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Abstract 
This study built a model including corporate social responsibility (CSR), per-
ception of product quality, consumers’ purchase intention, and tested the in-
fluence of the CSR on consumers’ purchase Intention and the moderating ef-
fect of perception of product quality through questionnaire method. The re-
sults show that CSR has direct positive influence on consumers’ purchase in-
tention, and there are differences in the positive impact on each dimension. 
The influence of charity, legal and environmental responsibility on consum-
ers’ purchase intention is positively moderated by the perception of product 
quality, and the influence of economic and consumer responsibility on con-
sumers’ purchase intention is negatively moderated by it. 
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1. Introduction 

At the beginning of 2020, Wuhan, Hubei, the new crown virus is raging, and 
many companies rush to help Hubei. As of April 4th, nearly 4000 companies 
across the country have donated over 35.1 billion yuan to fight the epidemic, of 
which more than 50 companies have donated more than 100 million yuan [1]. 
These companies are involved in many industries such as medicine, real estate, 
education, and home furnishing. In addition to adopting the “one donation” 
approach, many companies have also expressed their concern for the public by 
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assuming all aspects of social responsibilities, which have been well received by 
all sectors of society. However, in recent years, there have been many examples 
of neglecting social responsibilities in pursuit of profit maximization. There are 
still some companies that have not fulfilled their responsibilities to the society, 
ranging from the “contaminated milk powder” incident to the Foxconn em-
ployee jumping incident to the recent explosion. The “fake vaccine” incident of 
Changsheng Medicine, etc., has a serious lack of corporate social responsibility 
(CSR). Nowadays, the development of the times has put forward higher re-
quirements for the performance of CSR in various industries, and how compa-
nies can better fulfill their social responsibilities in the development of the new 
era has become a hot topic today. 

Related research shows that market consumers are concerned about the per-
formance of corporate social responsibilities [2]. With the increasing awareness 
of environmental protection, safety, ethics, and the rule of law among market 
consumers, it is not feasible for companies to only pursue the maximization of 
economic profits while ignoring the fulfillment of social responsibilities. Related 
domestic and foreign studies have shown that the relatively high level of corpo-
rate social responsibility can have a positive impact on consumers’ purchase in-
tentions [3] [4]. In an environment where product quality and safety issues fre-
quently occur, product quality will more sensitively affect consumers’ final pur-
chase intentions. The research on product quality perception and consumer 
purchase intention is relatively early, and the literature is quite abundant, but 
there are few literatures on the impact of product quality perception on con-
sumer purchase intention in the context of CSR. In the research on the relation-
ship between consumer purchase intention and CSR, there are relatively few li-
teratures on choosing product quality perception as the moderating variable, so 
this article still has a certain degree of theoretical significance. 

The two main issues that this study intends to solve are: 1) Does the social re-
sponsibility of different dimensions of the company affect and how does it affect 
consumers’ purchase intentions? 2) How can product quality perception play a 
moderating role in the relationship between CSR and consumer purchase inten-
tions? First, review the relevant literature and explain the relevant theoretical 
concepts; secondly, construct a conceptual model including five dimensions of 
corporate responsibility, consumer corporate social responsibility perception, 
product quality perception, and consumer purchase intentions. Product quality 
perception plays a positive regulatory role in the five groups of relationships; fi-
nally, collect samples of YL companies to conduct empirical research to explore 
the impact of CSR on consumers’ purchase intentions, and discuss the regulato-
ry role of product quality perception. 

2. Literature Review 

2.1. Corporate Social Responsibility 

Bowen proposed the original definition of corporate social responsibility in 
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1953: the obligation to formulate corporate policies or the actions taken to 
achieve the goals and values expected by society [5]. Frederick (1960) believes 
that the basic idea of corporate social responsibility is that enterprises have an 
obligation to improve society [6]. Ruben et al. (2017) believe that CSR is not only 
a company’s fulfillment of legal and economic obligations to the society, but also 
other responsibilities that contribute to social development [7]. Carroll (1999) 
shows that CSR is an expectation, expecting that enterprises can satisfy consum-
ers within a certain period of time [8]. Li Haiqin and Zhang Zigang (2010) di-
vided CSR into six dimensions: economy, environment, employees, consumers, 
law, and charity [9]. Yang Haiting (2015) constructed the above six dimensions 
based on the consumer’s perspective to establish the influence of the above six 
dimensions on consumers’ purchase intentions. The model analyzes the me-
chanism of CSR performance on consumer purchase intention [10]. The defini-
tion and content of CSR have not been unified in the academic world. This study 
divides CSR into five dimensions of responsibility: economy, consumer, envi-
ronment, law, and charity. 

2.2. Consumer Corporate Social Responsibility Perception 

Lichtenstein (2004) put forward the concept of “corporate social responsibility 
perception” [11]. Consumers’ perception of corporate social responsibility is the 
consumer’s association of CSR, and the consumer’s evaluation and emotional 
response to corporate behavior. Gu (2005) found that customers will form a 
subjective sense of corporate social responsibility based on existing information, 
and will not show the same preference for all CSR activities. Even for the same 
kind of social responsibility behaviors implemented by enterprises [12], so con-
sumers’ perception of corporate social responsibility and CSR itself cannot be 
confused. Ramasamy (2009) believes that consumer perceptions of corporate so-
cial responsibility have the function of distinguishing the economic responsibil-
ity, moral responsibility, charity responsibility and legal responsibility of a com-
pany [13]. Berens (2005) found that consumers’ association with CSR affects 
purchase behavior and willingness [14]. 

2.3. Consumer Purchase Intention 

Feng Jianying (2006)’s point of view is: purchase intention is the probability of 
consumers buying a certain product [15]. Guo Ji (2013) defines consumer pur-
chase intention as the degree of subjective intensity of consumers to the services 
and products of the enterprise, and this degree affects consumers’ shopping be-
havior [16]. Zhang Jinxin (2016) believes that consumers’ purchase intention is 
still in the stage of human subjective consciousness, not the stage of specific 
purchase behavior [17]. 

There are many factors that affect purchase intention. It is not only affected by 
individual characteristics and product characteristics, but also by CSR. Consum-
ers first consider the price factor when choosing products, but today’s market 
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consumers also pay attention to the recognition and popularity of the product 
brand. The social responsibility performed by the company will affect consum-
ers’ perception of the company’s services and products to a certain extent, the-
reby affecting the purchase intention. 

2.4. Product Quality Perception 

Product quality refers to the characteristics that a product has to adapt to the 
needs of social production and life consumption, and it is a concrete manifesta-
tion of the use value of a product. Lin Jianhuang (2004) found that product 
quality can directly affect customers’ consumption decisions, but they cannot 
make an objective measure of product quality. What affects customers’ con-
sumption decisions is a subjective perception of product quality [18]. Maynes 
(1976) pointed out that there is no objective evaluation of product quality by 
customers in real life, but a highly subjective evaluation of product quality from 
the perspective of customers themselves [19]. It can be seen that the perception 
of product quality means consumers’ perception of the quality of a certain 
product. 

In summary, there are many studies on CSR and consumer purchase inten-
tions, and many studies have confirmed that the two are positively correlated, 
but there are still relatively few studies that incorporate product quality percep-
tion into the relationship between the two. 

3. Models and Assumptions 

In view of the deficiencies of previous research, this article will establish a com-
prehensive research model on CSR, consumer perception of corporate social re-
sponsibility, product quality perception and consumer purchase intention, and 
empirically analyze the impact of corporate social responsibility on consumers’ 
purchasing intention, so as to better practice for companies Provide theoretical 
support for social responsibility. The following will discuss the impact of CSR in 
five dimensions, including economic responsibility, environmental responsibili-
ty, consumer responsibility, legal responsibility, and charity responsibility, con-
sumer perceptions of corporate social responsibility, and product quality per-
ceptions on consumers’ purchase intentions. 

3.1. The Impact of Corporate Social Responsibility on Consumers’ 
Purchase Intention 

The stakeholder theory believes that, in addition to creating profits and being 
responsible to the company’s shareholders, companies must also assume cor-
responding responsibilities to consumers, society, employees, and the environ-
ment. Consumers have the characteristics of “economic man” in the market, and 
the social responsibility behavior undertaken by enterprises can create tangible 
benefits for consumers or make consumers feel the transfer of benefits subjec-
tively. Therefore, consumers have a positive response to CSR. 
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The research of Sen and Bhattacharya (2001) proves that enterprises taking on 
social responsibilities such as employees and the environment can have a direct 
impact on consumers’ purchasing behavior and increase consumers’ willingness 
to purchase corporate goods and services [20]. Carrigan and Attalla (2001) 
found that consumers would refuse to buy products produced by animal cruelty 
companies, but they did not reject the products produced by companies that mi-
streated their employees [21]. Mohr and Webb (2001) studied consumer pur-
chase intention from two aspects of public welfare and environmental protection 
[2]. Xiang Rong (2017) and others studied the six aspects of community respon-
sibility, employee responsibility, consumer responsibility, integrity responsibili-
ty, environmental protection responsibility, and social welfare responsibility. 
The results show that there is a significant positive correlation between them and 
consumers’ purchase intentions, and consumers give different responses to dif-
ferent dimensions of responsibility [22]. 

Studies have shown that consumers in the market tend to purchase products 
from companies that bear higher social responsibilities when there is little price 
difference between similar products [23]. The empirical research of Deng 
Xinming (2016) and Sun Xiaoli (2019) shows that CSR has a direct and positive 
impact on consumers’ purchase intention [3] [4]. In summary, regarding the 
impact of CSR on consumers’ purchase intentions, this article draws on previous 
research results and puts forward the following five hypotheses: 

H1a: Economic responsibility has a positive impact on purchase intention; 
H1b: Environmental responsibility has a positive impact on purchase intention; 
H1c: Consumer responsibility has a positive impact on purchase intention; 
H1d: Legal liability has a positive impact on purchase intention; 
H1e: Charity responsibility has a positive impact on purchase intention. 

3.2. The Impact of CSR on Consumers’ Perception of Corporate 
Social Responsibility 

Consumers are the core stakeholders in business activities, so many companies 
are now willing to perform more social responsibilities in order to gain consum-
er recognition. Herpen (2003) believes that consumers in the market form an af-
firmation of the value of the enterprise itself through CSR perception [24]. In the 
research of Mohr and Webb (2001), it is found that consumers’ perception of 
corporate image and purchase intention are different due to different levels of 
consumer support for CSR [2]. It can be inferred from this that CSR positively 
affects consumers’ perception of corporate social responsibility, and the higher 
the perceived corporate social responsibility, the stronger the sense of identity. 

In summary, this article proposes the following hypotheses: 
H2a: Economic responsibility has a positive impact on consumers’ perception 

of CSR; 
H2b: Environmental responsibility has a positive impact on consumers’ CSR 

perception; 
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H2c: Consumer responsibility has a positive impact on consumer CSR percep-
tion; 

H2d: Legal liability has a positive impact on consumers’ perception of CSR; 
H2e: Charity responsibility has a positive impact on consumers’ CSR percep-

tion. 

3.3. The Impact of Consumers’ Perceptions of Corporate Social 
Responsibility on Purchase Intentions 

Most of the existing research on CSR is based on the full perception of consum-
ers. However, in reality, people’s perceptions are uneven, and most people 
usually don’t know the level of CSR fulfillment. The research of Dong Yali and 
Li Xiaonan (2010) found that consumers’ perceived ease of use affected by trust 
and perceived ease of use can increase consumers’ purchasing intentions [25]. 
The research of Wang Xinyang et al. (2018) confirmed that consumers’ percep-
tion of corporate social responsibility in the market positively affects their pur-
chase intentions [26]. Companies actively undertaking CSR will make consum-
ers perceive a higher sense of social responsibility, which will affect consumers’ 
willingness to exercise the “economic ticket” in their hands. 

In summary, this article proposes the following hypotheses: 
H3: Consumers’ perceptions of corporate social responsibility have a positive 

impact on purchase intentions. 

3.4. The Moderating Effect of Product Quality Perception 

In consumer purchasing behavior and decision-making, product quality percep-
tion is an important factor that affects consumers’ purchasing intention. Lee et 
al. (2018) believe that when consumers perceive higher product quality, their 
willingness to buy will be stronger [27]. Ariffin et al. (2016) found that the high-
er the quality evaluation of the product, the stronger the willingness of consum-
ers to buy again [28]. Ma Longlong (2011) believes that consumers who pur-
chase relatively high-quality products are generally more demanding and critical 
than ordinary people, have relatively high requirements for corporate social re-
sponsibility, and have a higher degree of loyalty [29]. Gao Xiang (2019) observed 
the influence of consumers’ perceived quality on purchase intention and studied 
its moderating effect [30]. 

Therefore, consumers who often buy high-quality products are more likely to 
be affected by CSR. On the contrary, consumers who often buy low-quality 
products are not easily affected by CSR in their consumer behavior. This article 
introduces product quality perception into the influence relationship between 
CSR and purchase intention to explore its regulatory role. 

In summary, this article proposes the following hypotheses: 
H4a Product quality perception has a positive moderating effect on the rela-

tionship between economic responsibility and purchase intention. 
H4b Product quality perception has a positive moderating effect on the rela-

https://doi.org/10.4236/oalib.1107672


M. J. Yu et al. 
 

 

DOI: 10.4236/oalib.1107672 7 Open Access Library Journal 
 

tionship between environmental responsibility and purchase intention. 
H4c product quality perception has a positive moderating effect on the rela-

tionship between consumer responsibility and purchase intention. 
H4d product quality perception has a positive moderating effect on the rela-

tionship between mercy responsibility and purchase intention. 
H4e product quality perception has a positive moderating effect on the rela-

tionship between legal liability and purchase intention. 
Based on the above assumptions, this paper constructs a conceptual model in-

cluding five dimensions of CSR, consumer perception of corporate social re-
sponsibility, perception of product quality, and consumer purchase intention, as 
shown in Figure 1. 

4. Research Method 
4.1. Samples and Data 

Considering that dairy products have a huge potential consumer market in Chi-
na, consumers in the Chinese market are generally familiar with the YL brand. 
At the same time, the safety of dairy products is an important part of food safety, 
and the social responsibility thinking of dairy companies needs more attention. 
Therefore, this article uses YL company as the research background. It is gener-
ally believed that the ratio of the number of samples to the number of observa-
tion variables is at least 10:1. Since there are 12 observation variables involved in 
this article, the number of samples is referenced to the ratio of the observation 
variables, so the number of samples issued is at least Is 120. The survey adopted 
the method of distributing questionnaires online. A total of 218 questionnaires 
were distributed, and a total of 200 questionnaires were returned. The effective 
recovery rate is about 91.74%. The statistical description is shown in Table 1. 
 

 
Figure 1. Research model. 
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Table 1. Demographic characteristics of the sample (n = 200). 

Basic Information Options Proportion (%) Basic Information Options Proportion (%) 

Gender 
Male 44.0  

Age 

Under 19 years old 25.0  

Female 56.0  20 - 30 years old 51.0  

Profession 

Corporate Practitioners  33.5  31 - 40 years old 18.5  

Freelancer  15.5  41 - 50 years old 22.0  

Student  40.5  51 - 60 years old 4.5  

Other  10.5  Over 61 years old 1.5  

Ways to Buy Dairy 
Products 

Shopping Malls, Supermarkets 83.5  

Monthly Income 

Below 1500 yuan 25.5  

Convenience Store 52.0  1501 - 2500 yuan  19.5  

Online Shopping 54.5  2501 - 3500 yuan 15.5  

Other 8.5  3501 - 4500 yuan 13.5  

   Above 4500 yuan 26.0  

 
It can be seen from Table 1 that there are slightly more women than men in 

the sample group. This is because usually women are the purchasers of dairy 
products in the family; in terms of age, the age of the respondents is concen-
trated between 20 - 50 years old. -30-year-old young consumers account for 
more than half, and the elderly account for a small proportion. People under 19 
years old are one of the main purchasers, accounting for 25% of the respondents, 
ranking second; in terms of income distribution, monthly The people with in-
come below 4500 yuan accounted for the majority, and the ratio above 4500 yu-
an was only 26.0%. 

4.2. Questionnaires and Measurements 

The questionnaire consists of two parts. The first part is the main body of the 
questionnaire. The measurement items in this study are mainly derived from the 
relatively mature items in previous empirical studies by scholars. The CSR scale 
is mainly from Maignan (2001) [31], Lafferty (1999) [32] and Jin Liyin (2006) 
[33] developed the scale, consumer corporate social responsibility perception 
scale mainly refers to Berens (2007) [34], product quality perception scale refers 
to Yoo and Donthu (2001) [35], consumer purchase intention The scale comes 
from and Berens (2005) [14]. The above scale has been used in many domestic 
industries and has good measurement validity and reliability. [36] The second 
part is the information and characteristics of the survey object. 

4.3. Model Checking 

In order to verify the consistency of the scale measurement results, this paper 
conducted a reliability test on the collected data (Table 2). The Cronhach’α 
overall coefficient of the variable measurement scale is 0.970, and the coefficients 
are all greater than 0.7 (0.753 - 0.891), indicating that the measurement of each 
structural variable in this study has good validity. 
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Factor analysis was used to test the structure validity. Before performing factor 
extraction, perform KMO and Bartlett sphere tests to determine whether factor 
analysis is feasible. It can be seen from Table 3 that the results show that the 
KMO values of each variable are 0.933, 0.689, 0.867, 0.894, which are all greater 
than 0.6, and the concomitant probabilities sig. given by the Bartlett sphere test 
are all 0.000, indicating that the item variables are suitable for factor analysis. 
Principal component analysis was used to test the validity of the four variables. 

By performing factor analysis on the items of the CSR scale, and deleting 
items with small contributions one by one, the rotation component matrix of the 
table is obtained. As shown in Table 4, the results are shown as five factors, 
which are consistent with the previous division of CSR dimensions, which are 
charity, law, environment, consumers, and economic responsibility in order. 
The cumulative contribution rate of variance is 73.46%, and the factor loading of 
each item is within the range of 0.512 - 0.787, indicating that the validity of the 
CSR scale is acceptable.  

Table 5 is the structural validity analysis of consumer corporate social re-
sponsibility perception, product quality perception and consumer purchase in-
tention. Through the analysis, it can be concluded that each variable is a factor, 
and the factor loading of each item is greater than 0.8, so it has Very good struc-
ture validity. 

 
Table 2. Reliability analysis. 

Variable 
Number of 

items 
Cronbach’α 

Overall  
Cronbach’α 

Corporate Social  
Responsibility 

Economic Responsibility 4 0.753 

0.970 

Environmental Responsibility 4 0.812 

Consumer Responsibility 5 0.866 

Legal Liability 4 0.853 

Charity Responsibility 5 0.859 

Consumer Corporate Social Responsibility Perception 3 0.760 

Product Quality Perception 5 0.881 

Consumer Purchase Intention 4 0.891 

 
Table 3. KMO and Bartlett sphere inspection. 

Variable KMO  
Bartlett Sphericity Test 

Approximate 
Chi-square 

Degree of 
Freedom 

Significance 

Corporate Social Responsibility 0.933 2807.620  231 0.000  

Consumer Corporate Social  
Responsibility Perception 

0.689 146.861  3 0.000  

Product Quality Perception 0.867 492.812  10 0.000  

Consumer Purchase Intention 0.894 590.170  10 0.000  
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Table 4. CSR rotation component matrix. 

Item 
Ingredient 

1 2 3 4 5 

CSRe2 0.778     

CSRe5 0.715     

CSRe3 0.569     

CSRe1 0.562     

CSRe4 0.537     

CSRd2  0.746    

CSRd4  0.715    

CSRb3   0.752   

CSRb2   0.729   

CSRb1   0.648   

CSRb4   0.540   

CSRc3    0.774  

CSRc2    0.543  

CSRc4    0.530  

CSRc5    0.512  

CSRa2     0.787 

CSRa3     0.723 

Note: a1-e5 respectively represent the five variables of economy, environment, consumer, charity and legal 
responsibility. 

 
Table 5. Component matrix of each variable. 

Item Ingredient Item Ingredient Item Ingredient 

Consumers’ Perception of  
Corporate Social Responsibility 

Consumer Purchase  
Intention 

Product Quality  
Perception 

CP1 0.808 CPI1 0.867 PQ1 0.837 

CP2 0.81 CPI2 0.872 PQ2 0.804 

CP3 0.847 CPI3 0.865 PQ3 0.812 

  CPI4 0.871 PQ4 0.841 

    PQ5 0.829 

Note: CP (1-3), CPI (1-4), PQ (1-5) respectively indicate Consumers’ perceptions of corporate social re-
sponsibility, consumers’ purchase intentions, and product quality perceptions. 

5. Outcome of Practice 
5.1. Main Effect Analysis 

Linear regression method is used to test the hypothesis proposed in this paper, 
and the significance level and standardization coefficient between variables are 
measured. The results are shown in Table 6. 
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Table 6. Regression analysis. 

Dependent Variable Independent Variable 
Standardization 

Factor 
t Significance 

Consumer Purchase  
Intention 

Charity Responsibility 0.404 9.575 0.000 

Legal Liability 0.331 7.847 0.000 

Environmental Responsibility 0.360 8.534 0.000 

Consumer Responsibility 0.413 9.784 0.000 

Economic Responsibility 0.288 6.826 0.000 

Consumer Corporate 
Social Responsibility 

Perception 

Charity Responsibility 0.545 15.649 0.000 

Legal Liability 0.426 12.210 0.000 

Environmental Responsibility 0.302 8.676 0.000 

Consumer Responsibility 0.399 11.439 0.000 

Economic Responsibility 0.189 5.412 0.000 

Consumer Purchase  
Intention 

Consumer Corporate Social  
Responsibility Perception 

0.747 15.824 0.000 

 
First of all, corporate charitable responsibility (β = 0.404, p < 0.001), legal re-

sponsibility (β = 0.331, p < 0.001), environmental responsibility (β = 0.360, p < 
0.001), consumer responsibility (β = 0.413, p < 0.001) and economic responsibil-
ity (β = 0.413, p < 0.001) are both positively and significantly related to consum-
ers’ purchase intentions. Therefore, it is assumed that H1a to H1e are valid. 

Secondly, corporate charitable responsibility (β = 0.545, p < 0.001), legal re-
sponsibility (β = 0.426, p < 0.001), environmental responsibility (β = 0.302, p < 
0.001), Consumer responsibility (β = 0.399, p < 0.001) and economic responsi-
bility (β = 0.189, p < 0.001) also have a positive and significant relationship with 
consumers’ perceptions of corporate social responsibility, so suppose H2a to 
H2e are established. 

Finally, consumer perceptions of corporate social responsibility (β = 0.747, p 
< 0.001) have a positive and significant relationship with consumers’ purchase 
intentions. Therefore, hypothesis H3 holds. 

In summary, the basic hypothetical relationships H1a - H1e, H2a - H2e, and 
H3 in the model have all been verified. 

5.2. Moderating Effect 

Aiming at the moderating effect of product quality perception in this model, the 
total sample is divided into two sub-samples according to product quality per-
ception, and regression analysis is performed. The results are shown in Table 7. 

First of all, it can be seen that whether the product quality is at a high level or 
a low level, the five dimensions of CSR responsibility have a significant positive 
impact on consumers’ purchase intentions. However, the degree of response of 
purchase intention to the five dimensions is different. When the product quality  
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Table 7. Regression analysis of different product quality. 

Dependent  
Variable 

Independent Variable 

High level of product quality (n1 = 160)  Low level of product quality (n2 = 40) 

Standardization 
Factor 

t Significance  
Standardization 

Factor 
t Significance 

Consumer  
Purchase  
Intention 

Charity Responsibility 0.434  8.250  0.000  0.304  1.932  0.062  

Legal Liability 0.279  5.205  0.000  0.148  0.943  0.352  

Environmental Responsibility 0.454  8.575  0.000  0.336  2.138  0.040  

Consumer Responsibility 0.322  6.035  0.000  0.738  5.788  0.000  

Economic Responsibility 0.300  5.646  0.000  0.348  2.737  0.010  

 
perception is high, the order of influence degree is: environmental responsibili-
ty > charity responsibility > consumer responsibility > economic responsibility > 
legal responsibility. When the product quality perception is low, the order of the 
degree of influence is: consumer responsibility > economic responsibility > en-
vironmental responsibility > charity responsibility > legal responsibility. 

Secondly, it can be seen that when consumers perceive product quality at a 
high level, the two dimensions of the enterprise’s economic and consumer re-
sponsibility have less influence on the purchase intention than when the product 
quality is low, which means that the increase in product quality perception wea-
kens the purchase intention In response to the economic and consumer respon-
sibilities of the enterprise, assume that H4a and H4c are not valid; it can also be 
seen that when consumers perceive product quality at a high level, the environ-
mental, charity, and legal responsibilities of the enterprise have a greater impact 
on purchase intention than low-level products In terms of quality, that is to say, 
the improvement of product quality will increase the willingness to purchase to 
respond to corporate environment, charity and legal responsibilities. Suppose 
H4b, H4d, and H4e are established. 

6. Conclusions and Inspirations 

This article divides CSR into five dimensions, analyzes their influence on con-
sumers’ purchase intention, and further explores the moderating role of product 
quality perception in the five groups of relationships. The main research conclu-
sions are as follows: 

First, the five dimensions all have a direct and positive impact on consumers’ 
purchase intentions, and indirectly affect purchase intentions through consum-
ers’ perceptions of corporate social responsibility. 

According to Table 6, CSR in the five dimensions of charity, law, environ-
ment, consumers and economy can directly have a positive impact on consum-
ers’ purchasing intentions and has a significant relationship. Actively undertak-
ing CSR will increase consumers’ purchasing intentions. Companies should es-
tablish correct CSR awareness concept, and actively take social responsibility. 
Table 6 also shows that consumer perceptions of corporate social responsibility 
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can have a positive impact on consumers’ purchase intentions. The social re-
sponsibility activities implemented by companies will influence consumers’ per-
ceptions in the market to get rewards in terms of attracting new customers and 
maintaining old customers. People are more inclined to buy products from 
companies that actively undertake CSR. 

In addition, the consumer responsibility dimension (0.413) has the greatest 
influence on purchase intention, while the influence of charity (0.404), environ-
ment (0.360), law (0.331) and economic (0.288) dimensions on purchase inten-
tion gradually decreases. Enterprises should make rational use of limited re-
sources, guarantee product quality and consumer rights, first meet consumer 
needs, focus on consumer responsibilities, and then consider the performance of 
charity, environmental, legal, and economic responsibilities in turn. 

Second, product quality perception has a positive moderating effect on the re-
lationship between charity, legal and environmental responsibilities and con-
sumers’ purchase intentions, but it has a negative moderating effect on the rela-
tionship between economic and consumer responsibilities and consumers’ pur-
chase intentions. 

For companies that produce low-end products, they must first actively assume 
their responsibilities to consumers, increase consumers’ willingness to buy, and 
then pay attention to the performance of economic and environmental respon-
sibilities in turn. For companies that produce higher-quality products, the mar-
ginal cost of improving quality will be greater than the marginal benefits. At this 
time, it should focus on fulfilling environmental and charitable responsibilities, 
improving the company’s social image, and then taking into account consumer 
and economic responsibilities. Promote market recognition of corporate prod-
ucts and brands. 

7. Research Limitations and Prospects 

This article analyzes the impact of different dimensions of CSR on consumers’ 
purchase intentions, and innovatively further explores the moderating effect of 
product quality perception on the above-mentioned relationship, providing a 
theoretical basis for enterprises to better practice social responsibility. 

But there are still some limitations. First, the research object is a dairy com-
pany, which will affect the generality of the results to a certain extent. Secondly, 
in the process of consumers’ purchasing intention being affected by CSR, the 
mediating and regulating effects of other factors need to be considered. In future 
research, different industries can be considered to comprehensively explore the 
impact of CSR and consumers’ purchasing intentions, and provide more specific 
and feasible guidance and suggestions for Chinese companies to fulfill their so-
cial responsibilities. 
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