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Abstract1 

Background/Objectives: This study was conducted to examine the importance of corporate social 
responsibility in apparel companies and to investigate the impact of corporate social responsibility in apparel 
on corporate image, consumer goodwill and purchase intentions. The study will provide theoretical guidance 
for the future development of apparel companies, while emphasising the important role of CSR. 
Methods/Statistical analysis: This study used the questionnaire method and the data was analysed using 
SPSS26 to confirm the hypotheses of this study. Findings: The findings show that social responsibility of 
apparel companies has a positive impact on corporate image, consumer goodwill; corporate image has a 
positive impact on consumer goodwill; and both corporate image and consumer goodwill have a positive 
impact on purchase intention. Improvements/Applications: This study confirms the importance of corporate 
social responsibility in the apparel industry, but given the limited number of respondents in this study, and 
the limited number of regions, future research could be more informative if additional demographic 
variables such as regions and occupations were taken into account. Also, more tests can be conducted on 
different variables in future studies to obtain more comprehensive and better results. 
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I. INTRODUCTION 

Textiles and clothing, as one of the unsustainable 

industries, involves environmental and social aspects. 

The production and distribution of clothing generates 

large amounts of pollution emissions into the land, 

water and air. It is estimated that the textile and 

clothing industry is responsible for 10% of global 

carbon emissions, more than international flights and 

shipping combined [1]. This is why the garment and 

textile industry is considered the second most 

polluting industry in the world, after the chemical 

industry [2]. However, at present, most enterprises 

ignore their social responsibility and are obsessed 

with short-term profits, which leads to a series of 

social problems [3]. The issue of corporate 

responsibility for apparel enterprises needs to be 

taken seriously. The fulfilment of corporate social 

responsibility is linked to the development and 

growth of enterprises, and is an intangible brand 

asset [4]. Therefore, it is inevitable for apparel 

companies to pay attention to corporate social 

responsibility. 

In their research, scholars such as Yu W found 

that organic food companies and corporate social 

responsibility images have a positive impact on 

consumer trust and co-development behaviour [5]. In 

their study of the drivers, motivations and barriers to 

the implementation of corporate social responsibility 

practices in construction firms, scholars such as 

Zhang Q suggested that socially responsible 

construction firms can increase sustainable 

competitive advantage and improve organisational 

performance [6]. However, the literature has also 

found that the impact of corporate social 

responsibility varies across sectors and that the path 

of corporate social responsibility implementation and 

development varies across industries. This study 

therefore examines the relationship between 

corporate social responsibility in apparel on 

corporate image, consumer perceptions and purchase 

intentions. It is hoped that the latest consumer 

perceptions of corporate social responsibility in 

apparel will be explored, thus highlighting the 

important role of corporate social responsibility in 

apparel companies.  

 

 

 

II. THEORETICAL BACKGROUND 

A. Corporate Social Responsibility (CSR) 

Corporate Social Responsibility (CSR) refers to 

the total value created or paid by a company to the 

state or society, and the responsibility that a 

company owes to its stakeholders in its business 

operations. The concept of CSR is based on the idea 

that business operations must be sustainable, and that 

companies should consider not only their own 

financial and operational situation, but also their 

impact on society and the natural environment [7]. 

Social responsibility is the obligation that 

organisations have to fulfil to protect and improve 

society in the social environment in which they 

operate [8]. CSR is a multi-faceted concept, which 

Carroll defines into four dimensions, including 

economic, legal, ethical and philanthropic 

responsibility [9]. Elkington proposes a triple bottom 

line definition, including social responsibility, 

environmental accountability and economic 

responsibility [10]. In her study of CSR, Zhang Yali 

considered the relevance to consumers and adopted a 

pyramid model with the dimensions of legal 

responsibility, economic responsibility, philanthropic 

responsibility and ethical responsibility [9]. 

Therefore, this study will examine the four 

dimensions of social responsibility of apparel 

enterprises, namely legal responsibility, economic 

responsibility, philanthropic responsibility and 

ethical responsibility.  

 

B. Corporate Identity 

Corporate image refers to the public's overall 

impression and evaluation of an enterprise. 

Corporate image is the overall feeling and cognition 

of the public towards the enterprise, which is the 

basis for the enterprise to participate in market 

competition and the fundamental driving force for 

the enterprise to win the best benefit [11]. Corporate 

image is very important, and in order to get better 

development enterprises must establish a good 

corporate image, improve the quality of staff and 

service quality, and at the same time improve the 

management of management methods, so as to bring 

the best economic benefits to the enterprise [12].  

Ö zkan has shown through his research that 

corporate image and corporate reputation can be used 

as a universal marketing benchmark to measure 

performance [13].  In his research, Alam M found 

that the loyalty of Generation Y customers to 

supermarkets was significantly and positively 

influenced by service quality and corporate image 

[14].  Kaur H in his study exploring the relationship 

between commitment, corporate image and 

switching costs in customer satisfaction, trust and 

loyalty suggested that corporate image emerged as 

the strongest determinant of attitudinal loyalty [15]. 

Therefore corporate image was examined as a 

significant variable in this study. 

 

C. Corporate Identity 

In the dictionary sense, "good feeling" is 

explained by "good feeling" or "good sense". Good 

feelings towards people can be formed not only 
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through appearance, but also through attitude and 

tone of voice, and can be seen as the organisation of 

a person's communication life and the natural 

formation of feelings in social life [16]. In his study 

of good feelings in the third generation of Hanryu, 

Cheon Deok-hee defined good feelings as the degree 

to which one develops feelings for an object [17]. In 

a study related to favorability in advertising, An Hee-

ran et al. say that favorability is the affection 

consumers have for a product or service [18].  

Ageeva E found that perceived corporate social 

responsibility and perceived corporate culture were 

factors that influenced the competitive advantage of 

a company in terms of perception of a corporate 

website [19]. In a study of CSR and public 

preference, Yeun-Ju Wang proposed that personal 

perceptions of the importance of business ethics 

showed a positive and significant moderating effect 

in the relationship between CSR professionalism 

management and public favorability [20]. This study 

therefore examines consumer goodwill as an 

important element. 

 

D. Purchase Intent 

According to Engel & Paul's definition, purchase 

intention is a consumer's planned or anticipated 

future purchase action, with positive beliefs and 

attitudes towards a specific product and a high 

intention to actually purchase the product [21]. 

Mullet adds the role of external factors to the 

consumer's attitude towards a product or brand, 

which constitutes the consumer's desire to buy [22]. 

Sohwa defines purchase intention as a person's 

planned beliefs and attitudes manifested in action, 

and purchase intention is a very important variable in 

purchase decisions [23]. Chih-Yuan Kang et al. 

argue that purchase intention is an important factor 

in predicting the basis of consumer action in terms of 

actual sales, and is a fundamental measure of actual 

business outcomes [24].  

Haile's research on mobile augmented reality in e-

commerce suggests that MAR applications have a 

positive impact in enhancing consumer purchase 

intentions [25]. As purchase intention is an important 

indicator of business outcomes, this study examines 

purchase intention as the final element. 

 

 

III. RESEARCH DESIGN 

A. Research Model 

The aim of this study was to analyse the 

relationship between social responsibility towards 

apparel companies on corporate image, consumer 

perceptions and purchase intentions, using Shanghai 

consumers in China as the target population. Based 

on the theoretical background to date, a research 

model was constructed as in [Figure 1].  

 

 

Fig. 1. Research model.  
 

B. Assumptions Set 

Zhuang argues that corporate social responsibility 

has a significant positive impact on consumers' 

purchase intentions [26]. Golodner argues that 

companies need to comply with the necessary codes 

of conduct so that customers will have a positive 

perception of socially responsible companies [27].  

Islam T believes that good corporate social 

responsibility will lead to high levels of consumer 

loyalty [28]. MARCELA argues that customers are 

likely to be more loyal to a company when they 

perceive that the company's social responsibility is in 

line with their own values [29]. The Baskentli study 

found that when consumers' moral foundations are 

aligned with the CSR domain, positive pro-company 

behaviour increases [30]. The following hypothesis 

was therefore set.  

H1: CSR in apparel has a positive impact on 

corporate image. 

H2: CSR in apparel has a positive impact on 

consumer perceptions. 

H3: Corporate image of apparel positively 

influences consumer perceptions. 

H4: Corporate image positively influences 

purchase intention. 

H5: Consumer perception positively influences 

purchase intent. 

 

C. Research Methodology 

The variables used in this study are based on the 

measurement tools used in existing studies and 

consist of questions that provide a good indication of 

the social responsibility characteristics of apparel 

companies. In the empirical analysis for hypothesis 

testing, the questionnaire was sent to apparel 

consumers in Shanghai, China. The reason for the 

selection of the respondents is that the economic 

centre of China is Shanghai and therefore Shanghai 

consumers are representative of Chinese consumers. 

The questionnaire was collected over a period of 
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10 days from 1st September to 10th September 2022 

and the survey was conducted using a self-

administered method in which respondents filled in 

the questionnaire items directly. A total of 355 

questionnaires were distributed and 340 

questionnaires were returned for the final analysis, 

with the exception of 15 questionnaires that were 

answered dishonestly or did not answer most of the 

questions. The collected data were statistically 

processed using SPSS 26.0 for frequency analysis, 

exploratory factor analysis, reliability analysis, 

correlation analysis and regression analysis. 

 

 

Ⅳ. ANALYSIS OF RESEARCH RESULTS 

A. Demographics 

The results of the analysis of the demographic 

characteristics of the specimens that answered the 

questionnaire for this study are collated in [Table 1]. 

 
Table 1. DEMOGRAPHIC 

Title Questions Frequency 

Gender 
Male 151 

Female 189 

Age 

20-29 98 

30-39 86 

40-49 103 

50-59 34 

60-69 19 

Occupation 

Students 50 

Corporate staff 190 

Government 
employees 

41 

Freelance 59 

Frequency of 

clothing purchases 

1 time in 6 months 3 

1 time in 3 months 20 

1 time in 1 month 143 

2 times in 1 month 122 

3 times in 1 month 32 

4 times in 1 month 20 

 

B. Reliability And Feasibility 

In order to verify the relationship between the 

social responsibility of apparel companies on 

corporate image, consumer perception and purchase 

intention, the reliability and appropriateness of each 

component concept was verified. In this study, 

Cronbach's Alpha, a method for measuring internal 

consistency, was measured to verify reliability. The 

results of the reliability analysis showed that the 

variables ensured reliability and appropriateness, as 

shown in [Table 2] and [Table 3]. 

 

 
Table 2. RELIABILITY AND VALIDITY ANALYSIS RESULTS 

Variable 
Component Comm

unality 

Cronb

ach’α 1 2 3 4 

Legal 

responsi

bility 

1 
0.7

98 
   0.721 

0.781 

2 
0.8

25 
   0.777 

3 
0.6

72 
   0.758 

4 
0.7

01 
   0.812 

Financial 

responsi

bility 

1  
0.7

63 
  0.718 

0.879 

2  
0.7

08 
  0.649 

3  
0.8

48 
  0.844 

4  
0.7

42 
  0.707 

Ethical 

responsi

bility 

1   
0.8

03 
 0.728 

0.872 

2   
0.8

05 
 0.767 

3   
0.6

86 
 0.708 

4   
0.7

68 
 0.694 

Charitab

le 

Respons

ibility 

1    
0.6

84 
0.750 

0.677 

2    
0.7

89 
0.801 

3    
0.7

98 
0.711 

4    
0.6

34 
0.593 

Characteristi

c Value 

2.9

97 

0.3

62 

0.3

49 

0.2

92 

 
Explanation 

Rate (%) 

24.

817 

20.

573 

18.

339 

9.6

33 

Accumulatio

n Rate (%) 

24.

817 

45.

39 

63.

729 

73.

362 

KMO=0.906；Approx. Chi-Square =3714.408；df=120.000；

P=0.000*** 

 

 
Table 3. RELIABILITY AND VALIDITY ANALYSIS RESULTS 

Variable 
Comp

onent 

Comm

unality 

Explan

ation 

Rate 

(%) 

Accum

ulation 

Rate (%) 

Cronb

ach’α 

Favor

ability 

1 0.870 0.757 

2.997 74.936 0.889 
2 0.869 0.755 

3 0.860 0.740 

4 0.864 0.746 

KMO=0.839; Approx. Chi-Square =742.111; df=6.000: 

P==0.000*** 

Corpo

rate 

image 

1 0.623 0.388 

2.656 66.396 0.825 2 0.860 0.739 

3 0.877 0.770 
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4 0.871 0.758 

KMO=0.784; Approx. Chi-Square =570.613; df=6.000: 

P=0.000*** 

Purch

ase 

Intent 

1 0.885 0.783 

77.608 77.608 0.904 
2 0.888 0.789 

3 0.875 0.766 

4 0.876 0.767 

KMO=0.851; Approx. Chi-Square =842.280; df=6.000; 

P=0.000*** 

 

C. Relevance analysis 

In order to confirm the correlation and 

directionality between the variables used in this 

study, a correlation analysis was conducted and the 

results were collated in [Table 4]. It was confirmed 

that the relationships between legal responsibility, 

economic responsibility, ethical responsibility, 

philanthropic responsibility and all measured 

variables of goodwill, corporate image and purchase 

intention in the CSR of apparel companies were 

consistent with the directions proposed in the 

research model and hypotheses. 

 
Table 4. Relevance Analysis 

 

Pur

cha

se 

Int

ent 

Cor

por

ate 

ima

ge 

Favo

rabil

ity 

Chari

table 

resp

onsib

ility 

Ethic

al 

resp

onsib

ility 

Finan

cial 

resp

onsib

ility 

Legal 

resp

onsib

ility 

Purch

ase 

Inten

t 

1       

Corp

orate 

imag

e 

0.8

22*

** 

1      

Favor

abilit

y 

0.8

16*

** 

0.86

5*** 
1     

Chari

table 

Resp

onsib

ility 

0.7

53*

** 

0.82

0*** 

0.82

8*** 
1    

Ethic

al 

respo

nsibili

ty 

0.5

95*

** 

0.63

2*** 

0.65

5*** 

0.700

*** 
1   

Finan

cial 

respo

nsibili

ty 

0.7

10*

** 

0.75

9*** 

0.72

4*** 

0.815

*** 

0.629

*** 
1  

Legal 

respo

nsibili

ty 

0.6

10*

** 

0.66

4*** 

0.65

0*** 

0.767

*** 

0.644

*** 

0.699

*** 
1 

***p ＜ .001. **p ＜ .01. *p ＜ .05.  

 

D. Hypothesis Validation 

In order to test the hypothesis that CSR in apparel 

has a positive impact on corporate image, a multiple 

regression analysis was implemented. The validation 

results showed that hypothesis 1 was adopted. 

Furthermore, as shown in [Table 5], philanthropic 

responsibility, ethical responsibility and economic 

responsibility were noted in the range of 0.1% 

favorability. 

 
Table 5. Regression Analysis Results Of Hypothesis 1 

Linear Regression analysis  n=340 

 

Unstandardi

zed 
Coefficients 

Standardi
zed 

Coefficie

nts t P VIF 

B 

Std. 

Erro

r 

Beta 

constant 
-

0.28 
0.16 - 

-
1.74

7 

0.081* - 

Charitable 
responsibi

lity 

0.71

6 

0.08

1 
0.542 

8.83

3 

0.000*

** 

4.20

6 

Ethical 
responsibi

lity 

0.07

9 

0.04

2 
0.082 

1.89

3 
0.059* 

2.09

6 

Financial 
responsibi

lity 

0.23
1 

0.04
8 

0.254 4.79 
0.000*

** 
3.13

1 

Legal 

responsibi

lity 

0.02
3 

0.06
1 

0.018 
0.37

1 
0.711 

2.64
7 

Dependent：Corporate image 

R²=0.7 Adjusted R²=0.697    F=195.71 P=0.000*** 

***p ＜ .001. **p ＜ .01. *p ＜ .05.  

 

In order to test the hypothesis that the CSR of 

apparel has a positive impact on consumer 

perception, a multiple regression analysis was 

performed. The validation results showed that 

hypothesis 2 was adopted. In addition, as shown in 

[Table 6], charitable responsibility, ethical 

responsibility, economic responsibility were noted in 

the range of 0.1% favorability. 

 
Table 6. Regression Analysis Results Of Hypothesis 2 

Linear Regression analysis  n=340 

 

Unstandardi
zed 

Coefficients 

Standardi

zed 

Coefficie
nts t P VIF 

B 

Std. 

Erro
r 

Beta 

constant 

-

1.02

9 

0.18

3 

- -

5.63

7 

0.000*

** 

- 

Charitable 

responsibi

lity 

0.97

1 

0.09

2 

0.645 10.5

31 

0.000*

** 

4.2

06 
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Ethical 

responsibi

lity 

0.15 0.04

7 

0.137 3.17

2 

0.002*

** 

2.0

96 

Financial 

responsibi

lity 

0.13

2 

0.05

5 

0.127 2.40

4 

0.017*

* 

3.1

31 

Legal 

responsibi

lity 

-

0.03 

0.06

9 

-0.021 -

0.43

3 

0.665 2.6

47 

Dependent：Favorability 

R²=0.702 Adjusted R²=0.698  F=196.886  P=0.000*** 

***:p<.001, **:p<.01, *:p<.05  

 

In order to test the hypothesis that the corporate 

image of clothing has a positive impact on consumer 

perception, multiple regression analysis was 

performed. The validation results showed that 

hypothesis 3 was adopted [Table 7]. 

 
Table 7. Regression Analysis Results Of Hypothesis 3 

Linear Regression analysis  n=340 

 

Unstandardiz
ed 

Coefficients 

Standardi

zed 

Coefficien
ts t P VIF 

B 
Std. 
Erro

r 

Beta 

constan

t 

-
0.04

3 

0.11
3 

- 
-

0.378 
0.706 - 

Corpor
ate 

image 

0.98
6 

0.03
1 

0.865 
31.66

5 
0.000*

** 
1.00

0 

Dependent：Favorability 

R²=0.748 Adjusted R²=0.747  F=1002.686 P=0.000*** 

***:p<.001, **:p<.01, *:p<.05  

 

Multiple regression analysis was performed to test 

hypothesis 4 that consumer perception positively 

influences purchase intention. The validation results 

showed that hypothesis 4 was adopted [Table 8]. 

 
Table 8. Regression Analysis Results Of Hypothesis 4 

Linear Regression analysis  n=340 

 

Unstandardi
zed 

Coefficients 

Standardi

zed 

Coefficie
nts t P VIF 

B 

Std. 

Erro
r 

Beta 

constant 
0.51

8 
0.11

6 
- 

4.46
5 

0.000*
** 

- 

Favorabil

ity 
0.84

6 
0.03

3 
0.816 

25.9
75 

0.000*
** 

1.00
0 

Dependent：Purchase Intent 

R²=0.666 Adjusted R²=0.665  F=674.722 P=0.000*** 

***:p<.001, **:p<.01, *:p<.05 
 

To test hypothesis 5 that consumer corporate 

image positively influences purchase intention, a 

multiple regression analysis was performed. The 

validation results showed that hypothesis 5 was 

adopted [Table 9]. 

 
Table 9. Regression Analysis Results Of Hypothesis 5 

Linear Regression analysis  n=340 

 

Unstandardiz

ed 

Coefficients 

Standardi

zed 
Coefficien

ts t P VIF 

B 
Std. 
Erro

r 

Beta 

constan

t 

-
0.00

3 

0.13
2 

- -0.02 0.984 - 

Corpor
ate 

image 

0.97
1 

0.03
7 

0.822 
26.58

4 
0.000*

** 
1.00

0 

Dependent：Purchase Intent 

R²=0.676 Adjusted R²=0.676  F=706.694 P=0.000*** 

***:p<.001, **:p<.01, *:p<.05 
 

 

Ⅴ. ANALYSIS OF RESEARCH RESULTS 

This study focused on the corporate social 

responsibility of apparel companies and conducted a 

questionnaire survey of 340 consumers in Shanghai, 

China. The relationship between the social 

responsibility of apparel companies on corporate 

image, consumer perception and purchase intention 

was objectively identified. For this purpose, a direct 

fill-in method and an online questionnaire were 

conducted via the internet. The results of the 

statistical analysis were implemented and the factors 

were ensured through detailed reliability and 

feasibility checks, as a basis for the correlation 

analysis and regression analysis, and the hypothesis 

validation can be summarised as follows. 

Firstly, the social responsibility of apparel 

companies has a positive impact on corporate image 

and consumer goodwill, and the hypotheses H1,H2 

were verified. Therefore, apparel enterprises should 

take up their corporate social responsibility, in which 

they should pay taxes legally and not break the law is 

the bottom line of the enterprise. Then enterprises 

should take up the economic responsibility of 

creating wealth for society, providing material goods 

and improving people's living standard, then 

enterprises should take up the moral responsibility of 

abiding by business ethics, equal trading, honesty 

and trustworthiness, as well as respecting nature, 

protecting the environment and cherishing and 

saving resources and energy, and finally enterprises 

should take up the social responsibility of giving 

financial or in-kind assistance to the public or 

providing other practical assistance to social causes 

The company should also take on the responsibility 

to increase social welfare by providing financial or 

in-kind assistance to the public or other practical 

assistance to social causes. 
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Secondly, corporate image has a positive impact 

on consumer perceptions, and the H3 hypothesis is 

tested. Corporate image planning helps to enhance 

the competitiveness of products, facilitate brand 

creation and establish consumer goodwill. At the 

same time a company with a good image can be 

recognised by many consumers and helps to build 

the company's publicity. The most important thing is 

that the corporate image has a direct impact on the 

performance of the enterprise, with a good corporate 

image can cause great concern for the daily 

movement of consumers, in the face of the same 

product things more choice and consumption of the 

enterprise's products, to promote the sales 

performance of the enterprise. 

Third, corporate image and consumer goodwill 

both have a positive impact on purchase intention, 

H4, H5 hypothesis is verified. A good corporate 

image can lead to a stronger purchase intention, 

while consumer goodwill towards the company will 

also lead to a purchase intention. Therefore, by 

improving the social responsibility of the company, 

and other means to actively lead consumers to 

identify and appreciate the company's brand image, 

and enhance consumer goodwill has a direct impact 

on consumers' purchase intentions, and also directly 

affects the economic benefits of the company. 

This study confirms the importance of corporate 

social responsibility for apparel companies and 

provides theoretical support for the development of 

apparel companies. Considering the limited number 

of respondents in this study and the limited number 

of regions, additional research in future studies that 

takes into account demographic variables such as 

regions and occupations would yield results that 

would be more informative. Also in future studies 

more tests could be conducted on different variables 

to obtain more comprehensive and better results. 
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