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Abstract- This study investigates the relationship between Corporate Social Responsibility activities performed by a 
company with its behavioral effects on customer behavior indicators namely Brand Image, Perceived Price Fairness, 
Awareness of CSR and Purchase Intention. This study also takes into account Perceived Service Quality and its influence on 
customer Purchase Intention. The researcher surveyed 400 respondents of Generation Y in Nepal. Structural Equation 
Modeling was applied for the data analysis. The results showed there is a relationship between Corporate Social 
Responsibility, Perceived Price Fairness, Brand Image and Purchase Intention. Additionally this research found that a 
negative relationship exists between Awareness of CSR and Purchase Intention. Based on the findings the researcher has 
made recommendations to Ncell Nepal. 
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I. INTRODUCTION 
 
Corporate Social Responsibility (CSR) is an 
important strategic tool in a company’s arsenal, even 
more so today, when companies are not just judged 
by the products and services they produce as their 
core activities, but are also judged by how well they 
fare with the society and environment. CSR has 
become a tool for companies to engage their 
stakeholders and enlist the corporation into doing 
things that are good for the society and the 
environment. While today CSR is a generally 
accepted concept in the business field, it wasn’t 
always so. in the past famous business scholars like 
Milton Friedman have been against the concept of 
CSR, saying the a company’s primary duty is to 
lookout for its shareholders. More recently, authors 
have started to suggested that it’s in a company’s best 
interest to be socially responsible. Firms that increase 
societal obligations and help society help create a 
new marketplace for their products and services 
(Carroll & Shabana, 2010; Drucker, 1984). 
 
Nepal is a small South Asian country with a 
population of 30 million (World Almanac, 2014) and 
a Gross Domestic Product of US$41 billion (World 
Almnac 2014). It is also one of thecountries in the 
world with a young population having 59% of its 
total population falling into the characterization of 
Generation Y (CBS Nepal, 2014).  
 
Sharing a close heritage, cultural and economic 
backgrounds as its Southern neighbor India, Nepal 
has learnt about helping its people in times of needs 
through seeing it done by Royal Patronage, temples 
and other social bodies. Even though the concept of 
helping people goes back hundreds of years, due to 
lack of growth in industry and the corporate sector, 
social responsibility has barely been institutionalized.  

Ncell is the largest GSM mobile operator in Nepal, 
with a market share of 56% as of June 2014. The 
telecommunications industry is one of the youngest 
industries in the world, having a lifespan of less than 
thirty years. It is no different in Nepal; the 
telecommunications industry only started contributing 
to the GDP in 2009. Despite being late entrants into 
the Nepalese economy Ncell is in the forefront of 
CSR activities.  
 
Their activities include the re-building of education 
infrastructure what was damaged or destroyed during 
the civil war, that was waged between 1996 and 
2006, helping out girls from poor and needy families 
with scholarships and assisting local authorities curb 
serious crime such as human trafficking which is 
rampant in South Asia. Despite Ncell seriously 
engaging in CSR many people still think that CSR 
activities are only window dressing. 
 
II. LITERATURE REVIEW 
 
A. Corporate Social Responsibility 
More companies are embracing CSR as a tool of 
strategic importance, as such up to 90% of fortune 
500 companies, now have and mention having CSR 
or being involved in CSR activities on their websites 
or corporate literature (Kotler and Lee, 2004;  
 
Lichtenstein, Drumwright and Bridgette, 2004). 
Primarily associated with four sets of activities 
including economic responsibilities, legal 
responsibilities, ethical responsibilities and 
philanthropic responsibilities (Carroll, 1999).   
 
Since the turn of this new century, the ways 
companies perform business has been greatly 
impacted by business process outsourcing, 
international supply chain management, and 
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sustainable practices; and thus the definition of CSR 
has evolved into the inclusion of employee relations, 
ethical material sourcing, marketing and the 
environment, human rights and corporate governance 
(Kinder, Lyndenberg & Domini, 2004). 
 
B. Perceived Service Quality 
The definition set forth by Rust and Oliver 1994, for 
perceived service quality is derived from a model 
having three dimensions namely the service product, 
the service environment and the service delivery. 
 
C. Purchase Intention 
Customer Purchase Intention in telecom is defined as 
the decision to act based upon knowledge of a 
company’s perceived quality, brand image and trust 
of the company (Al-Refaie et al., 2012). 
 
D. Brand Image 
Brand image comprises the attributes and benefits 
associated with a brand that make the brand 
distinctive, thereby distinguishing the firm’s offer 
from competition (Webster and Keller, 2004). 
 
E. Perceived Price Fairness 
A large body of research suggests that consumers’ 
willingness to pay a higher price for a product 
depends on their perceptions of how fair that price is 
(Campbell, 1999a, b; Crawford and Mathews, 2001). 
 
III. RESEARCH FRAMEWORK AND 
METHODOLOGY 
 
A. Research Framework 
 
Based on previous Empirical researchers as a 
platform the researcher was able to develop a 
conceptual framework consisting of Corporate Social 
Responsibility and Perceived Service Quality as 
independent variables, Brand Image, Perceive Price 
Fairness and Awareness of CSR as moderating 
variables and Purchase Intention.  
 
The eclectic framework is shown in Fig.1. Seven 
hypotheses were derived from the framework and are 
shown as follows: 
 
H1: CSR has a relationship with Brand Image 
H2: CSR has a relationship with Perceived Price 
Fairness 
H3: Brand Image has a relationship with Purchase 
Intention 
H4: Perceived Price Fairness has a relationship with 
Purchase Intention 
H5: Awareness of CSR has a relationship with 
Purchase Intention 
H6: Corporate Social Responsibility has a 
relationship with Purchase Intention 
H7: Perceived Service Quality has a relationship with 
Purchase Intention 

 
Figure 1. Is CSR a determinant of Purchase Intention?  A case 

study of Ncell Nepal 
 
B. Research Methodology 
The purpose of this research is to investigate whether 
the purchase intention of Ncell services is influenced 
by CSR activities of the company.  
 
400 questionnaires were distributed and administered 
to the target population, generation Y in Nepal. The 
questionnaires consisted of four sections: screening 
questions, independent variables, moderating and 
dependent variables and demographic variables. The 
researcher applied descriptive analysis to convert the 
data into summaries.  
 
The researcher used non-probability sampling 
technique to select the population, eliminating the 
possibility of selecting a specific individual for the 
research. 
  
IV. RESEARCH AND FINDINGS 
 
The researcher tested the hypotheses set in the 
research framework using Structural Equation 
Modeling (SEM). After analyzing the data, all but 
two null hypotheses were rejected. The results are 
summarized as follows: 
 

 
Figure 2: SEM of CSR, PSQ and Purchase Intention 
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Table 1: Index of the fit of the model 

 
 

Table 2: Summary of Hypothesis Testing 
Hypothesis Relationship Standard Estimate S.E. C.R. P Results 

H1o CSR  BI .659 .030 22.503 *** Rejected 
H2o CSR  PPF .667 .047 14.061 *** Rejected 
H3o BI PI .870 .223 3.895 *** Rejected 
H4o PPF PI .122 .033 3.670 *** Rejected 
H5o ACSR PI -.079 .029 -2.699 .007 Failed to Reject 
H6o CSR  PI -.010 .144 -.070 .944 Failed to Reject 
H7o PSQ PI .352 .067 5.269 *** Rejected 

 
(CSR=Corporate Social Responsibility, BI=Brand 
Image, PPF=Perceived Price Fairness, 
ACSR=Awareness of CSR, PSQ=Perceive Service 
Quality, PI=Purchase Intention) 
 
The index fit of the model is shown in Table 1, the 
generally accepted criterion to accept a model 
Goodness Fit Index (GFI > 0.90), adjusted GFI 
(AGFI > 0.90). Meeting the entire criterion, the 
researcher’s model is accepted. 
 
Table 2 represents the regression weights analysis 
used to test the hypotheses. After Structural Equation 
Modeling, the results indicated that customers of 
telecom services are not aware of CSR in their 
consumption and are not aware of companies CSR 
activities. With a standard estimate of -.079, the null 
hypothesis of H5 was accepted, to show a significant 
relationship the Standard Estimate=|x|. It also 
revealed that for Generation Y in Nepal does not see 
CSR as a factor when making purchasing decisions of 
telecommunications products and services, having a 
standard estimate o -.010, the null hypothesis of H6 
was also accepted. 
 
Having positive standard estimates, the null 
hypotheses for H1, H2, H3, H4 and H7 were accepted 
and there exists significant relationships between the 
variables. 
 
CONCLUSIONS AND RECOMENDATIONS  
 
The majority of respondents were male, accounting 
for 72.6% or 291 of the total respondents. The largest 
number of respondents were in the age group ‘24-29 
years old’ accounting for 51.9% or 208. A majority of 
the respondents have an income per month between 
‘NPR 10,000 and NPR 20,000’ (1THB=3NPR), 
accounting for 28.4% or 114 respondents. The 
highest number of respondents cited employee to be 
their occupation, while a large number of respondents 
had also failed to disclose their profession. 

Based on the results of hypothesis testing, the 
researcher found that factors influencing purchasing 
intention of generation Y in terms of 
telecommunications services are more related to the 
Brand Image of the company, the perceived fairness 
of pricing and Perceived Quality of the services to be 
rendered rather than the CSR activities being 
performed. CSR activities, positively impact the 
Brand Image and also the Perception of Fairness of 
Price in relation to CSR and thus should be 
continually executed. 
 
According to the results of Hypothesis one and 
Hypothesis two, Ncell should continue its 
investments in the social well-being and invest in a 
more diverse variety of CSR activities, as the 
investment in CSR has a proportional positive 
response in terms of enhanced brand image and 
perception of price fairness. CSR activities that the 
company takes part in may be better received by 
consumers if they are inline with the company’s 
profile, industry and environmental impact. 
 
Similarly, the results of Hypothesis three and 
Hypothesis four indicate that Ncell needs to clean its 
brand image as it significantly affects the purchasing 
intention in relation to its services, it should also have 
a clear and defined pricing strategy as to see that 
customers don’t feel that they are being overcharged 
or put off by high prices. 
 
The results of Hypothesis five and Hypothesis six 
show that there is no significant relationship between 
CSR and Purchase Intention, as the market place is 
not as developed as western countries and customers 
still make choices when purchasing services based on 
price point rather than that of social consciousness. 
Hypothesis six illustrates that consumers are not 
aware of CSR activities, and have no meaning to 
them, thus Ncell needs to make campaigns not just 
about its CSR activities, but to illustrate why CSR is 
important and why consumers must consider CSR 
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during their daily consumption and purchases. The 
result of Hypothesis seven shows that Perceived 
Service Quality is an important factor for consumers 
when they make purchasing decisions. Ncell not only 
needs to improve its service quality but also maintain 
an image in the market about its products and 
services such that the perception of their high quality 
is undeniable and beyond reproach. This will improve 
the purchasing intent in the Nepalese market. 
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