleehwords enbseafhes t i c s
respondents are married, live in the city, educated, emplayetfheir salary is
above t he averaageto haveoa signifiéast cohtobgtiornc

Addi tional | y, préssions anderperieme aresmich imane related to

MI than demographic factors as concluded by several stugkagi, 2014

Mansour, 2004).

Regardinghe remaining variableslthough they share the sam&wRlue, and all
the variabls have a significant cmt r i but i on | evel; thereds a

contribution asan beconcluded fronthe T value andBeta valueas well

1 The corporate ideologyariableoccupies the highesthe results show théte
CSR variable explains 0.985 {Rof the variation of dwwal 6 s M (the
dependent variable) withn F(1,246) = 1049.3, p.<0.0b value(42.0), which

indicates theredbds gr eat eandthehighestBetabut i on an
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value 0.692, such result meanthat the increase in one unitiWlead to an

increase in 0.684of the MI. Thereby, these results can be owedthe

attribution in forming positive expressioasn d t hought s isn cust ome
and creating the corporatebrand image(Abratt, 2012). Additionally, as

ideology comprisess er vi c e s 0 ualty, encplyeea petsongehnd

company o0 s this mteams thda iynportance of thesmariables in

forming MI, percéving and judging on the compangs approved by various

studies (Beigi, 2014; Virvilaite, Daubaraite 2011

Regarding the longermc ons umer s 0 , it preditts0i9O8bqMA)iofl i t vy

the wvariation of Jawwal 0s anNF(1,246)t=h e depenc
1151.Q p.<0.05 T value (42.0); hencet shares a high contribution level as

well; since it has a T value equals20.01Q a Bvalue 0f0.323 The long term

customer sd6 sust ai n adbredutatiory is thehautcomef i S c o mp o ¢
consumer s o review and e priad and gualiyn based
employees attitude, CSR activiti€Szwajca, 2018) consumer sd6 satisf
fulfilling their needs to meet their expectatiof&aeidi, 2015; EGaraihy, &

Mobarak &Albahussain, 2014). These elersamntribute to sustaing long-

term relationships with consumers and attairtiivegn as loyal @nsumers

As for CSR activities the connection compont (philanthropic) predicts

0.985 (R) F(1,246)=276.7.<0.05 it shares thenighest prediction level to

J awwa |l dnscompHrisonwith CSR consistency and commitmgeras

illustrated in chapter II, philanthrop@ SR means #Agoodwill o0 acti
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includes conducting programs thatincrease the individual livelihoods;
programs for marginalized groupdor example, women, people with
disability, children, students, and programs for entrepreneurs and new projects.
And this component matches well what is mentioned in the interview with the
PR expert.CSR connection activitiehiave a great impact on enhancing
corporate reputation, generating positive feelings and impressiorigein
publ i csb

mi thelcensumdrs réatisfactios andahaviorwhich in

turn | ead to an increase in(Hwadmg company

2020)
Regarding the commitment (legal, ethical, economic) and the consistency
(sustainability) components, theyod 0 t

predict i n t he MI

consumersodo do not know e,amethidahaspectsout t he

that the company practices, as well as the long term programs that Jawwal

sustain, this may be a gap in the communication process that Jaasval

Table 9: Mul ti ple Regression model with J
Variable R® df Beta F T value Sig.
Sex 0.004 194 0.001 1049.365 -0.057 0.881
Age 0.985 194 0.015 2547.416 1.679 0.095
Marital status -0.063 194 -0.013 2131.131 -0.919 0.220
Place of residence | 0.060 194 0.014 1829.006 1.437 0.152
Income -0.119 194 -0.019 1600.510 -1.749 0.145
Occupation -0.005 194 0.000 1421.989 -0.008 0.994
Education 0.04 194 0.009 1273.022 0.914 0.362
CSRcommitment 0.523 194 -0.17 115051 2.256 0.125
CSR connection 0.985 194 0.022 276.147 1.863 0.029
CSR consistency 0.612 194 0.891 1829.006 0.010 0.313
Corporatedeology 0.985 194 0.692 1049.365 42.039 0.000
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Long term

consumers 0.985 194 0.323 1151.051 20.010 0.000
sustainability

Study Queston3How significant is the effect of J

customer satisfaction and competitive advantage?

To investigatei f t h eefatooidskip batweend a w w arnlendas imageand
customes Satisfation, andcompetitive advantagas well, a bivariate regression
analyss was used, and the results illustrifi@tthe M| variable predicts0.622(R?)

of t he wvari at i oactiom ({the dependet wmeiabke)d,248)=at i s f
408.300p.<0.05 T value of 20.2which means the relationship is significaAt

for Ml relationship witha competitive advantage, the results reedahatthe Ml

variable predict€.810 (R?) of the variation ofthe competitive advantagghe
dependent variablgl (1,246)= 1051.0p.<0.05 T value of 32.4which means the

relationship is significant.

The above results can be attributed to creating positive fe@imyperceptions

c ust ome r addevelopingh bond of trustbetween cosumers and the

company which increasethe spread ofword of mouth,enhanceshec o mpany 6 s
reputation and credibility, increaggec ust omer s6 | oyalty and sa
finally enhance the companyos foomaneegp et i ti ve

(El-Garaihy, Mobarak, Albahussain, 20Li&t, Mansori, 2013
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Study Question4Wh at i s the relationship between

mental image?

As many studies had revealed the relationship between MI and reputation is
reciprocated, which meansathboth affected each other positively. The results
figured out that when Ml is treated as the dependent variapledicts0.862 (R)

of the wvari at i o ntatienf(thetdépendentovaniabb®)fly2463= r e p u

1537.995.<0.05 suchresult meanghe elationship is significant.

Meanwhile, when Ml is treated as the independent variable and reputation as the
dependent variable, the reputatipredicts0.862 (R) of the variation of the Ml

(the dependent variable) F (1,246) = 153F.90.05 T value of 3.2, thus;the
relationship is significantReputation is the longer m cust omer s 6

eval uati on b as e dactiwtias; thishe@aborates nppsdive yniergal

i mage and percepti ons cantawiseliSewajcayZi8p mer s 6

The figure below summarizethe results of the study regression model.

J

revi e

mi
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CHAPTER
Y

CONCLUSION AND RECOM MENDATION
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This chapter summarizes the findingfsthe study focusing on the major results
arnd compare them with previous studies; also firesents the recommendations

for future development and actions.

Conclusion:

This study pointed out th&SR activities significantly predicbuilding corporate
MI, without controlling for confounding factorsthis result is similarto the
Murombedzi study 4014) and Chung study (2015)In regards to CSR
dimensionsthe ehical, Philanthropic, economic, and legal componaifitpredict

in building corporate MI, meanwhileghe ethical component habe furthest
contribution levelaccording to Carroll Model likewis¥irvilaite and Daubaraite
study (2011) However, the CSR connection component has the highest
contribution level in Meehan 3-SR Model.On the other hand, wheontrolling
for confounding factors; % connection (philanthropic) activities predict in
building corporate Mkimilarly asHwangstudy @020) however,its contribution

l evel i snét the highest.

Corporate identity and individuality variables, which are unified in corporate
ideology, hae the dtimate prediction level in building corporate Ml; followed by
longt er m ¢ o ns u me r Bhése esulss vadidatnd domfitmthe rgsults

of previous studies; such d&atayneh & Damor(2015); Galbreath & Shum

(2012; Wood @010)

ConcerningJawwd CSR programs, it was obvious thiwwal followsGrunigs

two-way symmetrical moel when applying CSR activities since they constantly
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define the needs of their audierntoekeep its activities aligned with the community
needstaking into consideration éhnorms and believes for each specific target

group.

Furthermore CSR activities as a responsiveness reaction to the community gaps

and individual sd6 needs in order to achi
members and the company as whknce, ithasani ndi r e ct i mpact on
MI, reputationand competitive advantage; th& main objective ito improve the

social welfarefulfill the needs in the community, and sustain long term benefits

and relationship.

To summarize Jawwal performs CSR actligs as an obligatory role in the
community;however the researcher believes that there are concealed motives and
goal s behind i mplementing CSR activities
of view, CSR activities ha a low significant prediction ledefor Ml in

comparison with corporate identity, individuality, reputation competitive
advantageand consumer so6 satisfaction. Thus,
building process of corporate MI; since there are more powerful factbes.

researcher ahe end of chapter 3 satmodel that encompassie variables that

have significant prediction lewebdf the Ml variable.

Recommendations:
In conclusion; the researcher found thie MI building process requires
consistent effort from the company; a8 8 ¢ o nopvarious éadtors; each one

hasa particular contribution and prediction level fttre MI variable. Hence; the

ev

J

CS
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company should keep itself updatenlthe concepts of MI, CSR, and reputation;
to understand the whole formation process of MI; amgbloy its human, financial
and strategic plans on the right track to pursuit its short term objectives and long

term goals; and to achieve bebeieg its to the

Recommendationfor Jawwal:

1 Use appropriate communication chalsn® announce the implemented CSR
activities, to increase the consumersodo aw
1 When Jawwal thinks about its MI, it should consider all the contributed
factor s, captur e t heeyesand onderstanddhenMit he cons
formation processespecially in the Palestinian context.
T 1 f Jawwal used I ts CSR programs to enha
emphasize it as thexclusivefactor that contributet forming MI. Sincemany
more important factorgntervene in this processhat camsumers think about
before judgingon the company and deciding whether they havmositive,

negative, or neutral mental imagka particular company.

Recommendation for future research:

1 The researcher fisd t 6 s studgimgin kleep the three componsnif M,
cognitive, emotiongland behavi or al component s; to wu

perspective in this regard
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1 Another study the researcher suggéesto implementhe deepest comparison
study between how theompany thinks t i s i n t hdhowuiBl i cs 6 mi |
actually from the publicsd point of view.

1 Study the internal CSR activities from taemp | 0 pess@estides.

T Study in deep the MI concept from the cor
its reputation, and what mechanisms, theories, or modeysdépend on to

achievea strategiebased relationship with the public.
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Appendix 1: English Survey

Arab American University
Graduate Studies

Contemporary Public Relations Program

| 6 mthe pnogress of submitting a master theied i The r ol e of corpo
socal responsibility in enhancing the mental image of telecommunication
compani es among Pal estinian consumer s "
contemporary pblic relations program Arab American UniversityKindly fill

the following questionswith full transparacy; the information will bekept

confidential and will baised only for research uses.
Regards

Tala Barham
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Are you a customer for Jawwal?

=

Yes(continue to section one)
2. No

Section one: Demographic information

1) Sex:
Male
2. Female

=

2) Age: years

Place of residence
City

Village

Camp

WN PP W

N
N

Governorate
Jenin

Tubas
Tulkarm
Nablus
Qaligilya
Salfit
Ramallah and ABireh
Jericho

. Jerusalem
10.Bethlehem
11.Hebron
12.North Gaza
13.Gaza
14.Dier al Balah
15.Rafah
16.Khan Yunis

CoNoOh~wWNE

5) Marital Status:
1. Single

2. Married

3. Divorced

4. Widowed
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6) Number of years of education: years.
7) Highest educational degree:

Part of the elementary level

Completed the elementary level

Part of the secondary level

Completed the secondary level

Part of college

College

University degreer higher

Noohkwbdr

0

) Occupation:

Full-time employee

Parttime employee

Unemployed looking for a job
Unemployed not looking for a job
Home-carer

Student / trainee

Retired

Dondét know

Refused to answer

CoNoOO~WNE

<]

) Salary per montfffor the family)
1-1000 Shekel

1001-2000 Shkel

2001-3000 Shekel

3001-4000 Shekel

40015000 Shekel

50016000 Shekel

60017000 Shekel

More than 7001 Shekel

None of the above/ refused to answer

©CoNoOk~wbhE

10)Number of years of subscribing Jawwal: years.

11)Why did you choose Jawwal? (You can eke more than one answer).
It provides highquality services.

It provides serviceat affordable prices.

It has a good reputation.

It conducts different social respondily programs.

No other choices/alternatives.

aokrwbhE
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6. Most of the people | know are customesJawwal.

7.

Other:

12)What is the possibility tsubscribgo another company when available?

1. 1 61 | leavedavemal Company and subsctbe not her one even i f th
other choices.
2. May b esubkocdldad anotrer company f t her edre other choices.
3. Certainly | 61 | | e and substriotw anatther onevhent her edr e ot her
choices.
Section two: this section aims to measure Jawwsalindividuality.
1) Kindly, rate the followingstatement$rom 1 to 5; in which Imeans that you are
totally dissatisfied with the services provided by Jawwaat5 means that you are
totally satisfied with it
# Statement Totally 2| 3| 4| Totaly Doni
dissatisfied satisfied | know
l|/Jawwal 6s qual i 1 23| 4 5 8
3 |Jawwalservice 6 del i v 1 21 3| 4 5 8
time
4 | Jawwal provider staff ability to 1 2,134 5 8
solve my problem/s
2) Which statement regarding thguality of services provided by Jawwal (in
comparison to its competitors) is closer to your opinion?
1. Jawwal s e tywwayeverse thgnutadompetitors
2. Jawwal servicesod quality is somewhat worse
3.Jawwal servicesodo quality is similar to its
4. Jawwal servicesd quality i.s somewhat bett e
5. Jawwal s er vi c betedthay ilsacdmpdtitpars i s way
3) Which statement regarding thprice of services provided by Jawwal (in
comparison to its competitors) is closer to your opinion?
1. Jawwal servicesd price is way expensive t h;
2. Jawwal ser vi c e sedpensiveithareits cospettoosme wh a t
3. Jawwal servicesod6 price is similar to its c¢
4. Jawwal servicesd price i s somewhat <cheaper
5. Jawwal servicesd6 price is way cheaper than
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4) Kindly, rate the following statements from 1 %0 in which 1 means that you
totally disagree with the statement regarding Jawwal, and 5 means that you totally

agree with it

# Statement Totally Totally | Do n ¢

disagree agree | know

1 | Jawwal employees and services provig 1 5 8
are well dressed and apgeneat

2 | Jawwal employees and services provid 1 5 8
are aways willing to help customers

3 | Jawwal employees and services provid 1 5 8
are highly horest and treat custome
fairly

4 | Jawwal services providetake action for 1 5 8
their promises
Section three: Social responsibility activities:

1) Kindly, rate the following items from 1 to 5; in whichmeans that you atetally
dissatisfied with the service provided by Jawveald5 means that you atetally
satisfiedwith it:

# Statement Totally Totally | Do n «

disagree agree | know

1 | Jawwal tries to maximize its profits 1 5 8

2|Jawwal serviceso6 p 1 5 8

3 | Jawwal offers sales and discounts 1 5 8
constantly

4 | Jawwal keeps improng its services 1 5 8
quality

5/Jawwal preserves i 1 5 8
(e.g. customersé r
quality services, submitting complaints,
etc.)

6 | Jawwal services satisfy legal standards 1 5 8

7 | Jawwal makes priay for ethical 1 5 8
principles over economic performance

8 | Jawwal respects community values and 1 5 8
traditions

9 | Jawwal provides precise information for 1 5 8

customers (related
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campaigns, services, etc.)

10| J a w g ads and campaigns have a hig 1 5 8
level of honesty and transparency

11 | Jawwal helps solvingocial issues«(g., 1 5 8
poverty, unemployent)

12 | Jawwal allocatesomeof their resoutes 1 5 8
to philanthropic activities

13| Jawwal arries out environmental 1 5 8
protection activities

14 | Jawwal sponsors frequently for 1 5 8
educational activities

15| Jawwal sponsors frequently for cultural 1 5 8
activities

16 | Jawwal sponsors frequently sports 1 5 8
activities

17 | Jawwal has consistent pattern for the 1 5 8
above items
Sectionfour: this section aims to measure Jawwal identity, in
terms of logo, name, physical environment, and communication.

1) Kindly, rate the followingstatementérom 1 to 5; in whith 1 means that you
totally disagreeand5 means that yototally agree:

# Statement Totally Totally | Do n

disagree agree | know

l1|/Jawwal 6s | ogo i s u 1 5 8

2 | Jawwal service center décor is unique g 1 5 8
comfortable.

3 | Jawwal uses wellleveloped techniques 1 5 8
and devices to serve its customers

4 |Jawwal 6s website d 1 5 8
and unique

5|/Jawwal 6s apps desi 1 5 8
unique.

6 |Jawwal 6s aalds designgiareb, 1 5 8
attractive and unique

7 | Jawwal uses various visual media to 1 5 8
communicate with various target groups

8 | J a ww wdbsites isconvenient. 1 5 8
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9 |Jawwal arsconagnipns 1 5 8
10 | Jawwal provides cleand honest 1 5 8
messages
11 | Jawwal supplies enough information 1 5 8
12 | Jawwal staff accepts criticism and 1 5 8
feedback
Sectionfive:t hi' s section aims to measur e
1) Kindly, rate the followingstatementérom 1 to 5; inwhich 1means that you
totally disagreeand5 means that yototally agree:
# Statement Totally | 2 | 3| 4 | Totally | Do n
disagree agree | know
1 | Jawwal has a name you can trust. 1 23] 4 5 8
2 | Jawwal delivers its promises. 1 23] 4 5 8
3 | Jawwal has a strongaerd of profitability. 1 23] 4 5 8
4 | Jawwal tends to outperform its 1 23] 4 5 8
competitors.
5 | Jawwallooks like a company with strong 1 23] 4 5 8
prospects for future growth
6 | Jawwal looks like a welnanaged 1 23] 4 5 8
company.
7 | Jawwal looks likea good company to wor 1 23] 4 5 8
in.
8 | Jawwallooks like a company that would 1 23] 4 5 8
havewell experienced employees
9 | Jawwal seems to have a clear vision for 1 2|1 3| 4 5 8
future.
10| Jawwal takes advantage of market 1 23] 4 5 8
opportunities.
11| I have good feelings toward Jawwal. 1 23] 4 5 8
12 | | respect Jawwal. 1 23] 4 5 8
13| I trust Jawwal. 1 23] 4 5 8
14| 1 am loyal to Jawwal. 1 23] 4 5 8
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15| | have developed good relationship with 1 5 8
Jawwal

16| I am willing to continue subscriiain with 1 5 8
Jawwal.

17| I would regret if products made by the 1 5 8
company were no longer available

18 | Jawwal services are part of my everyday 1 5 8
life.

19 | Jawwal services are always my first 1 5 8
choice.

20| I would say smething positive about 1 5 8
Jawwal.

21| | would recommendawwalto my friends 1 5 8
and relatives

22 | | am likely to support a cause that was 1 5 8
associated witdawwal

23 | My self-identity greatly overlaps with the 1 5 8
identity of Javwval.

24 | When someone criticizelawwa| it feels 1 5 8
like a personal insult

25 | When someone praisdawwa] it feels like 1 5 8
a personal compliment

26| J a w w autcésses are my successes 1 5 8

Sectionsix; this sed¢ion aimst 0

measur e

cust:omer so

1) Kindly, rate the following statements from 1 to 5; in which 1 means that you
totally disagree, and 5 means that you totally agree:
# Statements Totally Totally | Do n
disagree agree | know

1 | Jawwal satisfie what customers need. 1 5 8

2 |Jawwal services me 1 5 8
expectations.

3 | Jawwal services make customers happy 1 5 8
and delight.

4 |1 6willing to pay a little more fodawwal 1 5 8
services

5 | There is a great gaibility that | will try 1 5 8
the offered servicelsy Jawwal.

6 | The services have a positive social imag 1 5 8
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7 | The services have consistent quality | 1 | 2 | 3‘ 4 ‘ 5 ‘ 8

Sectionseven this sectionaimst o measur e Jawwal 6s con
advantage:

1) Kindly, rate the following statements from 1 to 5; in which 1 means that you
totally disagree, and 5 means that yotally agree:

# Statement Totally | 2 | 3 | 4 |Totally [Do n
disagree agree | know

1 | Jawwal provides customized services. 1 2| 3|4 5 8

2 |Jawwalser vi ces meet { 1 2| 3|4 5 8
needs.

3 | Jawwal offers new services and feature 1 2|1 3|4 5 8
constantly.

4 | Jawwal services are delivered on time. 1 2| 3|4 5 8

5 | Jawwal services are rapidly developed. 1 2| 3|4 5 8

Thank you
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Appendix 2: Arabic Survey
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Appendix 3: In-depth interview main questions

1.

2.

Whatis the type ofCSRactivities?

What is the criterion that Jawwadepends onwhen performing CSR
activities?

Does Jawwal takénto consideration the current needs for needs for the
community memberskow?

What channels does Jawwal use to communicate with beneficiaries? And how
important is it for Jawwal to adapt their CSR activities in accordasitbethe
output of dialogue witlthem?

What Jawwal expects from this tweay symmetrical communication
process?

How doCSR activitiesnfluence the Mental Image of Jawwal?
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Appendix 4: Validity test for the survey

Individuality
Sig. (2tailed) .000
It provides high quality services. N 248
Pearson %
Correlation 254
Sig. (2tailed) .000
It provides services with affordable N 248
prices. Pearson 209**
Correlation '
Sig. (2tailed) .001
It has a good reputation. N 248
Pearson -
Correlation 300
Sig. (2tailed) .000
It conducts diffeent social responsible | N 248
programs Pearson 181
Correlation ’
Sig. (2tailed) .004
No other choices/alternatives N 248
Pearson %
Correlation ~240
Sig. (2tailed) .000
Most of the people | know are N 248
customers for Jawwal Pearson 118
Correlation '
Sig. (2tailed) .065
Jawwal 6s quality |N 248
Pearson o
Correlation 736
Sig. (2tailed) .000
Jawwal servicesd |N 245
Pearson o
Correlation 694
Sig. (2tailed) .000
Jawwal provider staff ability to bee N 246
my problem/s Pearson 7g7**
Correlation '
Reputation
Jawwal has a name you can trust Pearson 1877
' Sig. (2tailed) .000
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N 247
Pearson .815**
Jawwal delivers its promises. Sig. (2tailed) .000
N 239
Pearson .644**
Jawwal has a strong record of Sia (2tailed 000
rofitability. ig. (2tailed) :
P N 227
: Pearson .764**
igvr;/]w::i:grnsds to outperform its Sig. (2tailed) 000
PEtitors. N 241
*%
Jawwal looks like a company with P.earson. 766
Sig. (2tailed) .000
strong prospects for future growth.
N 244
. Pearson 74
igvr;/]wzlllooks like a welinanaged Sig. (2talled) 000
ks N 242
Jawwal looks like a good company to Pearson 803
ork in 9 pany 1o I"sjq "(2tailed) 1000
' N 242
*%
Jawwal looks like a company that wo P.earson. 742
. Sig. (2tailed) .000
have wellexperienced employees
N 243
- Pearson .783**
Jawwal seems to have a clear vision f—= od
the future Sig. (2-tailed) .000
' N 232
Pearson .674**
\(])aw(\;\;?lﬂ rtﬁlreess advantage of market Sig. (2tailed) 000
PP ' N 236
Pearson .889**
| have good feelings toward Jawwal. | Sig. (2tailed) .000
N 245
Pearson .870**
| respect Jawwal. Sig. (2tailed) .000
N 245
Pearson .885**
| trust Jawwal. Sig. (2tailed) .000
N 246
Pearson 871**
| am loyal to Jawwal. Sig. (2tailed) .000
N 244
. .| Pearson 877
I have developed a good relationship Sig. (2talled) 000
with Jawwal. N 246
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| am willing to continuemy subscription Pearson 840"
o JaWW%I y PUONTSig (2tailed) .000
' N 234
: Pearson 817**
| would regret if products maqle by the Sig. (2tailed) 000
company were no longer available
N 241
Jawwal services are part of my ever Pearson 638"
o b Y eVeYESig. (2tailed) .000
' N 243
Jawwal services are always my first Pearson 833
hoice ys my Sig. (2tailed) .000
' N 245
. " Pearson .862**
\IJZIVVfl)\lIJVISI say something positive about Sig. (2tailed) 000
' N 244
Pearson .844**
| would recommend Jawwal to my . .
) ) Sig. (2tailed) .000
friends and relatives.
N 246
| am likely to support a cause that wa Pearson 794
IKely 10 Supp < Sig. (2tailed) .000
associated with Jawwal.
N 232
*%
My self-identity greatly overlaps with ggars; n od '83'3'0
the identity of Jawwal. 9. (2tailed) :
N 239
*%
When someone criticizes Jawwal, it Pgarson_ 741
feels like a pem@nal insult Sig. (2tailed) -000
' N 241
*%
When someone praises Jawwal, it fee Pgarson_l g 761
like a personal compliment Sig. (2tailed) 000
' N 242
Pearson 759%*
Jawwal 6s success e|Sig. (2tailed) .000
N 242
Identity
Pearson .796**
Jawwal 6s | ogo i s |Sig. (2tailed) .000
N 245
Jawwal service centers décor is uniqu Pearson 811
WSig. (2tailed) .000
and comfortable
N 245
: Pearson 791**
Jawwal uses wellleveloped techniques—: e
. . Sig. (2tailed) .000
and devices to serve its customers N 545
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Jawwal 6s website P.earson' 832
and unique Sig. (2tailed) .000
N 242
O . Pearson .882**
I]m?lql\j\;w a psa@esigres pre attractive at Sig. (2tailed) 000
' N 238
Jawwal 6s ads and P.earson. 8527
attractive and unique Sig. (2tailed) 000
N 245
: . . Pearson .812**

Jawwal uses various visual media to . .
X ) ) Sig. (2tailed) .000
communicate with various target grouy N 539
Pearson .861**
Jawwal 6s websit e |Sig. (2tailed) .000
N 235
Pearson .869**
Jawwal 6s apps ar e|Sig. (2taled) .000
N 238
Jawwal provides clear and honest P.earson. 831
messages Sig. (2tailed) .000
N 242
Pearson .808**
Jawwal supplies enough information | Sig. (2tailed) .000
N 244
Jawwal staff accepts criticism and ggarson_ 746
teedbak ig. (2tailed) .000
N 229

Corporate Social Responsibility

Pearson .195**
Jawwal tries to maximize its profits Sig. (2tailed) .002
N 240
Pearson A21%*
Jawwal s e risveasoralsled | Sig. (2tailed) .000
N 245
Jawwal offers sales and discounts Pgarson_ 744%™
constantly Sig. (2tailed) .000
N 247
. . : Pearson .756**
iqtztv;/\(/avravlié(gseps improvintpe quality of Sig. (2tailed) 000
N 244
Jawwalpresr ves it s ¢ u|Pearson .706**
(e.g. customer sé |Sig. (2tailed) .000
quality services, submitting complainty N 242
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Pearson ATT*
Jawwal services satisfy legal standard Sig. (2tailed) .000
N 230
o : Pearson .802**
quvyal makes priority fpr ethical Sig. (2tailed) 000
principles over economic performanc N 37
Jawwal respects community values ar P.earson. 189
traditions Sig. (2tailed) .000
N 236
Javwal provides precise information fq Pearson .800**
customers (rel at e|Sig.(2tailed) .000
campaigns, services, etc.) N 242
N Pearson .833**
Jawwal 6s ads and . e
high level of honesty and transparenc Sig. (2tailed) .000
Jawwal helpgo solvesocial issues (e,g P.earson. 829
poverty, unemployment) | Sig. (2tailed) .000
’ N 226
: Pearson .852**
Jawwal allocates some ib$ resources . -
to philanthropic activities Sig. (2tailed) .000
N 210
Jawwal carries out environmental P.earson. .868™
protection activities Sig. (2tailed) .000
N 219
Jawwal sponsors frequently for Pgarson_ .804%
) S Sig. (2tailed) .000
educational activities
N 224
Jawwal sponsors frequently for culturg Pgarson_ 753
activities Sig. (2tailed) .000
N 228
Jawwal sponsors frequently sport Pgarson_ 697
activities Sig. (2tailed) .000
N 227
Jawwal has consistent pattern for the ggarson_ 8157
2bove items. ig. (2tailed) .000
N 220
Customer Satisfaction
Pearson .827**
Jawwal satisfies what customers need Sig. (2tailed) .000
N 247
Jawwal services Pgarson_ .880™
expectations. Sig. (2tailed) .000
N 247
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. Pearson .910**
Jawwal services make customers hap Sia (2tailed 000
and delight. lg. (2tailed) :

N 246

lom willing to papooason 8847
Jawwal services. Sig. (2tailed) 000
N 244

*%
There is a great possibility that | will tr g.earson' 901
the offered services by Jawwal. lg. (2tailed) 000
N 242

The services have a positive social P.earson' 8997
image. Sig. (2tailed) .000
N 246

Pearson .829**

The serices have consistent quality. | Sig. (2tailed) .000
N 245

Competitive Advantage

Pearson .840**

Jawwal provides customized services| Sig. (2tailed) .000
N 246

Jawwal services P.eason. .883™
needs. Sig. (2tailed) .000
N 246

Jawwal offers new services and featur P.earson. 8517
constantly. Sig. (2tailed) .000
N 246

Pearson .839**

Jawwal services are delivered on time Sig. (2tailed) .000
N 242

Pearson .834**

Jawwal services are rapidly developeq Sig. (2tailed) .000
N 240
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Appendix 5: CSR definitions summary table

The table below summarizes CSR definitions and mot®ifustrate the

evolution and changes process:

Author & Year Model name Definition
Howard CSR The obligations of businessmen to make
Bowen, 1953 desirable actions for the society
Theodore CSR Actions that make good economic sense in
Levitt, 1958 society.
The intim relationshi n th
Walton, 1967 CSR e i t_l ate ea_tlo ship dbween the
corporation and society.
. CSR includes three dimensions layered into
Committee for . . ,
. three concentric circles; (1) inner circle:
Economic . . . : .
CSR economic functions (2) intermediate circle:
Development,
1971 awareness of values and norms, (3) outer
' circle: social issues.
Social responsiveness implies responding to
Social social demands, classified CSRto three
Sethi, 1975 responsiven dimensions as follow (1) social obligation,
ess (2) social responsibility, and (3) social
responsiveness.
CSR is composed of four components;
Carroll, 1979 CSR economic, legal, ethical, and discretionary
responsibilities.
The main concept is that an organization
Edward Stakeholder must encounter stakeholders' needs and
Freeman, 1984 theory interests in parallel witlgaining maximum
profits.
A pyramid consists of four dimensions,
CSR starting withthe economic dimension at the
Carroll, 1991 . base of the pyramid, then legal, then ethical,
pyramid : L :
and philanthropic dimension at the top of
the pyramid.
A model consi f thr lements: th
Wood, 1991 csp odel consists of three elements: the

principles of CSR, the process of social
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responsiveness,

the outcomes,

impact of the performance.

and the

An organization must balance between three

Elkllggtjn, TBL components; employees and people's stake,
makingprofits, and environmental issues.
CSR is the continuous commitment by
organizations to behave economically in an
WBCSD, 2003 CSR ethical way while improving the quality of
life of the workforce and the customers as
well.
CSRVenn This dl?.gl’am consists .of 3 d!menS|on,
Carroll, 2003 . economic, legal, and ethical, ending up with
diagram
seven areas.
The companyaos posi i
Hopkins, 2005 CSR gommurlity and envirpnmen_t, through its
interaction and operations with consumers,
stakeholdersor supplies
World Bank, CSR Set of activities and actions that contribute
2005 to sustainable development
CSR composed of three elements: ethical
Meehan, 3C.SR and social commitments, connections with
Richards, 2006 partners in the value network, consistency
of behavior
Kim and CSR It's the central relationshipuilding activity
Rebber, 2008 with the organization.
Palestinian A strategic approach to achieve corporate
Central Bureau . . . .
. CSR goals in parallel with improving community
of Statistics, wellbeing
2009
Rosanaria and CSR Described that CSR is the art of doing well
Robert 2011 to the community.
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Appendix 6: HypothesesTesting
First of all; to testhe hypothesiselated to the demographic factottse researcher

used Ftest and ANOVA test as illustrated ihis section.
T-test analysis:

1. Thereis no significand i f f er ence at the rate of u =
for Jawwal attributed to sex.
2. There is no significandifferenceat t he rate of U = 0.05 f

for Jawwal attributed to employmestatus.

Table 10: Independent sample Ftest for sex and employment status

Independent Samples Test

Variable F Sig. T value df
Sex 5.854 0.016 0.200 246
Employment 3.242 0.073 -1.142 241
status

Table (L0) shows that therare positive significant differences at the rateldf =
005bet ween males and females for Jawwal 6s
differences in experiences, standpoints, and needs. As for employment status,

there are no significant differences between workind noaworking individuals.
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ANOVA test analysis:

1. Thereis no significand i f f er ence at
for Jawwal attributed to marital status.

2. Thereis no significand i f f er ence at
for Jawwal attributed tthe place of residence.

3. There is no significandifferenceat t he

for Jawwal attributed to salary.

he

4. There is no significandifferencea t  t

for Jawwal attibuted to educational level.

t he

t he

rat e

rate

of

rate of
rate of
u = o0
u = o0

Table 11: one way ANOVA test for marital status, place of residence, salary, and educational

. 05

. 05

level
One Way ANOVA

Variabl Mean ,
e Groups Df Square F Sig. Tukey HSD
Marital Between 3 15.959 2.46 0.63 Not si
Status Within groups 244 6.462 9 ' g
Place of Between 2 8.384 1.27 :
residenc Within groups 245 6.563 7 0.281 Not sig.

Between 2 32.226 5.57 Sig. for middle
Salary Within groups 220 5.777 8 0.004 class category
Educati Between 2 20.485 3.16 0.044 Sig. for the high
ond Within groups 245 6.464 9 ' education

Table (L1) reveals that there are positive significance differences at the ridte of

0.05 for salary, for middleclass category (3008000 Shekel) as revealed by

Tuckey HSD testl

spending more over

Jawwal

0s

= 03)) thedreasons behind this result may be attributable for

services,

and
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affordable andso the satisfaction degree increases; unlike the aodrthe rich
categories, as their needs may not be met, and their expectation level exceeds their

actual need§Ahmed, Khan, 2016p. 6682. There are positive significance

differences at the raté) =05 for educational level as well; for educated
individuals (university and higher) with U
linked with selfcontrol, gaining knowledge among pros and cons of services,
prices, and f or mul(ahmedKigan, 20igp. 68&).mMs tomy 6 s M
the marital status, and t hetdiffeteecese of resi di
Pearson test:
1. There is no significarcorrelationat t he rate of U = 0.05 bet

MI for Jawwal and age.
2. There is no significarcorrelationat t he rabet wéet PabDeé§6ini a

MI for Jawwal and the number of years of subscrittogawwal.

Table 12 Pearson test for age, number of years of subscribing Jawwal and Ml

Pearson test
Variable Jawwal 6s
Age Pearson 0.007
Sig. (2tailed) 0.914

Number of years of Pearson -0.069

subscribing Jawwal Sig. (2tailed) 0.276
There isnosignificatd i f f er ence at the rsattieniodnds =MI0. C
forJawwaland age as al | Jawwal 6s services are

groups, also thereds no s ithgnumberiotyaanst cor r el
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of subscribing as therebébre no other compet
test the significanc or r el ati on bet ween the contribute

Pearson test was used; tabl2)(firesents the results.

1. There is nosignificatc or r el ati on at the rate of U =
for Jawwal andndividuality.

2. There is no significanc or r el ati on at the rate of U =
for Jawwal anddentity.

3. There is nosignificatc or r el ati on at rn hRalredtei ifanld s=
for Jawwal andCSR

4. There is nosignificatc or r el ati on at the rate of U =

for Jawwal andg&conomic dimension in CSR

5. There is nosignificatc or r el ati on at the rate of U =
for Jawwal ad legal dimension in CSR.

6. There is nosignificatc or r el ati on at the rate of U =
for Jawwal ancethicaldimension in CSR

7. There is nosignificatc or r el ati on at the rate of U =

for Jawwal angbhilanthropc dimension in CSR

8. There is nosignificatc or r el ati on at thaAkestitei @afdd MI
for Jawwal and reputation

9. There is ncsignificatc or r el ati on at the rate of U =

forJawwalanc ust omer s satisfacti on



10.There s nosignificatc or r el at i on

for Jawwal andhec o mpany 6 s
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at

t he

comp.etitive

Table 13: Pearson test for contributing factors to Mi

rate of U

advant age

Variable Jawwal 6 s me
Jawwad individuality Pearson correlatior] 0.891
Sig. (2tailed) 0.000
Jawwal 6s i dent it y|Pearsoncorrelation 0.939
Sig. (2tailed) 0.000
CSR activities Pearson correlatior] 0.841
Sig. (2tailed) 0.000
Economic CSR Pearson correlatior] 0.663
Sig. (2tailed) 0.000
Legal CSR Pearson correlatior] 0.710
Sig. (2tailed) 0.000
Ethical CSR Pearson correlatior] 0.800
Sig. (2tailed) 0.000
Philanthropic CSR Pearson correlatior] 0.699
Sig. (2tailed) 0.000
Jawwal 6s reput at i|Pearson correlation 0.928
Sig. (2-tailed) 0.000
Jawwal cust omer s 6| Pearson correlation 0.790
Sig. (2tailed) 0.000

Jawwal 6s competit

Pearson correlation

0.900

Sig. (2tailed)

0.000
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Appendix 7: Bivariate Regression

Tablel4Bi vari ate Regression Analysis for demogr
Variable R? Df Beta F T value Sig.
Sex -0.004 247 0.013 0.40 0.20 0.841
Age -0.004 247 0.007 0.012 0.108 0.914
Marital status 0.004 247 -0.092 2.079 -1.442 0.151
Place of 10.000 247 0.062 0.949 0.974 0.331
residene
Income -0.004 222 0.022 0.109 0.330 0.741
Occupation 0.001 242 -0.073 -1.142 -0.073 0.255
Education 0.01 246 0.142 6.278 -2.506 0.013
Table 15 Bi variate Regression Analysis with

Variable R2 Df Beta value F T value Sig.
Individuality 0.793 246 0.891 946.074 30.758 0.00
Identity 0.882 246 0.939 1838.531 42.878 0.00
Reputation 0.862 246 0.928 1537.998 39.217 0.00
Saisfaction 0.622 246 0.790 408.300 20.206 0.00
Competitive 0.810 246 0.900 1051.031 32.420 0.00
Advantage

As shown in tablesl4, none of the demographic factors predictsthie Mi

variable, exep for the education variablesuch explains 0.810 (Rz) of the

vari ati on o {the dependesat Ivaiable) Mith (1,249 = 6.278 p.

<0.05 thiscanbemt t ri but ed o the consumersédé awar e

judging on companies. Regarding table, A&ll of the stipulated variables are

significant and predict ithe Ml variable.
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Appendix 8: Abstract in Arabic

Algiuadl o5 3y Oainn JSE JuaiVl iy Hshis oa N juandl Jh
Al Lt ) oo (peand () IS 3 alane oand (g puie JS5 Allaliial i g 48 siay
a) & law i 3 il aldh kil Jf Ll 4l 5 ) gall (o jriy caainall o il g2l
A g gl Al lgaal Baaaia ol gmy S AN Auadl) by eall AlE A ASL4
perex (B ymdl (& Aadliil) g jae g (pSlginall Lin ) cArandl AS 30 4500 AaeLaiaY)

Akl o Aulas¥h 5 ) guall ol (8 sl

4S5 adandill Slgiiall (ol Apiadl 3 saall sliy dglae agd ) Al ol o328 Cudaa
A 5y geall (5 sS5  AS LA Jal gl (0 Jale (S 5 Aa o aaadl (Jisa
bl deay e Agadll 3 pally Aelain¥l Adgsuall aseie agdl dulall &8 ki
B ys0 agdy oo laiaV) A susal dadsl Gubad ol yy adlsall paadl @llyy @S Al
Toa pisad Aaldl by Cus oZulill 23 g0 Aot jall oda Caadel | Sl s
Al 3 ) guall y daeLaia¥) A 5 susall o sde (JlatV) AL () ) sial

O Ala¥l s Aul jall Calaal gl 4,0l g dpeSll ol a1 G el a3 Al jall 028 b
Zasar padind Jlga A58 O Liall) Contiiad 5 dienal) ALEA 3la aladin) 25 (leilin
S AL} e Laia¥) Ad yusall Al lghuhat e (o)) gidl) Juai¥l 8 mig s
Al Al e glaall dpnilly Ll | jatiae JS5 0 3V aadaall clalial Wil
Gty (opals (8 Jlgs AS,0] Cllgtue § QB slae GO AsSa 5l 58
@l 0 . OBaB AN 5 ) pall (1S3 8 Lo ldial) Adghuall 58 ke of il
drand) il paiie pay ASAN Ay i ae el 13 4l die oS1g Adle du
o Lelaia¥) Ayl i (5 giae O (5 Apdliill AS 8N 3 a0y llgiuall Lia
Y
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Qe Aalaie Jalso 30 dagls O oSE 4l 4S80 3 ) pa Of it @lld o ol
Al 5 ) guall 055 Al agdy (ol sall 028 Hlie V) ey 2AY) S LAl e @l
aainall 5 AS M il Juadl 38at) (JiaY) JSAIL b jalian 5 LeibalSa) ala gt ell
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Appendix 9: SPSS Syntax
Descriptive and frequencies

DESCRIPTIVES VARIABLES=Individuality CSR CSR_economic
CSR_legal CSR_ethical CSR_commitment
CSR_connection CSR_consistency Identity Reputation
Satisfaction Loyalty Purchase_intention
Cpmpetitve_advantage Corporate_MI
ISTATISTICS=MEAN STDDEV MIN MAX
ISORT=MEAN (A).

FREQUENCIES VARIABLES=D1 D2 D3 D4 D5 D6 D7 D8 D9 D10
ISTATISTICS=STDDEV MINIMUM MAXIMUM MEAN MEDIAN
/ORDER=ANALYSIS.

Computing Variables:

Individuality

COMPUTE
Individuality=Mean(Q1.1,Q1.2,Q01.3,Q04.1,Q4.2,Q4.3,Q4.4).
EXECUTE.

CSR
COMPUTE
CSR=Mean(CSR1_new,CSR2,CSR3,CSR4,CSR5,CSR6,CSR7,CSR8,CS
R9,CSR10,CSR11,CSR12,CSR13,CSR14,

CSR15,CSR16,CSR17).
EXECUTE.

CSR economic dimension
COMPUTE CSR_economic=Mean(CSR1_new,CSR2,CSR3,CSR4).
EXECUTE.

CSR legal dimension
COMPUTE CSR_legal=Mean(CSR5,CSR6).
EXECUTE.

CSR ethical dimension
COMPUTE CSR_ethical=Mean(CSR7,CSR8,CSR9,CSR10).
EXECUTE.

CSR commitment dimension
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COMPUTE

CSR_commitment=Mean(CSR1_n ew,CSR2,CSR3,CSR4,CSR5,CSR6,C
SR7,CSR8,CSR9,CSR10).

EXECUTE.

CSR connection or philanthropic dimension

COMPUTE
CSR_connection=Mean(CSR11,CSR12,CSR13,CSR14,CSR15,CSR16
).

EXECUTE.

CSR consistency
COMPUTE CSR_consistency=Mean(CSR17).
EXECUTE.

Id entity

COMPUTE
Identity=Mean(11,12,13,14,15,16,17,18,19,110,111,112,R2
0,R21).

EXECUTE.

Satisfaction
COMPUTE Satisfaction=Mean(S1,52,S3,54,S5,56,S7).
EXECUTE.

Reputation

COMPUTE

Reputation=Mean(R1,R2,R3,R4,R5,R6,R7,R8,R9,R10,R11,R12,

R13,R14,R15,R16,R17,R18,R19,R20,R21,
R22,R23,R24,R25,R26,Q1.1,Q01.2,Q1.3).

EXECUTE.

Competitive advantage
COMPUTE
Competitve_advantage=Mean(CA1,CA2,CA3,CA4,CA5,CSR2,Q1.1

,01.2,01.3).
EXECUTE.

MI

COMPUTE

Corporate_MI=Sum(Reputation,ldentity,Individua lity).
EXECUTE.

Recoding Variables:
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RECODE CSR1 (1=5) (5=1) (2=4) (4=2) (3=3) INTO
CSR1_new.

VARIABLE LABELS CSR1_new 'CSR1_new'.

EXECUTE.

RECODE D8 (8=8) (9=9) (1 thru 2=1) (3 thru 7=2) INTO
Occupation_new.

VARIABLE LABELS Occupation_new '‘Occupat ion_new'.
EXECUTE.

RECODE D9 (9=9) (1 thru 3=1) (4 thru 6=2) (7 thru 8=3)
INTO Salary_new.

VARIABLE LABELS Salary_new 'Salary_new'.
EXECUTE.

RECODE D7 (7=3) (1 thru 4=1) (5 thru 6=2) INTO
Education_new.

VARIABLE LABELS Education_new 'Education_ new'.
EXECUTE.

Dummy variable:

SPSSINC CREATE DUMMIES VARIABLE=D1

ROOTNAME1=Sex

/OPTIONS ORDER=A USEVALUELABELS=YES USEML=YES
OMITFIRST=NO

MACRONAME1="1".

SPSSINC CREATE DUMMIES VARIABLE=D3

ROOTNAME1=Residence

/OPTIONS ORDER=A USEVALUELABELS=YES USHL=YES
OMITFIRST=NO

MACRONAME1="1".

SPSSINC CREATE DUMMIES VARIABLE=D5

ROOTNAME1=Marital_status

/OPTIONS ORDER=A USEVALUELABELS=YES USEML=YES
OMITFIRST=NO

MACRONAME1="1".

SPSSINC CREATE DUMMIES VARIABLE=Occupation_new
ROOTNAME1=Occupation_1

/OPTIONS ORDER=A USEVALUELABELS=YES USEML=YES
OMITFIRST=NO
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MACRONAME1="1"

SPSSINC CREATE DUMMIES VARIABLE=Education_new
ROOTNAME1=Educated_1

/OPTIONS ORDER=A USEVALUELABELS=YES
OMITFIRST=NO

MACRONAME1="Educated_2".

Reliability test: Alpha Cronbach:
Individuality :

RELIABILITY
IVARIABLES=Q1.1 Q1.2 Q1.3 Q4.1 Q4.2 Q4.3 Q4.4
ISCALE(ALL VARIABLES') ALL
IMODEL=ALPHA.

CSR:
RELIABILITY

USEML=YES

IVARIABLES=CSR1_new CSR2 CSR3 CSR4 CSR5 CSR6 CSRY
CSR8 CSR9 CSR10 CSR11 CSR12 CSR13 CSR14 CSR15 CSR16

CSR17
ISCALE('ALL VARIABLES') ALL
/IMODEL=ALPHA.

Identity

RELIABILITY

/VARIABLES=1112 1314151617 18 19 110 111 112 R20
R21

ISCALE(ALL VARIABLES') ALL

IMODEL=ALPHA.

Reputation

RELIABILITY
IVARIABLES=R1 R2 R3 R4 R5 R6 R7 R8 R9 R10 R11 R12
R14 R15 R16 R17 R18 R19 R20 R21 R22 R23 R24
R25 R26 Q1.1 Q1.2 Q1.3
ISCALE(ALL VARIABLES') ALL
IMODEL=ALPHA.

Satisfaction
RELIABILITY

R13
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IVARIABLES=S1 S2 S3 S4 S5 S6 S7
ISCALE('ALL VARIABLES') ALL
/IMODEL=ALPHA.

Competitive advantage

RELIABILITY
IVARIABLES=CA1 CA2 CA3 CA4 CA5 CSR2 Q1.1 Q1.2 Q1.3
ISCALE(ALL VARIABLES') ALL
/IMODEL=ALPHA

All Variables

RELIABILITY
IVARIABLES=Q1.1 Q1.2 Q1.3 Q2 Q3 Q4.1 Q4.2 Q4.3 Q4.4
CSR1_new CSR2 CSR3 CSR4 CSR5 CSR6 CSR7 CSR8 CSR9
CSR10 CSR11 CSR12 CSR13 CSR14 CSR15 CSR16 CSR17 I1
121314151617 1819 110 111 112 R1 R2 R3 R4
R5 R6 R7 R8 R9 R10 R11 R12 R13 R14 R15 R16 R17 R18
R19 R20 R21 R22 R23 R24 R25 R26 S1 S2 S3 S4 S5
S6 S7 CAL1 CA2 CA3 CA4 CA5
ISCALE(ALL VARIABLES') ALL
/ MODEL=ALPHA.

Validity tests:
PCA test:
Competitive advantage

CORRELATIONS

IVARIABLES=CA1 CA2 CA3 CA4 CA5 Cpmpetitve_advantage
/PRINT=TWOTAIL NOSIG

IMISSING=PAIRWISE.

Satisfaction

CORRELATIONS
IVARIABLES=S1 S2 S3 S4 S5 S6 S7 Satisfaction
/P RINT=TWOTAIL NOSIG
IMISSING=PAIRWISE.

Reputation

CORRELATIONS
IVARIABLES=R1 R2 R3 R4 R5 R6 R7 R8 R9 R10 R11 R12 R13
R14 R15 R16 R17 R18 R19 R20 R21 R22 R23 R24
R25 R26 Reputation
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/PRINT=TWOTAIL NOSIG
IMISSING=PAIRWISE

Identity

CORRELATIOS

VARIABLES=I1 12 I3 14 1516 17 18 19 110 111 I12
Identity

/PRINT=TWOTAIL NOSIG

IMISSING=PAIRWISE.

CSR

CORRELATIONS
IVARIABLES=CSR2 CSR3 CSR4 CSR5 CSR6 CSR7 CSR8 CSR9
CSR10 CSR11 CSR12 CSR13 CSR14 CSR15 CSR16
CSR17 CSR1_new
/PRINT=TWOTAIL NOSIG
IMISSING=PAIRWISE.

Individuality

CORRELATIONS

/VARIABLES=Q1.1 Q1.2 Q1.3 Q2 Q3 Q4.1 Q4.2 Q4.3 Q4.4
Individuality

/PRINT=TWOTAIL NOSIG

IMISSING=PAIRWISE.

Pearson test:

CORRELATIONS
/VARIABLES=Individuality CSR Identity Reputation
Satisfaction Competitive_advantage Corporate Ml
/PRINT=ONETAIL NOSIG
IMISSING=PAIRWISE.

CORRELATIONS
IVARIABLES=D2 D10 Corporate_MI
/PRINT=TWOTAIL NOSIG
IMISSING=PAIRWISE.

CORRELATIONS
IVARIABLES=Corporate_MI Identity CSR Individuality
CSR_eoonomic CSR_legal CSR_ethical
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CSR_connection Reputation Satisfaction
Cpmpetitve_advantage
/PRINT=TWOTAIL NOSIG
IMISSING=PAIRWISE.

T-Test:

T- TEST GROUPS=D1(1 2)
IMISSING=ANALYSIS
/IVARIABLES=Corporate_MI
ICRITERIA=CI(.95).

T- TEST GROUPSOccupation_new(1 2)
IMISSING=ANALYSIS
IVARIABLES=Corporate_MI
ICRITERIA=CI(.95).

One way ANOVA:

ONEWAY Corporate_MI| BY D3
IMISSING ANALYSIS.

ONEWAY Corporate_MI| BY D5
IMISSING ANALYSIS.
/IPOSTHOC=TUKEY ALPHA(0.05).

ONEWAY Corporate_MI B Y Education_new
IMISSING ANALYSIS.
/[POSTHOC=TUKEY ALPHA(0.05).

ONEWAY Corporate_MI BY Salary_new
IMISSING ANALYSIS.
/POSTHOC=TUKEY ALPHA(0.05).

Bivariate regression

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PI N(.05) POUT(.10)
/INOORIGIN
/DEPENDENT Corporate_MI
IMETHOD=BACKWARD CSR.

REGRESSION
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IMISSING LISTWISE

ISTATISTICS COEFF OUTS R ANOVA
ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN

/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD Individuality.

REGREESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD Identity.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD CSR_economic.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate Ml
IMETHOD=BACKWARD CSR_legal.

REGRESSION
/Ml SSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate Ml
IMETHOD=BACKWARD CSR_ethical.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/DEPENDENT Corporate_MI
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IMETHOD=BACKWARD CSR_commitment.

REGRESSION
/IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD CSR_connection.

REGRESSION
/IMISS ING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD CSR_consistency.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD Reputation.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD Satisfaction

REGRESSION
IMISSING L ISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/DEPENDENT Corporate_MI
IMETHOD=BACKWARD Cpmpetitve_advantage.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
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/ICRITERIA=PIN(.05) POUT(.10)
/INOORGIN

/IDEPENDENT Corporate Ml
/IMETHOD=BACKWARD Sex_1.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
/IMETHOD=BACKWARD D1.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD D2.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD Residence_1.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=BACKWARD Marital_status_2.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEF F OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/DEPENDENT Corporate_MI
IMETHOD=BACKWARD Salary 1 3.
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REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate Ml
IMETHOD=BACKWARD Occupation_1_1.

REGRESSION
IMISSING LISTWISE
ISTATISTICS COEFF OUTS R ANOVA
/ICRITERIA=PIN(.05) POUT(.10)
/INOORIGIN
/IDEPENDENT Corporate Ml
IMETHOD=BACKWARD Education_new.

Collinearity Test

REGRESSION

/IMISSING LISTWISE

/ST ATISTICS COEFF OUTS R ANOVA COLLIN TOL

/ICRITERIA=PIN(.05) POUT(.10)

/INOORIGIN

/IDEPENDENT Corporate_MI

IMETHOD=BACKWARD CSR Individuality Identity
Reputation Satisfaction Competitve_advantage Sex_1

Residence 1 Marital_status_2 Salary 1 3

Occupat ion_1 1 Educated_1_3.

Multiple regressions

REGRESSION

IMISSING LISTWISE

ISTATISTICS COEFF OUTS R ANOVA

/ICRITERIA=PIN(.05) POUT(.10)

/INOORIGIN

/DEPENDENT Corporate_MI

IMETHOD=ENTER CSR_economic CSR legal CSR_ethical
CSR_commitment CSR_c onnection CSR_consistency.

REGRESSION
IMISSING LISTWISE
/STATISTICS COEFF OUTS R ANOVA
ICRITERIA=PIN(.05) POUT(.10)
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/INOORIGIN
/IDEPENDENT Corporate_MI
IMETHOD=ENTER CSR_commitment CSR_connection

CSR_consistency.

REGRESSION

IMISSING LIST WISE

ISTATISTICS COEFF OUTS R ANOVA COLLIN TOL

/ICRITERIA=PIN(.05) POUT(.10)

/INOORIGIN

/IDEPENDENT Corporate_MI

IMETHOD=BACKWARD Sex_1 Residence_1 Marital_status 2
Salary_1 3 Occupation_1 1 Educated_1_3 D2

REGRESSION

IMISSING LISTWISE

ISTATI STICS COEFF OUTS R ANOVA

/ICRITERIA=PIN(.05) POUT(.10)

/INOORIGIN

/IDEPENDENT Corporate Ml

IMETHOD=BACKWARD Sex_1 Residence 1 Marital status 2
Salary_1 3 Occupation_1 1 Educated_1 3 D2

Individuality CSR Identity Satisfaction Reputation

Copmpetitve _advantage.

PCA:

Corporate ldeology

FACTOR
/VARIABLES Individuality ldentity
IMISSING LISTWISE
/ANALYSIS Individuality Identity
/PRINT INITIAL EXTRACTION ROTATION
ICRITERIA FACTORS(1) ITERATE(25)
/EXTRACTION PC
/ICRITERIA ITERATE(30)
/ROTATION VARIMAX
ISAVE REG(ALL)
IMETHOD=CORRELATION.

Longt er m consumersd sustainability
FACTOR

IVARIABLES Cpmpetitve_advantage Satisfaction
Reputation

/IMISSING LISTWISE
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/ANALYSIS Cpmpetitve_advantage Satisfaction
Reputation

/PRINT INITIAL EXT  RACTION ROTATION

/ICRITERIA FACTORS(1) ITERATE(25)

JEXTRACTION PC

/ICRITERIA ITERATE(30)

/ROTATION VARIMAX

ISAVE REG(ALL)

IMETHOD=CORRELATION.

Multiple regressions

REGRESSION

IMISSING LISTWISE

ISTATISTICS COEFF OUTS R ANOVA COLLIN TOL

/C RITERIA=PIN(.05) POUT(.10)

/INOORIGIN

/IDEPENDENT Corporate Ml

/IMETHOD=STEPWISE customer_longterm_sustainability
FAC1 1 Educated 1 3 Occupation_1 1 Salary 1 3

Marital_status 2 Sex 1 CSR D2 D3.



