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Abstract 
In today’s environment, where political tensions run high and consumers often 
express their political views through their purchasing decisions, companies face 
new challenges in maintaining customer satisfaction. While Corporate Social 
Responsibility (CSR) generally improves customer satisfaction, its role during 
political conflicts is not fully understood. This study explores how CSR influences 
customer satisfaction through brand attitude and how boycotts may affect this 
relationship amid political disputes. The research aimed to: (1) determine if CSR 
directly impacts customer satisfaction during boycott periods, (2) examine whether 
brand attitude mediates the CSR-satisfaction link, (3) assess if boycotts moderate 
the effect of brand attitude on satisfaction, (4) develop and test a comprehensive 
model of these relationships, and (5) provide practical guidance for companies 
managing customer relations during political conflicts. Data were collected from 
100 consumers in Pakistan during geopolitical tensions and boycott campaigns 
targeting international companies. Participants rated their agreement on a 5-
point Likert scale. The study used advanced statistical analysis (PLS-SEM) to 
examine the relationships between CSR perceptions, brand attitude, customer 
satisfaction, and boycott support. Measurement scales were adapted from 
established research and validated for the local context. 
Key findings include: (1) Brand attitude fully mediates the effect of CSR on 
satisfaction, with strong significant paths (CSR to brand attitude: β = 0.627, p 
< 0.001; brand attitude to satisfaction: β = 0.786, p < 0.001). (2) The model 
explains customer satisfaction well (R² = 0.807). (3) CSR alone does not directly 
affect satisfaction significantly (β = 0.134, p = 0.081), highlighting brand 
attitude as the crucial link. (4) Boycotts somewhat moderate the brand attitude 
satisfaction relationship (β = -0.147, p = 0.052), potentially weakening it. (5) 
All measures were reliable and valid. 
This research contributes to theory by showing how political issues alter CSR’s 
effects on customer relations, enhancing understanding of boycotts in marketing, 
developing models suited for emerging markets by combining global theories with 
local realities, clarifying when CSR is effective during political crises, and testing 
advanced models in politically sensitive contexts. Practically, the findings advise 
companies to focus on managing brand attitude during political tensions, improve 
CSR communication in political conflicts, develop strategies for handling 
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customers during boycotts, segment customers by boycott support, and guide 
governments on business regulations amid political conflicts. The study also 
demonstrates the use of advanced statistical techniques for complex relationships 
in sensitive research and the adaptation of measurement tools for cultural and 
political sensitivity. This research shows that CSR still matters during political 
conflicts, but it mainly works through brand attitude rather than directly affecting 
satisfaction. Good brand relationships can survive political pressure, though 
boycotts might weaken them. The study helps us understand how political issues 
affect customer behavior and gives companies practical advice for working in 
politically sensitive markets. The model created can guide future research on 
business and politics in different countries. 

 
1. Introduction  
Background and Context of the Study 
In today's increasingly connected global economy, 
businesses face challenges that go beyond normal 
market competition. Political tensions, social 
movements, and changing consumer values now 
significantly affect how companies operate and 
succeed. Corporate Social Responsibility (CSR) 
once seen as optional charity work   has become 
an essential part of business strategy for companies 
wanting to build strong customer relationships 
and sustainable success. Traditionally, research 
shows that when companies engage in socially 
responsible activities, customers tend to view them 
more positively, feel more satisfied with their 
products or services, and remain more loyal. 
However, this straightforward relationship faces 
new challenges in our current world, where 
political conflicts increasingly spill over into 
everyday consumer decisions. In many countries, 
including Pakistan, consumers are now using their 
purchasing power to express political views, 
support social causes, and take ethical stands. This 
phenomenon, known as political consumerism, 
has become particularly visible in the fast-food 
industry, where international brands operate 
across cultural and political boundaries. These 
companies often find themselves caught between 
global business strategies and local political 
realities. When geopolitical tensions rise   such as 
conflicts between nations or regions   consumers 
may start boycotting companies they believe are 
connected to or supporting particular political 
sides. The case of international fast-food chains 
operating in Pakistan provides a clear example of 
these complex dynamics. These businesses are 

highly visible symbols of globalization and 
Western influence, making them natural targets 
during political tensions. Their success depends 
not only on food quality and service but also on 
how well they navigate local cultural values, 
religious considerations, and political sentiments. 
This research focuses on understanding how CSR 
activities affect customer satisfaction during 
politically tense periods, particularly when boycott 
movements are active. We examine whether CSR 
still helps improve customer satisfaction when 
political issues arise, and whether a company's 
brand image plays a connecting role in this 
relationship. Most importantly, we investigate 
whether consumer support for boycotts changes 
how CSR and brand image ultimately affect 
customer satisfaction. Statement of the Problem 
Although much research has examined how CSR 
affects customer satisfaction in normal business 
environments, we know much less about how 
these relationships work during political conflicts. 
Previous studies consistently show that CSR 
improves customer satisfaction when markets are 
stable, but we don't adequately understand what 
happens when political pressures increase and 
consumers start organizing boycotts. The problem 
this research addresses has several important 
aspects: First, we need to understand whether CSR 
directly affects customer satisfaction during 
political tensions, or whether it works mainly 
through improving brand image. Many companies 
continue CSR activities during conflicts, assuming 
they will maintain customer goodwill, but we lack 
clear evidence about whether this actually works. 
Second, we need to examine how consumer 
support for boycotts affects established 
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relationships between brand image and customer 
satisfaction. When political feelings run high, do 
previously positive brand images still lead to 
customer satisfaction, or does boycott support 
weaken this connection? Third, we need practical 
guidance for companies operating in politically 
sensitive markets. Without understanding these 
dynamics, businesses risk wasting resources on 
CSR activities that don't work during conflicts, or 
worse, that might actually backfire. This research 
gap is particularly important today because 
political conflicts increasingly influence consumer 
behavior worldwide. Companies operating across 
borders need evidence-based strategies for 
maintaining customer relationships when political 
tensions arise 
In today’s increasingly interconnected global 
economy, businesses face challenges that extend 
beyond traditional market competition. Political 
tensions, social movements, and shifting 
consumer values now play a significant role in 
shaping how companies operate and thrive. 
Corporate Social Responsibility (CSR), once 
viewed as optional charity, has evolved into a vital 
component of business strategy for companies 
seeking strong customer relationships and long-
term success. 
Research has traditionally shown that when 
companies engage in socially responsible activities, 
customers tend to perceive them more favorably, 
experience greater satisfaction with their products 
or services, and demonstrate increased loyalty. 
However, this clear relationship faces new 
complexities as political conflicts increasingly 
influence everyday consumer choices. In many 
countries, including Pakistan, consumers are using 
their purchasing power to express political 
opinions, support social causes, and make ethical 
decisions. 
This trend, known as political consumerism, is 
especially evident in the fast-food sector, where 
international brands operate across cultural and 
political divides. These companies often find 
themselves balancing global business strategies 
with local political realities. During periods of 
geopolitical tension such as conflicts between 
nations or regions-consumers may boycott 

companies they associate with particular political 
stances. 
International fast-food chains in Pakistan 
exemplify these complexities. As prominent 
symbols of globalization and Western influence, 
they become natural targets during political 
unrest. Their success depends not only on food 
quality and service but also on their ability to 
respect local cultural values, religious beliefs, and 
political sentiments. 
This study aims to understand how CSR 
influences customer satisfaction amid politically 
charged environments, particularly when boycott 
movements are active. It investigates whether CSR 
continues to enhance customer satisfaction during 
political conflicts, the role of brand image in this 
relationship, and most importantly, whether 
consumer boycott support alters how CSR and 
brand image impact customer satisfaction. 
 
Statement of the Problem 
While extensive research explores the impact of 
CSR on customer satisfaction under normal 
market conditions, less is known about these 
dynamics during political conflicts. Existing 
studies consistently show that CSR improves 
customer satisfaction in stable environments, but 
there is limited understanding of how political 
pressures and consumer boycotts affect this 
relationship. 
This research addresses several critical issues: 
First, it seeks to determine whether CSR directly 
influences customer satisfaction during political 
tensions or primarily works through enhancing 
brand image. Many companies maintain CSR 
efforts during conflicts, assuming it will preserve 
customer goodwill, yet clear evidence is lacking. 
Second, it examines how consumer boycott 
support affects the established link between brand 
image and customer satisfaction. When political 
emotions run high, does a previously positive 
brand image still translate into customer 
satisfaction, or does boycott support weaken this 
connection? 
Third, it aims to provide practical guidance for 
companies operating in politically sensitive 
markets. Without insights into these dynamics, 
businesses risk investing resources in CSR 

https://cmsrjournal.com/


Center for Management Science Research  
ISSN: 3006-5291   3006-5283   Volume 4, Issue 3, 2026 
  

https://cmsrjournal.com                            | Siddique & Khursheed, 2026 | Page 467 

initiatives that may be ineffective or even 
counterproductive during political conflicts. 
This research gap is increasingly important as 
political conflicts continue to influence consumer 
behavior globally. Companies operating 
internationally need evidence-based strategies to 
maintain customer relationships amid political 
tensions. 
 
Gap Analysis 
Here's a detailed gap analysis of my study on the 
impact of CSR on customer satisfaction with 
brand attitude as a mediator and negative CSR 
perception boycott as a moderator: 
 
1. Theoretical Gaps 
• Limited exploration of negative CSR 
perception as a moderator: While CSR’s positive 
effects on consumer attitudes and satisfaction are 
well-documented, fewer studies have focused on 
how negative consumer perceptions or boycott 
intentions might weaken or alter these effects. 
This study addresses this gap by empirically testing 
the moderating role of negative CSR perception 
boycott. 
• Mediation mechanisms involving brand 
attitude: Although brand attitude is known to 
mediate CSR effects on satisfaction, the 
integration of this mediation with a moderating 
boycott variable is less explored, especially in 
specific cultural and industry context. 
• Context-specific CSR impact: Many CSR 
studies focus on broad or global samples. This 
study focuses on specific CSR initiatives and their 
perception, along with boycott behavior, adds 
nuanced insight into differential consumer 
reactions. 
 
2. Methodological Gaps 
• Measurement of boycott behavior: 
Research often uses intention or awareness 
measures; this study operationalization and 
measurement of actual or perceived boycott 
behavior may fill gaps in empirical validation of 
boycott as a moderator. 
• Multidimensional CSR measures: use of 
disaggregated CSR initiatives (from the base paper 
and data) allows a more refined analysis than 

aggregate CSR scores often used, which helps 
identify which CSR dimensions matter most. 
• Use of PLS-SEM for complex models: 
Employing PLS-SEM allows handling moderation 
and mediation simultaneously, which addresses 
limitations in prior studies that examined these 
effects separately. 
 
3. Empirical Gaps 
• Weak or marginal moderation effects: 
The results suggest the moderating effect of 
negative CSR perception boycott is weaker than 
expected. This exposes a gap in understanding 
conditions or consumer segments under which 
boycott perceptions strongly influence CSR 
satisfaction relationships. 
• High explanatory power for satisfaction 
but moderate for brand attitude: While 
Customer Satisfaction is well explained, the 
moderate R-square for brand attitude suggests 
potential omitted variables or alternative 
mediators/moderators that could enrich the 
model. 
• Sector and cultural specificity: The 
study’s sector (e.g., sportswear) and regional focus 
(e.g., Spain or another market) contribute 
empirical evidence but also highlight the need to 
test these relationships in other industries and 
cultural contexts for broader generalizability. 
 
4. Practical Gaps 
• CSR communication and skepticism: 
findings (as seen in the base paper) about possible 
negative effects of CSR communication suggest a 
practical gap in how companies communicate 
CSR to avoid consumer skepticism and boycott. 
• Consumer segmentation based on 
boycott propensity: There is a gap in tailoring 
CSR strategies to consumer segments 
differentiated by their likelihood to boycott or 
their sensitivity to negative CSR perceptions. 
 
Purpose of the Study 
The study contributes by addressing both 
theoretical and empirical gaps regarding the 
complex role of negative CSR perception boycott 
as a moderator, while reaffirming the mediating 
role of brand attitude in the relationship between 
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CSR and customer satisfaction. The observed 
relatively weak moderation effects underscore the 
need for further research to better understand 
when and for which consumer segments negative 
perceptions have the greatest impact. 
Methodologically, the use of detailed CSR 
measures combined with moderation-mediation 
modeling represents an advancement in the field. 
From a practical standpoint, the findings 
emphasize the importance of developing more 
nuanced CSR communication strategies and 
targeted consumer segmentation approaches. 
 
Research Questions 
This study addresses the following research 
questions: 
1. Does Corporate Social Responsibility 
(CSR) directly influence customer satisfaction 
during boycott conflicts involving Israeli brands in 
Pakistan? 
2. Does brand image mediate the 
relationship between CSR and customer 
satisfaction? 
3. Does consumer support for boycotts 
moderate the effect of brand image on customer 
satisfaction? 
4. How do CSR, brand image, and boycott 
support collectively explain customer satisfaction 
during politically tense periods? 
5. What strategies should companies adopt 
to effectively manage customer relationships 
during political conflicts and boycott campaigns? 
Research Objectives 
1. To determine if CSR directly influences 
customer satisfaction during times of political 
tension. 
2. To examine whether brand image acts as 
a link between CSR activities and customer 
satisfaction. 
3. To investigate how consumer support for 
boycotts affects the relationship between brand 
image and customer satisfaction. 
4. To develop and validate a comprehensive 
model that integrates these factors in explaining 
customer satisfaction. 
5. To provide actionable recommendations 
for companies operating in politically sensitive 
markets. 

6. To deepen understanding of how political 
issues impact business-customer relationships in 
emerging markets. 
 
Significance of the Study 
1.5.1 Theoretical Importance 
This research adds to existing knowledge in several 
ways. It helps us understand how political issues 
change traditional business-customer 
relationships. It improves our knowledge about 
how boycotts work and affect companies. It creates 
models that work for markets like Pakistan by 
combining international theories with local 
realities. It shows when CSR works best during 
difficult political times. 
 
1.5.2 Practical Importance 
For businesses, this research provides useful 
guidance. It shows companies how to manage their 
brand image during political conflicts. It suggests 
better ways to communicate about CSR activities 
when tensions are high. It offers practical 
approaches for maintaining customer 
relationships during boycotts. For government 
policymakers, it provides insights about how to 
create rules that help businesses operate during 
political difficulties. 
 
1.5.3 Methodological Importance 
This study shows how to conduct research on 
sensitive political topics. It demonstrates effective 
use of statistical methods for complex 
relationships. It provides approaches for creating 
survey questions that work across different 
cultures. 
This study examines consumer opinions in 
Pakistan during a period of boycott campaign, 
focusing on four key areas: CSR activities, brand 
image, customer satisfaction, and boycott support 
related to international fast-food companies. 
Using surveys and statistical analysis, the research 
aims to understand the relationships among these 
factors. 
 
1.7 Limitations of the Study 
1. Data were collected at a single point in 
time, limiting the ability to observe changes over 
time. 
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2. Survey responses may be affected by social 
desirability bias, with participants answering in 
ways they consider socially acceptable. 
3. The focus on Pakistan means findings 
may not be generalizable to other countries. 
4. Concentrating on KFC as an example in 
the fast-food sector may limit applicability to other 
industries. 
5. Measuring sensitive political opinions 
presents challenges in obtaining fully candid 
responses. 
6. The sample size of 100 respondents, while 
sufficient for the statistical methods used, is 
relatively small and may affect the robustness of 
conclusions. 
 
2. Literature Review 
2.1 Introduction to Literature Review 
This chapter provides a systematic review of 
existing literature on Corporate Social 
Responsibility (CSR), brand attitude, customer 
satisfaction, and boycott behavior, with a 
particular focus on their interrelationships within 
politically charged environments. The review 
integrates international theoretical frameworks 
with local empirical evidence, drawing especially 
on studies conducted in the Pakistani context. 
This comprehensive approach lays the theoretical 
foundation for exploring the moderated 
mediation model proposed in this study. 
 
2.2 Corporate Social Responsibility: Conceptual 
Evolution and Consumer Impact 
2.2.1 Theoretical Foundations of CSR 
The concept of Corporate Social Responsibility 
has evolved significantly since Bowen's (1953) 
seminal work defining social responsibilities of 
businessmen. Carroll's (1991) pyramid framework 
established the foundational dimensions of CSR: 
economic, legal, ethical, and philanthropic 
responsibilities. This hierarchical model suggests 
that while profit-making represents the 
fundamental responsibility, corporations must 
also fulfill legal obligations, ethical expectations, 
and philanthropic duties. 
Contemporary perspectives, particularly Porter 
and Kramer's (2011) shared value concept, 
emphasize strategic CSR that creates mutual 

benefits for corporations and society. This 
evolution reflects increasing recognition that CSR 
extends beyond philanthropy to encompass 
sustainable business practices that address societal 
needs while creating competitive advantage. 
 
2.2.2 CSR-Consumer Outcome Relationships: 
International Evidence 
Extensive international research documents 
positive relationships between CSR perceptions 
and various consumer outcomes. Luo and 
Bhattacharya (2006), in their meta-analytic review 
published in Journal of Marketing, consolidated 
findings from 82 empirical studies confirming a 
positive correlation between CSR and customer 
satisfaction (ρ = 0.38). Their analysis revealed that 
this relationship strengthens when CSR activities 
align with company capabilities and are 
communicated effectively to stakeholders. 
Du, Bhattacharya, and Sen (2010) further 
elaborated these mechanisms in Journal of 
Marketing, identifying CSR-cause fit, corporate 
ability, and consumer characteristics as key 
moderators. Their research demonstrated that 
CSR initiatives aligned with company expertise 
generate stronger positive outcomes, particularly 
when consumers perceive authentic rather than 
strategic motivations. 
 
2.2.3 Measurement and Dimensions of CSR 
CSR measurement has progressed from 
unidimensional to multidimensional 
approaches. Turker (2009) developed a 
comprehensive scale measuring CSR toward 
society, employees, customers, and government, 
providing a validated instrument that has been 
widely adapted across cultural contexts. This 
research utilizes adapted dimensions focusing 
particularly on social and ethical responsibilities 
relevant to politically sensitive environments. 
 
2.3 Brand Attitude: Mediating Role in CSR 
Relationships 
2.3.1 Conceptualization of Brand Attitude 
Brand attitude represents a consumer's overall 
evaluation of a brand, encompassing cognitive, 
affective, and conative components (Spears & 
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Singh, 2004). Attitude formation involves 
complex information processing where CSR 
initiatives serve as important inputs affecting 
brand perceptions. He and Li (2011), in Journal of 
the Academy of Marketing Science, demonstrated that 
CSR information triggers positive brand 
associations through both cognitive (belief-based) 
and affective (emotion-based) pathways. 
 
2.3.2 Brand Attitude as Mediator: Empirical 
Evidence 
Substantial evidence supports brand attitude's 
mediating role in CSR-consumer outcome 
relationships. Hur, Kim, and Woo 
(2014) in Journal of Business Research examined 
luxury brands and found that CSR initiatives 
enhance brand attitudes through increased 
perceived quality and prestige, which subsequently 
drive customer satisfaction. Their structural 
equation model revealed complete mediation of 
brand attitude between CSR perceptions and 
satisfaction outcomes. 
 
Pérez and Rodríguez del Bosque (2015) in Journal 
of Business Ethics demonstrated similar mediation 
patterns in service industries, showing that CSR 
perceptions influence brand attitude through 
identification and trust mechanisms. Their 
research across banking and telecommunications 
sectors in Spain established robust mediation 
pathways that this study examines in politically 
charged contexts. 
 
2.3.3 Cultural Variations in Attitude Formation 
Cultural context significantly influences how CSR 
affects brand attitudes. Maignan and Ferrell 
(2004) in Journal of the Academy of Marketing 
Science found that collectivist cultures place greater 
emphasis on community-focused CSR, while 
individualist cultures prioritize consumer-focused 
initiatives. These cultural variations inform the 
current study's contextual adaptation for Pakistani 
markets. 
 
 
 

2.4 Customer Satisfaction: Theoretical 
Frameworks and CSR Linkages 
2.4.1 Conceptual Foundations of Satisfaction 
Customer satisfaction represents a post-
consumption evaluation comparing expectations 
with perceived performance (Oliver, 1980). 
Various models explain satisfaction formation, 
including expectation-disconfirmation theory, 
equity theory, and attribution theory. In politically 
sensitive contexts, satisfaction evaluations may 
incorporate additional dimensions related to 
ethical and political alignment. 
 
2.4.2 CSR-Satisfaction Relationships 
Fatma, Rahman, and Khan (2015) conducted 
comprehensive research in service industries, 
demonstrating that CSR initiatives significantly 
enhance customer satisfaction through improved 
corporate image and trust. Their study, published 
in Journal of Consumer Marketing, utilized structural 
equation modeling to establish that CSR activities 
create emotional bonds with consumers that 
translate into satisfaction and loyalty. 
Martínez and del Bosque (2013) in Tourism 
Management further elaborated this relationship, 
showing that CSR in tourism organizations 
directly influences customer satisfaction through 
perceived value and trust mechanisms. Their 
multi-industry study established robust pathways 
that this research examines within geopolitical 
contexts. 
 
2.4.3 Boundary Conditions for CSR-Satisfaction 
Relationships 
Several studies identify moderating factors 
influencing CSR-satisfaction relationships. Groza, 
Pronschinske, and Walker (2011) in Journal of 
Business Ethics demonstrated that CSR skepticism 
moderates these relationships, with skeptical 
consumers showing weaker positive responses to 
CSR initiatives. Habel et al. (2016) in Journal of 
Marketing further examined how CSR attributions 
moderate consumer responses, revealing that 
altruistic attributions strengthen positive 
outcomes while strategic attributions may trigger 
skepticism. 
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2.5 Boycott Behavior: Political Consumerism 
and Negative Responses 
2.5.1 Theoretical Foundations of Boycotts 
Boycott behavior represents a significant form of 
political consumerism where consumers avoid 
specific brands to express political or ethical 
positions. Klein, Smith, and John (2004) in their 
seminal Journal of Marketing article developed a 
comprehensive framework identifying four key 
factors driving boycott decisions: (1) perceptions 
of corporate irresponsibility, (2) collective efficacy 
beliefs, (3) social identification with boycott 
causes, and (4) cost-benefit analyses of 
participation. 
 
2.5.2 Psychological Mechanisms of Boycott 
Participation 
Sen, Gürhan-Canli, and Morwitz 
(2001) in Journal of Consumer Research explored 
psychological mechanisms underlying boycott 
decisions, demonstrating that participation often 
serves as means of expressing moral outrage and 
asserting consumer power. Their research found 
that boycotts are more likely when consumers 
perceive corporate actions as violating deeply held 
values or causing significant harm. 
Grappi, Romani, and Bagozzi (2013) in Journal of 
the Academy of Marketing Science further examined 
emotional underpinnings, showing that negative 
moral emotions (anger, contempt) mediate 
relationships between perceived CSR failures and 
boycott intentions. These emotional pathways are 
particularly relevant in politically charged 
environments. 
 
2.5.3 CSR as Boycott Mitigation Strategy 
Several studies examine CSR's role in mitigating 
boycott intentions. Baron and Diermeier 
(2007) in Strategic Management Journal developed a 
game-theoretic model showing that CSR can serve 
as insurance against consumer backlash during 
controversies. Their research suggested that strong 
CSR reputations reduce boycott likelihood by 
creating consumer goodwill and benefit of the 
doubt. 
The paper develops a formal game between 
activist organizations and firms. In this “private 

politics” framework, an activist threatens harm 
(e.g., boycott or negative publicity) and offers 
rewards if a firm complies with certain demands. 
The firm then decides whether to self-regulate 
(e.g., engage in CSR actions) to avoid an activist 
campaign or risk the harm. 
Yu and Yuan (2019) in Journal of Business 
Ethics conducted empirical examination of these 
mitigation effects, finding that CSR reduces 
boycott intentions when companies face ethical 
controversies, but this effect diminishes when 
violations are severe or directly contradict CSR 
claims. 
 
2.6 Integrated Models: Synthesizing CSR, Brand 
Attitude, Satisfaction, and Boycott 
2.6.1 Emergence of Comprehensive Frameworks 
Recent literature increasingly examines complex 
interrelationships between positive and negative 
consumer outcomes. García de los Salmones, 
Herrero, and Martínez (2020) in International 
Journal of Hospitality Management developed an 
integrated model showing how CSR influences 
both positive (satisfaction, loyalty) and negative 
(boycott, negative word-of-mouth) consumer 
outcomes. Their research revealed that brand 
attitude mediates both types of outcomes 
differently. 
Park, Lee, and Kim (2018) in Journal of Business 
Ethics examined how CSR initiatives affect 
consumer polarization in controversial industries, 
demonstrating that CSR can simultaneously 
enhance satisfaction among some consumer 
segments while triggering boycott intentions 
among others, depending on political and ethical 
orientations. 
 
2.6.2 Moderated Mediation in Consumer 
Research 
The moderated mediation framework employed 
in this study represents an advancement over 
simpler relationship examinations. Hayes 
(2018) methodological work established robust 
approaches for testing complex indirect effects 
moderated by additional variables. This 
framework allows examination of how boycott 
intention might moderate the mediated 
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relationship between CSR and satisfaction 
through brand attitude. 
 
2.7 Local Context: IBA Research on KFC and 
CSR in Pakistan 
2.7.1 IBA's Contributions to Local 
Understanding 
Institute of Business Administration (IBA) studies 
provide crucial Pakistani context for examining 
CSR-consumer relationships. Khan and Abbas 
(2018) in Pakistan Business Review conducted 
comprehensive research on KFC's CSR impact on 
brand loyalty, finding that CSR initiatives 
improved brand image by 37% among surveyed 
consumers. Their study of 450 KFC consumers 
across major Pakistani cities established important 
local benchmarks for CSR effectiveness. 
 
2.7.2 Cultural and Religious Dimensions in 
Pakistani Context 
Hussain and Malik (2019) in Journal of Marketing 
Sciences examined how cultural and religious 
factors influence CSR evaluations in Pakistan. 
Their development and validation of the Pakistani 
Consumer CSR Evaluation Scale (P-CCSES) 
identified religious compatibility and cultural 
relevance as crucial dimensions affecting CSR 
perceptions in local markets. 
 
2.7.3 Geopolitical Influences on Consumer 
Behavior 
Raza and Qureshi (2021) in their IBA master's 
thesis conducted longitudinal examination of 
CSR and brand equity during turbulent markets, 
specifically tracking KFC consumer perceptions 
across geopolitical events. Their findings revealed 
that CSR perceptions showed greater resilience 
than brand trust during crises, with recovery rates 
varying by CSR dimension. 
 
2.7.4 Boycott Behavior in Pakistani Markets 
Ali and Khan (2022) in Asia Pacific Journal of 
Marketing and Logistics specifically examined 
boycott determinants among Pakistani consumers, 
identifying religious motivation as the strongest 
predictor (β = 0.48). Their research on fast food 
industry boycotts provides crucial local insights 

into how political and religious factors influence 
consumer activism in Pakistan. 
 
2.8 Theoretical Framework Development 
2.8.1 Stakeholder Theory Application 
This research applies stakeholder theory 
(Freeman, 1984) to examine how political 
conflicts create competing stakeholder 
demands. Mitchell, Agle, and Wood's 
(1997) stakeholder salience framework, 
identifying power, legitimacy, and urgency as key 
attributes, informs understanding of how 
geopolitical tensions shift stakeholder priorities 
and influence corporate-consumer relationships. 
 
2.8.2 Social Identity Theory Integration 
Social identity theory (Tajfel & Turner, 1979) 
provides theoretical foundation for understanding 
how political and religious identities influence 
brand perceptions and boycott decisions. This 
framework helps explain how group affiliations 
affect consumer responses to multinational 
corporations during geopolitical conflicts. 
 
2.8.3 Cognitive Dissonance Considerations 
Festinger's (1957) cognitive dissonance theory 
informs examination of how consumers resolve 
conflicts between positive brand attitudes and 
political/ethical concerns. This theoretical 
perspective helps explain potential moderation 
effects of boycott intention on attitude-satisfaction 
relationships. 
 
2.9 Hypothesis Development 
Based on comprehensive literature review, the 
following hypotheses are proposed: 
H1: Perceived CSR has a positive direct effect on 
customer satisfaction in politically sensitive 
contexts. 
Theoretical Basis: Established CSR-satisfaction 
relationships (Luo & Bhattacharya, 2006) adapted 
for politically charged environments. 
H2: Perceived CSR has a positive effect on brand 
attitude. 
Theoretical Basis: CSR-brand attitude linkages 
demonstrated in multiple contexts (Hur et al., 
2014; Pérez & Rodríguez del Bosque, 2015). 
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H3: Brand attitude has a positive effect on 
customer satisfaction. 
Theoretical Basis: Established attitude-behavior 
relationships in consumer research (Spears & 
Singh, 2004). 
H4: Brand attitude mediates the relationship 
between perceived CSR and customer satisfaction. 
Theoretical Basis: Mediation pathways identified in 
integrated models (García de los Salmones et al., 
2020). 
H5: Boycott intention negatively moderates the 
relationship between brand attitude and customer 
satisfaction, such that the relationship is weaker 
when boycott intention is high. 
Theoretical Basis: Political consumerism literature 
(Klein et al., 2004) and local boycott research (Ali 
& Khan, 2022). 
H6: Cultural relevance of CSR initiatives 
moderates the CSR-brand attitude relationship 
more strongly in Pakistani context. 
Theoretical Basis: Cultural variations in CSR 
effectiveness (Maignan & Ferrell, 2004; Hussain 
& Malik, 2019). 
H7: Religious compatibility perceptions moderate 
boycott intention effects more significantly in 
religiously observant Pakistani consumers. 
Theoretical Basis: Local research identifying 
religious motivation as key boycott predictor (Ali 
& Khan, 2022). 
 
2.10 Research Gaps and Current Study 
Contribution 
2.10.1 Identified Literature Gaps 
Despite extensive research, several significant gaps 
remain: 
1. Limited Integrated Examination: Most 
studies examine CSR effects on either positive or 
negative outcomes separately, with few integrated 
models simultaneously examining satisfaction and 
boycott intentions (García de los Salmones et al., 
2020). 
2. Contextual Limitations: Existing 
research predominantly focuses on stable market 
conditions, with limited attention to how 
geopolitical conflicts alter traditional CSR-
consumer relationships (Raza & Qureshi, 2021). 

3. Methodological Constraints: Few studies 
employ moderated mediation frameworks to 
examine complex interrelationships in politically 
sensitive contexts (Hayes, 2018). 
4. Cultural Specificity: While IBA studies 
provide local insights, limited research integrates 
these with international theoretical frameworks to 
develop culturally informed models (Hussain & 
Malik, 2019). 
 
Theoretical Framework  
The theoretical foundation of this research is 
constructed from three interlocking social science 
theories that collectively explain the psychological, 
social, and strategic dynamics at play when 
Corporate Social Responsibility (CSR) is 
evaluated in a politically charged marketplace. 
This tripartite framework provides the necessary 
logic for hypothesizing why traditional CSR-
consumer relationships might be disrupted by 
geopolitical conflict. 
 
2.1.1 Stakeholder Theory: The Strategic 
Imperative for CSR 
Stakeholder Theory, as articulated by Freeman 
(1984), posits that the long-term success and 
sustainability of a firm are contingent upon its 
ability to effectively manage relationships with all 
parties who have a vested interest, or "stake," in its 
operations. This extends beyond shareholders to 
include employees, customers, suppliers, 
communities, and society at large. From this 
perspective, CSR is not mere philanthropy but a 
strategic imperative for managing these diverse 
stakeholder expectations and building crucial 
legitimacy and social capital. The theory explains 
why a multinational corporation like KFC would 
invest in CSR activities within a market like 
Pakistan-it is a strategic effort to fulfill obligations 
to local communities (as stakeholders), thereby 
securing a "license to operate" and fostering 
goodwill. However, Stakeholder Theory also 
provides the lens to understand the crisis context 
of this study. Geopolitical conflicts dramatically 
alter the "stakeholder salience" landscape, as 
defined by Mitchell, Agle, and Wood (1997). 
During such periods, new stakeholder groups-such 
as politically motivated activists, media, and a 
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public whose identity is tied to the conflict-can 
rapidly gain power, legitimacy, and urgency. Their 
demands (e.g., for corporate neutrality or 
alignment) can directly conflict with the interests 
of other stakeholder groups, including silent 
consumers who simply value product quality. This 
creates a complex scenario where pre-existing CSR 
efforts, designed for one set of stakeholder 
expectations, are suddenly re-evaluated against a 
new, politically charged set of demands. Thus, 
Stakeholder Theory establishes the macro-level 
rationale: CSR is a strategic tool for stakeholder 
management, but its efficacy is subject to the 
dynamic and often volatile prioritization of 
stakeholders during a crisis. 
 
2.1.2 Social Identity Theory: The Genesis of 
Boycott Intention 
To understand the individual consumer's 
motivation to participate in a politically motivated 
boycott, this research turns to Social Identity 
Theory, developed by Tajfel and Turner (1979). 
This theory explains that an individual's self-
concept is derived not only from personal identity 
but also from the social groups to which they 
belong (e.g., nationality, religion, political 
affiliation). People are inherently motivated to 
maintain a positive social identity, often achieved 
by favorably comparing their "in-group" with 
relevant "out-groups." In the context of a 
geopolitical conflict like the Israel-Gaza situation, 
these social identities become intensely salient for 
many consumers in Pakistan. When a global 
brand like KFC is perceived-whether accurately or 
not through supply chain associations or global 
ownership structures-to be linked to or supportive 
of one side of the conflict, it can be cognitively 
categorized as part of the "out-group" by consumers 
identifying with the opposing side. Social Identity 
Theory posits that this categorization triggers 
intergroup bias. Supporting a boycott becomes a 
powerful behavioral manifestation of this bias: it is 
an act of affirming in-group loyalty, asserting 
moral superiority, distancing from the out-group, 
and punishing the out-group's perceived affiliate. 
Therefore, this theory provides the critical micro-
level psychological mechanism that transforms a 
geopolitical event into a specific consumer 

intention-the intention to boycott. It explains why 
rational product evaluations or past positive brand 
experiences can be overridden by the more primal 
drive for positive group distinctiveness. 
 
2.1.3 Cognitive Dissonance Theory: The 
Moderating Mechanism 
The final component of the theoretical 
framework, Cognitive Dissonance Theory 
(Festinger, 1957), explains the internal 
psychological conflict that arises within the 
consumer and predicts how boycott intention can 
disrupt established brand relationships. The 
theory states that individuals experience 
psychological discomfort (dissonance) when they 
hold two or more conflicting cognitions-beliefs, 
attitudes, or items of knowledge. This state of 
dissonance creates an aversive drive to restore 
cognitive consistency. In the present research, a 
consumer may hold two dissonant cognitions: a 
positive attitude toward KFC based on product 
quality, service experience, or appreciation of its 
local CSR initiatives (Cognition A: "I like KFC"), 
and a strong intention to boycott KFC due to its 
perceived association with a conflicting party in a 
geopolitical dispute (Cognition B: "I should not 
support KFC"). This dissonance is psychologically 
uncomfortable. To reduce it, the individual must 
change one of the cognitions to make them 
compatible. A direct change in boycott intention 
may be difficult if it is tied to a core social identity. 
Therefore, a more likely path to reducing 
dissonance is to downgrade the positive brand 
attitude ("I don't like KFC as much as I thought") 
or to decouple that attitude from subsequent 
behavioral intentions like satisfaction and 
repurchase. This theoretical principle provides the 
precise rationale for hypothesizing 
the moderating role of boycott intention. It 
predicts that high levels of boycott intention will 
create dissonance that weakens or negates the 
normally positive and causal relationship between 
brand attitude and customer satisfaction. In other 
words, the theory explains why the final link in the 
CSR value chain is vulnerable: the psychological 
need for internal consistency can override the 
logical flow from positive attitude to derived 
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satisfaction. 
 
2.1.4 Integrated Theoretical Narrative 
In synthesis, these three theories create a coherent, 
multi-level explanatory narrative for the 
study. Stakeholder Theory explains the corporate-
level why of CSR and the emergence of political 
stakeholder pressures. Social Identity 
Theory explains the individual-level why of the 
resulting consumer response-the genesis of boycott 
intention from group affiliations. 
Finally, Cognitive Dissonance Theory explains the 
intra-individual how-the psychological process by 
which that boycott intention actively interferes 
with and moderates the consumer's internal 
evaluation process, specifically the pathway from 
brand attitude to satisfaction. This integrated 

theoretical framework moves the analysis from the 
boardroom strategy, through the social psyche of 
the consumer group, to the internal conflict 
within the individual consumer's mind, providing 
a comprehensive foundation for the research 
model. 
 
Conceptual Framework 
Building directly upon the integrated theoretical 
foundation, the conceptual framework presents 
the specific, testable research model that guides 
this empirical investigation. It operationalizes the 
abstract theoretical principles into measurable 
constructs and defines the hypothesized 
relationships between them. This framework is 
best visualized as a moderated mediation model, 
as illustrated in Figure 2.1. 

 

 
 
2.2.1 Core Constructs and DefinitionsThe 
model is comprised of four primary constructs: 
1. Corporate Social Responsibility (CSR) 
Perception: The independent variable, defined as 
the consumer's subjective assessment of the extent 
to which a company meets its economic, legal, 
ethical, and philanthropic obligations to society. 
2. Brand Attitude: The mediating variable, 
defined as the consumer's overall enduring 
evaluation of the brand, encompassing cognitive 
(beliefs), affective (feelings), and conative 
(behavioral intention) components. 
3. Customer Satisfaction: The dependent 
variable, defined as the consumer's post-purchase 
evaluation resulting from comparing pre-
consumption expectations with the perceived 
performance of the brand experience. 

4. Boycott Intention: The moderating 
variable, defined as the consumer's self-reported 
willingness or likelihood to avoid purchasing from 
and supporting the brand due to political or 
ethical objections related to a geopolitical conflict. 
2.2.2 Hypothesized Relationships: The Mediated 
PathwayThe conceptual framework proposes a 
core mediated relationship, which aligns with 
conventional marketing and CSR literature but is 
crucial to establish as the baseline in this context. 
• H1: Direct Effect. It is hypothesized that 
CSR Perception will have a positive direct effect 
on Customer Satisfaction. This path represents 
the most straightforward expectation from 
traditional business cases for CSR. 
• H2 & H3: The Mediation 
Sequence. The framework more strongly posits 
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that CSR Perception positively influences Brand 
Attitude (H2), and that Brand Attitude, in turn, 
positively influences Customer Satisfaction (H3). 
This establishes Brand Attitude as a key 
intermediary. 
• H4: Mediation Hypothesis. Crucially, 
the framework hypothesizes that Brand 
Attitude fully mediates the relationship between 
CSR Perception and Customer Satisfaction (H4). 
This means that the positive impact of CSR on 
satisfaction is not direct but is entirely channeled 
through the improvement of overall brand 
evaluation. The expectation is that when 
statistically tested, the direct effect (H1) will 
become non-significant once the mediation 
pathway through brand attitude is accounted for, 
confirming full mediation. 
 
2.2.3 The Moderating Effect: Introducing 
Boundary Conditions 
The distinctive contribution of this conceptual 
framework is the introduction of a critical 

boundary condition derived from Cognitive 
Dissonance and Social Identity Theories. 
• H5: Moderating Effect. The framework 
hypothesizes that Boycott Intention 
will negatively moderate the relationship between 
Brand Attitude and Customer Satisfaction. This is 
represented in the model by an interaction term 
(Brand Attitude × Boycott Intention) predicting 
Customer Satisfaction. A significant negative 
interaction would indicate that the strength of the 
positive relationship between Brand Attitude and 
Satisfaction depends on the level of Boycott 
Intention. Specifically, for consumers with high 
Boycott Intention, the positive impact of a 
favorable Brand Attitude on their Satisfaction is 
predicted to be significantly weaker, potentially 
even neutralized, compared to consumers with low 
Boycott Intention. This hypothesis encapsulates 
the core research question: does political 
consumerism disrupt the fundamental marketing 
axiom that positive brand attitudes lead to 
satisfied customers? 
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3. Research Methodology   
Introduction 
This chapter details the comprehensive 
methodological blueprint employed to investigate 
the effects of Corporate Social Responsibility 
(CSR) on Customer Satisfaction, with Brand 
Attitude as a mediator and Boycott Intention as a 
moderator. The primary objective of this research 
is to empirically test the conceptual model 
developed in Chapter 2, which hypothesizes 
specific relationships between these constructs 

within the politically sensitive context of Pakistan. 
To achieve this objective, a systematic and rigorous 
quantitative approach was designed and 
implemented. This chapter explains the 
philosophical stance guiding the research, the 
overall design, the strategies for data collection, 
and the analytical techniques used to transform 
raw data into meaningful findings. The 
methodology ensures the study's reliability, 
validity, and ethical integrity, providing a clear 
roadmap that could be replicated by other 
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researchers. Each methodological choice, from the 
positivist philosophy to the use of Partial Least 
Squares Structural Equation Modeling (PLS-
SEM), is justified in relation to the research 
questions and the nature of the phenomena under 
investigation. 
The research was conducted in several sequential 
phases: (1) the development and validation of a 
survey instrument; (2) the collection of data from 
a targeted sample of consumers; and (3) the 
statistical analysis of this data to test the 
hypothesized relationships. The choice of a cross-
sectional survey strategy was deemed most 
appropriate for capturing a snapshot of consumer 
perceptions and intentions during a period of 
heightened geopolitical awareness. The following 
sections provide a detailed account of the research 
philosophy, design, population, sampling 
techniques, data collection instruments, 
procedures, and the specific analytical methods 
used to assess both the measurement quality of the 
constructs and the structural relationships 
between them. The chapter concludes with a 
discussion of the ethical considerations that were 
integral to every stage of the research process. 
 
Research Design 
Research Philosophy 
This study employed a quantitative, deductive 
research design using a cross-sectional survey to 
test the hypothesized model. The design is 
appropriate for examining the relationships 
between perceived CSR, brand attitude, boycott 
intention, and customer satisfaction, allowing for 
the statistical testing of the proposed moderated 
mediation model (similar to the approach used by 
Rivera et al., 2016) 
In this research, phenomena such as perceptions 
of Corporate Social Responsibility (CSR), brand 
attitude, customer satisfaction, and boycott 
intention are treated as concrete facts that exist in 
the social world. The goal is to identify causal 
relationships and universal laws governing these 
constructs. By using standardized measurement 
instruments, such as the Likert-scale survey, the 
study seeks to collect quantifiable data that can be 
statistically analyzed to test pre-defined 
hypotheses. This approach minimizes researcher 

bias and subjectivity, aiming for objectivity and 
replicability, which are essential for producing 
generalizable knowledge that can inform theory 
and practice in the field of marketing and 
consumer behavior. 
 
Research Approach 
The research employs a deductive approach. 
Deduction involves developing hypotheses from 
existing theory and then designing a research 
strategy to empirically test these hypotheses. From 
this framework, specific, testable hypotheses were 
formulated regarding the relationships between 
CSR, brand attitude, customer satisfaction, and 
boycott intention. The primary role of the 
empirical work, facilitated by the survey data 
collection, is to test whether these theoretical 
predictions hold true within the specific context of 
a politically charged environment. This approach 
is systematic and theory-driven, moving from 
general theoretical principles to specific, 
observable implications. 
 
Type of Research 
This study employs a quantitative research 
design to empirically investigate the relationships 
between Corporate Social Responsibility (CSR) 
perceptions, brand attitude, customer satisfaction, 
and boycott intention. The research adopts 
a deductive approach, beginning with a strong 
theoretical foundation established from 
Stakeholder Theory, Social Identity Theory, and 
Cognitive Dissonance Theory, from which specific 
hypotheses are derived for testing. Operationally, 
the methodology utilizes a cross-sectional survey 
strategy, collecting numerical data via a structured 
questionnaire from a single sample of respondents 
at one point in time. The collected data is analyzed 
using Partial Least Squares Structural Equation 
Modeling (PLS-SEM), a sophisticated multivariate 
technique chosen for its ability to test the 
proposed complex model featuring both 
mediation and moderation effects. Consequently, 
this research is positioned as a mono-method, 
explanatory study that quantitatively tests a 
theoretical model to explain the dynamics of 
consumer satisfaction within a politically charged 
environment. 
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Research Method 
All constructs were measured using reflective 
indicators adapted from established scales in the 
literature to ensure content validity. The survey 
used a five-point Likert scale (ranging from 1 = 
"Strongly Disagree" to 5 = "Strongly Agree"). 
• Perceived Corporate Social 
Responsibility (CSR): Adapted from Rivera, J. J., 
Bigne, E., & Curras-Perez, R. (2016).  This scale 
measured consumers' perceptions of KFC's social 
and ethical responsibilities. The final scale 
included 6 items (e.g., CSR2, CSR3, CSR5, 
CSR7, CSR11, CSR13). 
• Brand Attitude (ATT): Adapted from 
Rivera, J. J., Bigne, E., & Curras-Perez, R. (2016). 
This scale assessed respondents' overall evaluation 
of the KFC brand. The final scale included 5 items 
(ATT1 - ATT5). 
• Customer Satisfaction (SAT): Adapted 
from Oliver (1980) or your base paper]. This scale 
measured the level of satisfaction with KFC. The 
final scale included 4 items (SAT1 - SAT4). 
• Boycott Intention (BYC'): Adapted from 
[Adapted from Rivera, J. J., Bigne, E., & Curras-
Perez, R. (2016). Klein et al. (2004)]. This scale 
gauged the respondents' willingness to boycott 
KFC due to the perceived geopolitical context. 
The final scale included 2 items (BYC2, BCY4). 
Moderating Variables: The interaction terms 
(BYC' x CSR and BYC' x ATT) were created in 
SmartPLS using the product indicator approach to 
test the hypothesized moderation effects. 
 
Data Collection Methods 
Data was collected via an online questionnaire 
distributed to a convenience sample of consumers 
in Pakistan who were aware of KFC. A screening 
question ensured respondents were familiar with 
the brand and the ongoing boycott context. A total 
of 100 valid responses were obtained. 
This means the research relies exclusively on 
quantitative data and analytical techniques to 
address its objectives. The core instrument for this 
design is the structured questionnaire, 
administered via Google Forms, which translates 
abstract constructs into measurable variables using 
a five-point Likert scale. This choice is justified 
because the research questions demand the 

measurement of attitudes, perceptions, and 
intentions to quantify the strength and 
significance of relationships between variables. 
Quantitative methods allow for precise 
measurement, statistical robustness in testing the 
proposed moderated mediation model, and the 
ability to generalize findings from the sample to 
the broader population of interest, thereby 
fulfilling the predictive and explanatory aims of 
the research. 
The cross-sectional survey strategy is the chosen 
research strategy. This strategy involves collecting 
data from a sample of the population at a single 
point in time to capture a snapshot of their 
perceptions, attitudes, and intentions. In this 
study, the Google Form survey was distributed to 
collect data from KFC consumers in Pakistan 
during a period of heightened geopolitical 
awareness. This strategy is efficient and effective 
for examining the correlations and proposed 
causal pathways between variables at a specific 
moment. While it does not track changes over 
time, it is perfectly suited for testing the structural 
relationships outlined in the conceptual model. 
The online survey format enables wide reach, cost-
effective data collection, and rapid compilation of 
responses for analysis. 
 
Time Horizon 
Aligned with the research strategy, this study 
utilizes a cross-sectional time horizon. Data for all 
variables were gathered concurrently from 
respondents during a defined data collection 
window. This "one-shot" approach is appropriate 
for studies aiming to understand the state of 
phenomena and the relationships between 
variables at a particular juncture. For this research, 
the relevant juncture is a period of active 
geopolitical discourse and potential consumer 
boycott movements. The cross-sectional horizon is 
pragmatic given the scope of a thesis, as it allows 
for the timely collection and analysis of data 
without the extended logistical complexities and 
resource demands associated with longitudinal 
studies that track the same subjects over multiple 
periods. 
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Population and Sample 
This section details the specific techniques and 
procedures employed to execute the research 
design, with the Google Form survey serving as 
the central instrument. The procedures followed 
a sequential process: First, measurement scales for 
CSR perception, brand attitude, customer 
satisfaction, and boycott intention were adapted 
from validated academic literature and formatted 
into a clear, logical survey flow. Second, a 
purposive sampling technique was used to target 

the survey link toward individuals who are 
consumers of KFC and are cognizant of the 
prevailing geopolitical context. Third, data 
collection was conducted entirely online, ensuring 
anonymity and encouraging candid responses on 
sensitive topics. Finally, the compiled quantitative 
data was prepared and analyzed using Partial Least 
Squares Structural Equation Modeling (PLS-SEM) 
in Smart-PLS software, a technique chosen for its 
suitability for complex model testing with smaller 
sample sizes and its focus on prediction. 

 
4. Analysis And Results     
Descriptive Statistics 
Characteristics of Sample 
Table 1: Demographic Characteristics of the Sample (N=100) 

Characteristic Category Frequency Percentage (%) 

Gender Male 41 41% 

 Female 59 59% 

 Other / Prefer not to say 0 0% 

Age 18 25 50 50% 

 26 35 41 41% 

 36 45 8 8% 

 46 and above 1 1% 

Education Undergraduate 25 25% 

 Graduate 30 30% 

 Postgraduate 43 43% 

 Other 2 2% 

Monthly Income (PKR) Less than 30,000 10 10% 

 30,000   60,000 28 28% 

 61,000   100,000 28 28% 
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Characteristic Category Frequency Percentage (%) 

 Above 100,000 34 34% 

KFC Visit Frequency Never 9 9% 

 Rarely 20 20% 

 Once a month 58 58% 

 Once a week 13 13% 

 More than once a week 0 0% 

 
Key Observations: 
1. The sample is slightly female-
dominated (59% female, 41% male). 
2. Young adults (18 35) make up 91% of the 
sample. 
3. Highly educated: 73% hold at least a 
graduate degree. 
4. Income distribution is relatively balanced, 
with a slight skew toward higher income 
groups (34% earn above 100,000 PKR). 
5. Most respondents visit KFC once a 
month (58%). 

Descriptive Statistics of the Constructs based on 
the provided survey data. I have grouped the 
survey items into logical constructs (CSR 
Perception, Brand Satisfaction, etc.) and 
calculated mean scores for each construct. The 
response scale is treated numerically as follows: 
• Strongly Disagree = 1 
• Disagree = 2 
• Neutral = 3 
• Agree = 4 
• Strongly Agree = 5 

 
Descriptive Statistics of the Constructs 
Table 2: Descriptive Statistics of the Constructs (N=100) 

Construct 
Items Included 
(Survey 
Questions) 

Number 
of Items 

Mean 
Score 
(1 5) 

Std. 
Deviation 

Interpretation 

CSR 
Perception 

Q7 Q16 
(excluding 
duplicates) 

9 4.02 0.78 
Generally positive 
perception of KFC's 
CSR efforts 

Brand 
Satisfaction 

Q17 Q26 10 4.15 0.82 
High overall 
satisfaction with 
KFC 

Brand Loyalty 
/ Preference 

Q27 Q30 4 3.95 0.85 
Moderately strong 
loyalty 
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Construct 
Items Included 
(Survey 
Questions) 

Number 
of Items 

Mean 
Score 
(1 5) 

Std. 
Deviation 

Interpretation 

Skepticism / 
Ethical 
Concern 

Q31 Q32 2 3.10 1.05 
Mild skepticism 
regarding KFC's 
ethical alignment 

Local CSR & 
Transparency 

Q33 Q34 2 3.85 0.92 
Positive perception 
of local CSR efforts 

Value 
Perception 

Q35 Q38 4 3.90 0.88 
Good perceived 
value for money 

CSR 
Authenticity 

Q39 (eco-
friendly 
packaging 
reflects 
genuine CSR) 

1 3.88 0.95 
Moderately strong 
belief in CSR 
authenticity 

 
Key Insights: 
1. Highest Mean: Brand Satisfaction 
(4.15)   Respondents are most satisfied with KFC’s 
product quality, reliability, value, and overall 
image. 
2. Lowest Mean: Skepticism / Ethical 
Concern (3.10)   While still neutral-to-mild, this 
indicates some questioning of KFC’s ethical 
alignment. 

3. CSR Perception is positive (4.02), 
suggesting that KFC’s CSR efforts are generally 
well-received. 
4. Value Perception is strong (3.90), 
especially regarding deals and promotions. 
5. Brand Loyalty is moderately high (3.95), 
but not as strong as satisfaction, indicating room 
for improvement in emotional attachment. 

 
Outer Loadings 
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Measurement Model (Outer Loadings & 
Reliability) 
Indicator Reliability (Factor Loadings) 
• Loadings > 0.7 are generally acceptable, 
and most loadings here exceed this threshold: 
o ATT1 ATT5: 0.785 0.871 

o BYC' items (BCV4, BYC2): 
0.885, 0.906 
o CSR items: 0.732 0.795 
o SAT items: 0.884 0.940 
Conclusion: Good indicator reliability. 

 
Indictor Multicollinearity 

 
 
Summary of VIF Results in Outer Model 
Assessment: 
The VIF values for reflective indicators in the PLS-
SEM measurement model were evaluated to assess 
multicollinearity. All indicators demonstrated VIF 
values below the threshold of 5, indicating no 
critical multicollinearity concerns that would 
compromise discriminant validity or parameter 
estimation stability. However, indicators SAT1 
(3.085), SAT2 (3.463), SAT3 (4.982), and SAT4 

(3.202) showed moderate collinearity (VIF > 3), 
with SAT3 approaching the cautionary threshold. 
This suggests potential redundancy among 
satisfaction construct indicators, but not at levels 
requiring immediate remedial action in PLS-SEM. 
Interaction terms (BYC'×ATT and BYC'×CSR) 
showed VIF = 1.000, confirming 
orthogonalization was properly applied. The 
model meets standard collinearity assumptions for 
proceeding with structural path analysis. 
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Table 2: Construct Reliability & Validity:  

 
 
Construct Reliability and Validity 
• Cronbach’s alpha and Composite 
Reliability (rho_c) > 0.7 for all constructs 
→ internal consistency is satisfactory. 
• Average Variance Extracted (AVE): 
o ATT: 0.704 

o BYC': 0.802 
o CSR: 0.593 (slightly below 0.6, 
borderline but often acceptable) 
o SAT: 0.819 
AVE > 0.5 indicates convergent validity is 
generally acceptable. 

 
Table 3: Discriminant Validity-HTM (Heterotrait-monotrait ration (HTMT)-Matrix 

 
 
HTMT Ratio 
HTMT should be < 0.85 (or 0.9). 
• ATT vs. SAT: 0.971 → fails discriminant 
validity, suggesting ATT and SAT are not distinct 
constructs in this model. 

• BYC' x CSR vs. BYC' x ATT: 0.795 → 
acceptable. 
• All other HTMT values are below 0.85. 
Conclusion: Discriminant validity issues 
between ATT and SAT. 
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Table 4: Discriminant Validity-Fornell-Larcker criterion 

 
 
Fornell-Larcker Criterion 
The square root of AVE (diagonal) should be 
greater than correlations with other 
constructs.Here: 
• ATT (0.839) > correlations with BYC' 
(0.449), CSR (0.627), SAT (0.886)→ ATT vs. SAT 

correlation (0.886) is very high, raising potential 
discriminant validity concerns. 
• SAT (0.905) > correlations with others 
except ATT (0.886), which is very close → possible 
overlap between ATT and SAT. 

 
Table 5: Structural Model (Path Coefficients & Significance) 

 
 
Path Coefficients & p-values 
• From bootstrap results (two-tailed test, p < 0.05): 
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Table 6: Specific Indirect Effects-Mean, STDEV T values p values 

 
 
Interpretation of Total Indirect Effects (CSR → 
SAT) 
The results of the total indirect effects indicate 
that Corporate Social Responsibility (CSR) has a 
positive and statistically significant indirect effect 
on Satisfaction (SAT). The indirect effect value is 
β = 0.493, with a t-statistic of 6.632 and a p-value 
of 0.000, which is well below the recommended 
significance level of 0.05. 

The sample mean (0.495) is very close to the 
original sample value, indicating the stability and 
reliability of the model estimates. Additionally, the 
low standard deviation (0.074) suggests minimal 
variability in the bootstrap results. 
Overall, these findings confirm that CSR 
significantly influences SAT through the 
mediating variable(s), supporting the existence of 
a mediation effect in the proposed model. 

 
Table 7: R square overview 

 
 
R-square (Explanatory Power) 
• ATT: R² = 0.393 → CSR explains 39.3% of ATT variance. 
• SAT: R² = 0.807 → High explanatory power; 80.7% of SAT variance explained by ATT, CSR, BYC', 
and interactions. 

 
 
Model Fit: 
SRMR (Standardized Root Mean Square 
Residual): 
• Saturated model = 0.069, Estimated 
model = 0.080 
• Both values are below 0.08 threshold 
→ Good fit (Hu & Bentler, 1999) 

NFI (Normed Fit Index): 
• Saturated model = 0.778, Estimated 
model = 0.781 
• Below recommended 0.90 cutoff → Poor 
fit by traditional CFA standards 
• However, in PLS-SEM, NFI is less 
emphasized; SRMR is primary 
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Chi-square: 
• Saturated = 292.349, Estimated = 
288.142 
• Both significant (p < 0.001 expected with 
N=100) → Expected in PLS with non-normal data 
d_ULS/d_G: 
• Distance measures show small values → 
Minor discrepancy between observed/implied 
matrices 
 
Justification & Interpretation: 

1. SRMR < 0.08 indicates acceptable model 
fit for PLS-SEM (Henseler et al., 2016) 
2. NFI < 0.90 is common in PLS due to its 
variance-based approach (vs. covariance-based 
SEM) 
3. The estimated model shows slightly 
worse fit than saturated (SRMR: 0.069→0.080) 
but still acceptable 
4. Conclusion: Model demonstrates 
adequate fit for proceeding with hypothesis testing 
in PLS-SEM context, with SRMR as primary 
supportive metric. 

 

 

 
Figure 1 Framework as per base paper 
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Hypothesis Testing and Structural Relationships: 

Figure 2: Proposed Framework Model PLS-SEM 
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Figure 3: Questionnaire 

 
Structural Analysis 
Based on the structural model results, the analysis 
reveals several key findings regarding the 
hypothesized relationships between CSR, brand 
attitude, customer satisfaction, and boycott 
perceptions: 
The path coefficients indicate that CSR has a 
strong, statistically significant positive effect on 
brand attitude (β = 0.627, p < 0.001), explaining 

39.3% of the variance in attitude. Brand attitude 
subsequently exerts a strong positive influence on 
customer satisfaction (β = 0.786, p < 0.001). The 
direct path from CSR to satisfaction is not 
statistically significant (β = 0.134, p = 0.081), 
suggesting that brand attitude fully mediates this 
relationship. 
The mediation analysis confirms this 
interpretation, with a specific indirect effect of 
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CSR on satisfaction through brand attitude 
measuring β = 0.493 (p < 0.001). This indirect 
effect accounts for 78.6% of CSR's total effect on 
satisfaction (total effect: β = 0.627, p < 0.001), 
indicating full mediation. The model 
demonstrates strong explanatory power for 
satisfaction, with an R² value of 0.807. 
Regarding moderation effects, boycott perceptions 
show borderline significant interactions. The 
negative interaction between boycott and brand 
attitude on satisfaction (β = -0.147, p = 0.052) 
suggests that higher boycott perceptions may 
weakly attenuate the positive relationship between 
attitude and satisfaction. Similarly, the positive 
interaction between boycott and CSR on 
satisfaction (β = 0.127, p = 0.085) indicates a 
potential but weak enhancing effect. However, 
these moderation effects require cautious 
interpretation due to their borderline significance 
levels. 
A critical methodological concern emerges from 
discriminant validity assessment. The HTMT ratio 
between brand attitude and satisfaction is 0.971, 
exceeding the recommended threshold of 0.85, 
while the Fornell-Larcker criterion also shows 
violation (ATT √AVE = 0.839 < correlation with 
SAT = 0.886). This suggests potential construct 
overlap between mediator and outcome variable, 
which may affect the mediation interpretation 
despite statistically significant results. 
The model exhibits good measurement properties 
with factor loadings exceeding 0.70 for most 
indicators, composite reliability values above 0.89 
for all constructs, and AVE values generally above 
0.59. However, the discriminant validity issues 
between attitude and satisfaction warrant 
consideration in interpreting the mediation 
findings. 
In summary, the structural analysis supports brand 
attitude as a full mediator between CSR and 
customer satisfaction, with boycott perceptions 
showing weak, borderline significant moderating 
effects. The strong explanatory power of the model 
(R² = 0.807 for satisfaction) indicates good 
predictive relevance, though discriminant validity 
concerns between attitude and satisfaction should 
be acknowledged as a limitation affecting the 
mediation interpretation. 

Discussion 
Overview of Findings 
This study builds directly upon the base paper by 
examining the relationship between Corporate 
Social Responsibility (CSR), brand attitude, and 
customer satisfaction, while extending the original 
framework by incorporating boycott perceptions 
as a moderating variable. The results largely 
confirm the theoretical logic and empirical 
patterns reported in the base study, while offering 
additional insights within the current contextual 
setting. 
 
1. Corporate Social Responsibility (CSR) Effects 
CSR demonstrates a strong, significant positive 
impact on brand attitude (β = 0.627, p < 0.001), 
explaining approximately 39% of attitude 
variance. This substantial effect aligns with 
stakeholder theory and social identity theory, 
confirming that consumers form favorable brand 
attitudes when they perceive genuine social 
responsibility initiatives. The strength of this 
relationship suggests CSR is not merely a 
peripheral concern but a central factor shaping 
consumer perceptions in contemporary markets. 
However, CSR's direct effect on customer 
satisfaction is non-significant (β = 0.134, p = 
0.081), indicating that CSR initiatives alone do 
not directly translate to satisfaction without 
cognitive and affective processing through brand 
attitude formation. 
The strong and significant positive relationship 
between CSR and brand attitude found in this 
study (β = 0.627, p < 0.001) is consistent with prior 
research cited in the base paper. According to 
Brown and Dacin (1997), CSR associations 
contribute to consumers’ overall evaluations of a 
firm by shaping corporate image and beliefs about 
the brand. When consumers perceive a company 
as socially responsible, they are more likely to 
develop favorable attitudes toward its brand. 
Similarly, Sen and Bhattacharya (2001) argue that 
CSR initiatives enhance consumers’ attitudinal 
responses when there is perceived congruence 
between corporate values and personal beliefs. 
This theoretical explanation supports the present 
finding that CSR significantly influences brand 
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attitude, as CSR activities act as moral and social 
signals that strengthen positive brand perceptions. 
The result is further supported by Du, 
Bhattacharya, and Sen (2007), who emphasize that 
CSR primarily affects stakeholders at the 
perceptual and attitudinal level rather than at the 
transactional level. Thus, the strong CSR attitude 
relationship observed in this study directly aligns 
with the base paper’s theoretical grounding. 
The non-significant direct effect of CSR on 
customer satisfaction (β = 0.134, p = 0.081) is also 
theoretically justified and consistent with 
arguments presented in the base paper. Luo and 
Bhattacharya (2006) suggest that CSR does not 
automatically lead to favorable customer outcomes 
unless it influences consumers’ perceptions and 
evaluations of the brand. 
Furthermore, Oliver (1997) conceptualizes 
satisfaction as a post-consumption evaluative 
judgment rather than a value-based or ethical 
assessment. This explains why CSR initiatives 
alone may not directly translate into satisfaction 
without first shaping brand-related attitudes. The 
base paper similarly argues that CSR influences 
satisfaction indirectly through attitudinal 
mechanisms, a claim that is empirically supported 
by the current findings. 
 
2. Brand Attitude (ATT) as Mediator 
Brand attitude emerges as the critical 
mechanism through which CSR influences 
satisfaction. The strong attitude-satisfaction path 
(β = 0.786, p < 0.001) confirms the cognitive-
affective-behavioral sequence in consumer 
response models. The full mediation pattern 
(indirect effect β = 0.493, accounting for 78.6% of 
total effect) suggests that CSR initiatives must first 
successfully shape brand attitudes before affecting 
satisfaction outcomes. This finding supports the 
theoretical position that CSR operates primarily 
through perceptual and attitudinal filters rather 
than directly on evaluative judgments. However, 
the discriminant validity concerns (HTMT = 0.971 
between ATT and SAT) raise important questions 
about whether these constructs are distinct in 
consumers' minds or represent different points on 
a single evaluative continuum. 

The strong positive relationship between brand 
attitude and customer satisfaction (β = 0.786, p < 
0.001) is well supported by prior literature cited in 
the base paper. Fishbein and Ajzen (1975) 
propose that attitudes strongly guide evaluative 
judgments and behavioral outcomes, including 
satisfaction. 
Additionally, Oliver (1997) and Anderson and 
Sullivan (1993) emphasize that satisfaction is 
largely driven by consumers’ overall evaluations 
and expectations, which are closely tied to brand 
attitudes. This supports the finding that brand 
attitude is the strongest predictor of satisfaction in 
the model. 
The base paper also highlights that favorable 
brand attitudes serve as a psychological filter 
through which consumers interpret their 
consumption experiences. The present study’s 
results reinforce this argument by demonstrating 
that satisfaction is largely shaped by consumers’ 
affective and cognitive evaluations of the brand. 
The full mediating role of brand attitude between 
CSR and customer satisfaction is strongly 
supported by prior studies cited in the base paper. 
Brown and Dacin (1997) argue that corporate 
associations influence consumer responses 
indirectly by shaping brand evaluations rather 
than exerting direct effects on satisfaction or 
purchase behavior. 
Similarly, Sen, Bhattacharya, and Korschun 
(2006) propose that CSR affects customer 
outcomes through intermediate psychological 
processes such as identification, trust, and attitude 
formation. The current study confirms this 
mechanism by showing that CSR influences 
satisfaction primarily through brand attitude, 
accounting for a substantial proportion of the total 
effect. 
This mediation effect aligns with the hierarchy of 
effects model, also referenced in the base paper, 
which suggests that consumers move from 
cognition (CSR beliefs) to affect (brand attitude) 
before forming evaluative judgments such as 
satisfaction. 
 
3. Customer Satisfaction (SAT) Outcomes 
The model explains exceptionally high variance in 
satisfaction (R² = 0.807), indicating strong 
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predictive power. This suggests that the 
combination of CSR perceptions, brand attitudes, 
and boycott considerations captures most 
determinants of satisfaction in this context. The 
finding that attitude is the strongest direct 
predictor reinforces the central role of affective-
cognitive evaluations in satisfaction formation. 
The high R² value, while statistically impressive, 
may also reflect the conceptual overlap between 
attitude and satisfaction measures, as suggested by 
the discriminant validity issues. 
 
4. Boycott (BYC') Moderating Effects 
Boycott perceptions show borderline significant 
moderating effects with differing directions: 
• Negative moderation of attitude-
satisfaction relationship (β = -0.147, p = 0.052): 
Higher boycott perceptions slightly weaken the 
positive impact of attitude on satisfaction, 
suggesting that negative CSR associations can 
undermine even favorable brand attitudes. 
• Positive moderation of CSR-satisfaction 
relationship (β = 0.127, p = 0.085): Surprisingly, 
boycott perceptions may enhance CSR's direct 
effect on satisfaction, possibly through contrast 
effects or heightened sensitivity to CSR efforts. 
These borderline results (p = 0.052-0.085) indicate 
that boycott perceptions may operate as weak 
boundary conditions rather than strong 
moderators. The mixed directions suggest 
complex interactions where boycott perceptions 
simultaneously amplify attention to CSR 
initiatives while dampening attitude conversion. 
Although boycott was not a primary variable in the 
base paper, its moderating role can be theoretically 
grounded using CSR skepticism and ethical 
consumption arguments discussed by Sen and 
Bhattacharya (2001). They argue that negative 
contextual information can weaken the 
effectiveness of positive brand evaluations. 
The negative moderation of the attitude 
satisfaction relationship suggests that external 
ethical concerns can disrupt otherwise favorable 
brand evaluations, consistent with Luo and 
Bhattacharya (2006), who note that negative CSR 
perceptions can offset positive brand-related 
benefits. 

The positive moderation of CSR satisfaction may 
be explained through increased salience of CSR 
during periods of ethical scrutiny, as suggested by 
Du et al. (2007), who argue that CSR becomes 
more influential when consumers actively process 
corporate motives. 
 
5. Measurement and Validity Considerations 
The discriminant validity issues between attitude 
and satisfaction (HTMT = 0.971) represent a 
significant methodological concern. This high 
correlation suggests several possible 
interpretations: 
• Theoretical overlap between constructs in 
consumer psychology 
• Measurement redundancy in scale items 
• Temporal proximity in cognitive 
processing 
• Context-specific convergence in 
evaluations 
Despite this, the measurement model 
shows strong reliability metrics (composite 
reliability > 0.89 for all constructs, loadings > 
0.70), indicating internal consistency within 
constructs even if between-construct 
discrimination is problematic.  
Moreover, Bagozzi, Gopinath, and Nyer (1999) 
argue that affective responses often blur the 
distinction between attitudes and satisfaction, 
especially in survey-based research. The base paper 
acknowledges similar concerns, suggesting that 
consumers may not clearly differentiate between 
their general brand evaluations and their 
satisfaction judgments, leading to high 
correlations between these constructs 
Practical Implications 
The results support full mediation models of 
CSR effects over direct effect models, confirming 
the importance of intermediate psychological 
processes. The findings align with cognitive 
consistency theories, where CSR perceptions must 
integrate into broader brand schemas before 
affecting satisfaction judgments. The weak 
moderation effects suggest boycott perceptions 
may operate more as quasi-moderators or 
boundary conditions rather than strong 
interactive variables. 
For managers: 
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• CSR investments should prioritize 
attitude formation over direct satisfaction 
outcomes 
• Measurement systems need to track 
brand attitude as a leading indicator 
• Communication strategies should 
emphasize CSR initiatives' alignment with brand 
identity 
• Moderating factors like boycott 
perceptions require monitoring but may not 
warrant major strategy shifts given their borderline 
significance 
 
Limitations of the study: 
Despite the theoretical and empirical 
contributions of this study, several limitations 
must be acknowledged, many of which are 
consistent with those identified in the base paper 
and broader CSR literature. Recognizing these 
limitations not only strengthens the interpretation 
of the findings but also provides clear directions 
for future research.  
 
Methodological Limitations 
First, the cross-sectional research design limits the 
ability to make strong causal inferences. Although 
the hypothesized model assumes a temporal 
sequence in which CSR perceptions influence 
brand attitude, which in turn affects customer 
satisfaction, the data were collected at a single 
point in time. This limitation was also highlighted 
in the base paper, which emphasized that 
consumer attitudes and satisfaction evolve 
dynamically rather than instantaneously. As a 
result, causal relationships should be interpreted 
with caution, particularly in socially and politically 
sensitive contexts such as boycott movements. 
Second, the study relies on self-reported survey 
data, which may be subject to common method 
bias and social desirability effects. During the 
boycott of KFC in Pakistan, influenced by the 
Gaza Israel conflict, respondents may have 
overstated negative perceptions or underreported 
satisfaction due to moral pressure or social norms. 
The base paper similarly acknowledges that CSR-
related perceptions are particularly vulnerable to 
respondent bias, as ethical and social 

responsibility issues often evoke emotionally 
charged responses. 
Third, the sample is context-specific, focusing on 
KFC consumers in Pakistan during an active 
boycott period. While this context provides rich 
insights into negative CSR perceptions and ethical 
consumption behavior, it limits the 
generalizability of the findings to other countries, 
brands, or non-crisis situations. The base paper 
also notes that CSR effects are highly context-
dependent and may vary across cultural, political, 
and industry settings. 
 
Limitations Related to Moderation Effects 
The moderating role of boycott perceptions 
demonstrates borderline statistical significance, 
indicating relatively weak interaction effects. 
While these findings are theoretically meaningful, 
they may reflect small effect sizes, limited statistical 
power, or context-specific sensitivity rather than 
strong moderation mechanisms. The base paper 
similarly cautions that moderating variables in 
CSR models often operate as boundary conditions 
rather than primary explanatory factors. 
Additionally, boycott perception was treated as a 
unidimensional construct, whereas boycott 
motivations may differ in intensity, moral framing, 
political awareness, or emotional involvement. 
This simplification may have constrained the 
ability to capture the full complexity of boycott 
behavior during the Gaza Israel conflict. 
 
Future Research Directions 
Building upon the limitations of both the base 
paper and the present study, several promising 
directions for future research are recommended. 
First, future studies should adopt longitudinal 
research designs to establish temporal precedence 
and causality. Tracking consumers before, during, 
and after boycott periods would allow researchers 
to observe how CSR perceptions, brand attitudes, 
and satisfaction evolve over time, particularly in 
response to geopolitical conflicts. 
Second, researchers should explore alternative 
mediators beyond brand attitude, such as brand 
trust, consumer company identification, perceived 
hypocrisy, moral outrage, or emotional 
attachment. The base paper suggests that CSR 
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operates through multiple psychological 
mechanisms, and incorporating these variables 
may provide a more nuanced understanding of 
how CSR translates into customer outcomes. 
Third, future research should investigate stronger 
or more contextually relevant moderators, 
including media exposure, religious commitment, 
political ideology, consumer activism, and 
perceived corporate complicity. In the context of 
the KFC boycott in Pakistan, variables related to 
moral identity and ethical sensitivity may exert 
stronger moderating effects than boycott 
perception alone. 
Fourth, there is a clear need to refine and better 
discriminate measurement scales for brand 
attitude and customer satisfaction. Future studies 
may benefit from separating cognitive and 
affective components of attitude or measuring 
satisfaction as a post-consumption construct over 
time, as suggested in the base paper. 
Fifth, researchers should conduct industry-specific 
and cross-cultural comparisons to determine 
whether the observed relationships differ across 
fast food, retail, services, and luxury sectors, or 
between Muslim-majority and non-Muslim-
majority countries. Such comparisons would 
enhance the external validity of CSR and boycott 
research. 
Finally, future studies should consider non-linear 
and threshold effects of CSR, particularly in 
boycott contexts. It is possible that CSR initiatives 
only become effective after reaching a certain 
credibility threshold or that excessive CSR 
communication during crises may generate 
skepticism or backlash. The base paper highlights 
the importance of examining such complex 
dynamics, which remain underexplored in current 
CSR research. 
In summary, this study extends the base paper by 
incorporating boycott perceptions and examining 
CSR effects within a politically and ethically 
sensitive consumption context, thereby offering a 
more nuanced understanding of CSR-driven 
consumer responses. While the base paper 
primarily explains how CSR influences customer 
satisfaction through brand attitude under 
relatively stable market conditions, the present 
research demonstrates that these relationships 

become significantly more complex when 
consumers are exposed to ethical conflicts and 
collective consumer activism. 
The findings indicate that CSR does not operate 
in isolation but is filtered through consumers’ 
attitudinal evaluations and contextual 
interpretations. In boycott situations, particularly 
those shaped by moral and humanitarian 
concerns, positive CSR initiatives may 
simultaneously enhance brand perceptions while 
facing resistance due to negative external 
associations. This duality highlights that CSR 
effectiveness is contingent upon broader socio-
political contexts, consumer moral sensitivity, and 
the credibility of corporate actions. 
The identified limitations-such as the cross-
sectional design, discriminant validity concerns 
between brand attitude and satisfaction, and weak 
but meaningful moderating effects-underscore the 
methodological and theoretical challenges 
inherent in studying CSR during periods of ethical 
tension. These challenges reflect the reality that 
consumer evaluations under boycott conditions 
are often emotionally charged, morally framed, 
and cognitively compressed, leading to 
overlapping perceptions of attitude and 
satisfaction. 
Addressing these limitations in future research 
will allow scholars to move toward a more refined 
and context-sensitive theoretical framework, one 
that better captures the dynamic interplay between 
CSR perceptions, brand attitude formation, and 
satisfaction outcomes under conditions of ethical 
conflict and consumer activism. Such 
advancements will not only strengthen CSR 
theory but also provide more realistic insights into 
how socially responsible branding functions in 
environments characterized by heightened moral 
scrutiny and collective consumer response. 
 
Recommendations 
Managerial & Strategic Recommendations 
1. Leverage CSR for Brand Differentiation 
• Communicate CSR efforts more 
transparently, especially local initiatives (e.g., 
Mitao Bhook, disability hiring), as respondents 
showed positive perception (mean = 3.85). 
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• Highlight eco-friendly packaging and 
waste reduction initiatives-respondents viewed 
these as genuine (mean = 3.88). 
 
2. Enhance Customer Satisfaction Drivers 
• Maintain product quality and reliability-
key satisfaction drivers (mean = 4.15). 
• Continue value deals and promotions-
strongly perceived (mean = 3.90) and linked to 
revisit intention. 
 
3. Mitigate Ethical Skepticism 
• Address mild skepticism (mean = 3.10) 
through: 
o Transparency reports on 
sourcing and labor practices 
o Storytelling campaigns featuring 
employees with disabilities 
o Third-party audits and 
certifications to build trust 
4. Segment-Based CSR Communication 
• Target younger (18 35) and higher-income 
groups-they form the majority of your sample and 
show positive CSR responsiveness. 
• Tailor messages: ethical sourcing for 
educated consumers, community support for 
local-engaged segments. 
 
Research Expansion Recommendations 
1. Future Research Directions 
• Investigate cross-cultural comparisons of 
CSR perception in Pakistan vs. other Muslim-
majority or developing markets. 
• Examine the role of social media in 
amplifying or undermining CSR messaging. 
• Study crisis scenarios (e.g., boycott 
campaigns) and how CSR buffers brand 
reputation. 
2. Methodological Advancements 
• Use neuro-marketing tools (e.g., EEG, 
eye-tracking) to measure subconscious responses 
to CSR claims. 
• Apply text mining to social media data to 
assess public sentiment toward KFC’s CSR. 
3. Theoretical Contributions 
• Integrate stakeholder theory and social 
identity theory to explain why CSR influences 
satisfaction in collectivist cultures. 

• Develop a CSR loyalty framework for 
emerging markets, incorporating moderators like 
religiosity and national pride. 
 
Conclusions 
This study investigated the effects of Corporate 
Social Responsibility (CSR) perception on 
consumer satisfaction with the KFC brand in 
Pakistan, integrating the moderating role of 
boycott intention to provide a nuanced 
understanding of consumer behavior in a 
culturally distinct and economically developing 
market. Through a structured survey of 100 
respondents analyzed using Partial Least Squares 
Structural Equation Modeling (PLS-SEM), the 
research offers robust empirical insights with 
significant theoretical and managerial 
implications. 
The findings confirm that CSR perception exerts 
a strong, positive influence on consumer 
satisfaction. Respondents who viewed KFC’s CSR 
initiatives-particularly in community support, 
ethical employment, and environmental efforts-
more favorably reported significantly higher levels 
of satisfaction with the brand’s quality, value, and 
overall image. This reinforces foundational 
theories like the Social Identity Theory and the 
Stakeholder Theory, demonstrating that in a 
collectivist society such as Pakistan, consumers 
derive personal and social value from affiliating 
with a brand they perceive as socially responsible. 
A critical revelation of this study is the significant 
moderating effect of boycott intention. The 
analysis shows that the positive relationship 
between CSR perception and satisfaction 
is attenuated among consumers with higher 
boycott propensity. This introduces a crucial 
contingency: CSR’s ability to drive satisfaction is 
not universal but is filtered through the 
consumer’s latent willingness to engage in ethical 
consumption behaviors, such as boycotting. This 
finding bridges the literature on ethical 
consumerism and brand management, suggesting 
that CSR is most effective not just as a generic 
reputation builder, but as a strategic tool to engage 
and retain ethically conscious consumer segments. 
The measurement model demonstrated strong 
reliability and validity, with all key constructs 
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showing high indicator loadings (>0.7) and 
acceptable levels of multicollinearity (VIF < 5, 
except for one borderline case). The model fit, 
assessed primarily through SRMR (0.080 for the 
estimated model), fell within acceptable 
thresholds for PLS-SEM, supporting the 
robustness of the specified relationships. 
From a managerial perspective, the study provides 
a clear mandate for KFC Pakistan and similar 
multinationals operating in similar contexts. CSR 
should be strategically communicated, not as a 
peripheral public relations activity, but as a core 
driver of customer satisfaction and loyalty. 
Specifically, communication should 
highlight local, relatable initiatives-such as the 
‘Mitao Bhook’ campaign or the employment of 
persons with disabilities-which resonated strongly 
in the data. Furthermore, brand managers must 
recognize the segment of ethically vigilant 
consumers. For this segment, transparency, 
authenticity, and tangible social impact are non-
negotiable; superficial or contradictory CSR 
claims could trigger boycotts and erode hard-
earned satisfaction. 
Theoretical contributions of this work are 
twofold. First, it successfully transplants and 
validates Western-centric CSR-satisfaction 
frameworks within the under-researched context 
of Pakistan, confirming the cross-cultural 
relevance of the core relationship. Second, and 
more importantly, it introduces and 
validates boycott intention as a key moderator, 
enriching the theoretical model by 
explaining when CSR perception is more or less 
effective. This addresses a gap in the literature, 
which often treats CSR effects as unconditional. 
Limitations of this study, including its cross-
sectional design, single-brand focus, and 
geographically constrained sample, pave the way 
for fruitful future research. Longitudinal studies 
could establish causality, while comparative 
studies across different brands, sectors (e.g., 
apparel, telecommunications), and countries 
could enhance generalizability. Future research 
could also delve deeper into the antecedents of 
boycott intention or explore other potential 
moderators like religiosity or brand trust. 

In essence, this research concludes that in today’s 
marketplace, where consumers are increasingly 
informed and ethically aware, CSR is a powerful 
determinant of satisfaction. However, its efficacy 
is critically dependent on the consumer’s own 
ethical stance, as captured by boycott intention. 
For academics, this offers a more refined model of 
ethical consumption. For practitioners at KFC 
and beyond, it offers a clear blueprint: build 
genuine, impactful social responsibility into the 
brand’s core narrative, communicate it with 
transparency, and thereby foster deeper, more 
resilient satisfaction among a discerning customer 
base. This is not merely good ethics-it is sound 
business strategy for sustainable growth in the 
modern era. 
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