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Abstract

This study explores the impact of Corporate Social Responsibility (CSR) on firm
performance by setting customer satisfaction as a mediator, and examines the moderating
effect of vertical inter-organizational commitment and the moderated mediation effect
of competitor identification. This study collects 210 dyad-matched questionnaires
from purchasing supervisors of a Chinese multinational retailer and its suppliers in
two separate stages. The empirical results are as follows: (1) Suppliers engage more in
Corporate Social Responsibilities (CSR) can have better retailers’ customer satisfaction;
(2) Retailers’ customer satisfaction mediates the positive relationship between suppliers’
CSR engagement and firm performance; (3) Suppliers’ vertical inter-organizational
commitments can strengthen the positive relationship between suppliers’ CSR and
retailers’ customer satisfaction; (4) Competitor identification can strengthen the mediating
relationship between suppliers” CSR and retailers’ customer satisfaction, furthermore
enhance suppliers’ firm performance. Finally, we discuss the above-mentioned empirical
findings, and shed light on theoretical and practical implications.
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FEZEERHE 2R B SR TR &0 E o R A
HEEEMMtEEEEE S - ZEMER T EFM R ERESGHE - 8 -
Bl 5ot - B EEE G w H R SERILE s (it fEpg T [F] 35 S E H %% (Kannan and Tan,
2006) » KIHAGFAZ ERERBIFETSHEE - FEE 2K 5 & BBUN E SRS A E 20t
& & T (Corporate Social Responsibility; CSR) FEFBE S JH27 - (LER L E 2EE
ﬁj#— : CSR » £REUVEFFHY CSR RIZ{THY - HREEEFEBIFE =2 LiEgE - DL
st H B By it (7 8BS (Zhang, Wang, and Zhou, 2020) © f.Z > SR &R =
PR & 2t & E T (Corporate Social Irresponsibility; CSI) FUHLFER &1 -
Hﬁﬁﬁﬁ%a_ﬁﬁﬁuufﬁ ERIHEETH - FEEmEESEREE - B
EA(E(H - BlalE R AT R BRI A ER =L - Wik =8& % 2288
BENEOTEHEEE (X400 2008) - ERBESH A CSRETHEZEN
R AR - SHEMRRG M S ERNEE 2R - R EF 2 Mng / it
JE RS2 RF CSR Al A (SR H & E R (Perez and del Bosque, 2015) °

CSR BEffFIREIZ AUt & At - (E¥FOETE « it & B BRI i U < A B A
HJENZ: (Pivato, Misani, and Tencati, 2008) * 1§ {%E%Uﬁfﬁ{%kz 25K R HA AR
& AFNE - EMmMEEEE T W& %% (Ramchander, Schwebach, and Staking, 2012) ° 3&1+:
FHRBAMFFE 2 E TS CSR BB 28 - BT A% CSR » & B A BT HIFERL
%?5% (Saeidi, Sofian, Saeidi, Saeidi, and Saaeidi, 2015) ° 2A[f > E{ERFIEINEE - WL

Zin CSR FH KA MY A - FIRE S B A S £ & Y22 (Hillman and
Keim, 2001) » HA]EEE & 4 HERIRFITAS 5 (Aupperle, Carroll, and Hatfield, 1985) - A<
TRl Bl AN —E RS SR - FTRE R oA ZE R0E T RS 2 H 2 BATR A - BEA
Z e (Pivato et al., 2008) [ EE ZEH /M 8 8 - HA S ERGEER oA EE S TEALIE
PR E ARSI R IR AR A FEIRR ﬁf%iﬁiﬁi%& iiiH 2 ¢ #1 CSR
MR e E T2 IRERIT R I T B HEE ST ENZEE N
[ 2 P S (A FE e Y B B R BRI e T PR RS EWEQEW\{ JERGH) CSR 5 H)
(Thornton, Autry, Gligor, and Brik, 2013) » CSR Y= %2 H 122 B F| 5 BA R AT R HH
R R - fLEREEZEE CSR » A AR (R N IR I E 'Rt & A EE -
DIFFERImBR AT R - A HEERER - &SRB ENEFRE - F
(REEHRIEE AR - M IS ERESIET Bl BEMETII RS
JE iRy CSR ERRRGAE XL IR FR o M B B I TRk T » AFSEEA PR (g ge e - T8
P R 7 T T AR A FE R BT CSR Bl R JE R AR S i i 2 R A L o 3 R0k

B SCERZEEET B2C 5 CSR FUTEE A7 LR A (Bai and Chang, 2015; Kim, Song,
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Lee, and Lee, 2017) » JCHZ M 25 CSR H #&0nER & W B & 2 5222 (Pérez and del
Bosque, 2015) ; AfF5e— ST HIFFEJCHIIFE.Z 5% (Homburg, Stierl, and Bornemann,
2013; Jean, Wang, Zhao, and Sinkovics, 2016) » 55 E AL B2B 2155 » i (it
FiZas CSR B M AEHZ B IE ST B B wa B EH R ERE S 12
9’—[— o

HR - {LfERGET CSR o Z 2 M2 #RIt% A (Andersen and Skjoett-Larsen,
2009) » BRI RIS E R DUBGR © B SRR M IE R aa s ' Aok
BTN CSR U A B R ANLABRET » MDA Freeman (1984) 2 Ay 12264
REF =R AN S - 2288 B2B (B 3 H BRSPS F - HHELFERTEE CSR
BB i = A AR AR B -

AR L HIRNEERME - B EEEEMAENRRERA - AR EEH S
BNEEMSEE - HEr R TR EREEEE - S EESEB L2
FEF R AT R B E H 2 (Connelly, Ketchen, and Slater, 2011) » J:H F
TR R E RS S ER Y - BEATRE N B & 7 4GH & & 1E Y 22 B AH A% T i
% BRI UK SR E A IR BB HERRAYERE (Dyer and Chu, 2003) - (Kt @ &
7 A AR GE A I =5 CSR F B M R A B S IEREEELERNE
% WAE R A E R ARGEE R S =&AL =ZES1EE(E (Chung, Jin, and
Sternquist, 2007) » & ME ] IR S ERB I R 2 nTaE 1% » JRaE A M Y
T EEHETE AR BLERHEE - RS R RENRE (arillo, 1988) < HIT
AR 2 A A TG A R IR E (LB BERA (R R BE A+ - (R - AWsef T ®=E
FHA K EE o T Fy B2B 165 CSR BARAR in & B B (R IR AR AT B 8 - BRETH AR (fE
[ 5 CSR BAZE R R e S BRI < FAET A T -

HAN » REN BRI EA R BB Rs A T - FE5 IR ERRESTE
BERRTRAEING - Frpd (HEIERS) INTRREZIE R IME B BRI AL - DURER
{BEAEAHI(7 (Sun and Price, 2016) » KILRERG (HLIERG ) BEA PRE M ERE /K SE G H
BB AT E - RS — KBS - THEBE R AMEER - Hif L %
TR E 2R E 2 - TR LI S e p A Do 2 7 BT Rt i A
L35+ (Walker and Weber, 1987) » (HZE 33 S+ S ANBITT o 7RG (050 & Pk
AR MR - RS ERIT R ae s & OB R ((HEIERT ) BuTisG st B S8

1 STAl CSR WHSEHYTHEN SR B 26 o3 F USRI ~ 28 5% TH B RH R = AJH - BUREMSFET S 85
ANFH /B SRS B {1 H] (Liu, Wu, Ko, Chen, and Chen, 2020; Homburg et al.,
2013) ; FESEAIAYERET SRS - BT S BN e e M ~ W5 5088 Bl EE L EE 22 (Homburg et al.,
2013) ; BEMARE Z SMETEE - FlAR %A% E (Homburg et al., 2013) °
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o FEMsZ B HARZERER (Chen, 1996) « [N » BiFHEHER A DEE mRrE (HEER)
I35 TR BB 15K (Zajac and Bazerman, 1991) » {1 e & B BREL AR AT
F o HREHFERY CSR 17 Ry Bl [a] fE K i 3+ 5 BE - DU E Hi A %0y CSR 3Rl
DA 5 [ VEAERRZS - SRR e BEE B IR oK » (kne (HEIERT ) R ZAERL
1825 (Yu and Cannella, 2007) - At - AW E—SEHET T &% 0 fFSERERE
B T T B o g A AR B AR S R, -

i A - A ZE S DUF s B R B GR - Reiil L JERG B 1T CSR B & & ie =
TEGHBE SR - EMEEAMLERG YRR - AiEE 2 - A9t = [ EsEr
REEy 1 (1) A B2B [55E MR ERG =3 CSR - EIa T = & 6 P E A i = it e
PARER L 5o 5 (2) PRETRRG (fbFERT ) ZEAHM M AFEE CSR BB W2 Y

BISUR 5 (3) it Fr& sk et CSR e i i P B (Pl e s Bl 4 < A B 2 A
R

8l » XRAEREVER RERIEE

HIzkBA (R A B RRAVE T « MIRe B E I HARaz i B R sl A -
WEEE - BT e B BUT > ik RIEE A (Freeman, 1984) - 1
KIEZRATENEBRA - DUEREEN B A MR E A (GRFTL - BRAER
BAMRIIZE » 2020) o FIERATR A SO Fs 2 H B fR N B R AR B+ EEEH]
AR A EEE - e - wiFE - R (ZTEREN)  BTERRETE
REF BB N SEOT ~ it HrEfaeint & AR %E (E5RH > 2016) -

— ~ CSR ~ i % i S BEL (I HE R R

TEHEMERIR CSR B IRAVIE DL N Re s i H B E 2 L RIS - 1
gt ER =& CSR g BT ErglH 213 E Al s LSS (Fer-

guson, Brown, and Boyd, 2020) » KAt K EAEKEEZTERNETEREHEESE
CSR - K BT REZ  y aAh BE R RN R B ~ AR B it - DURTH {22 E(E (Han
and Lee, 2021) °

fEftEsEh - BEE W E AR TR AR P e (i ra £ (L L B R s Y B RS i
EJH# 5 (Homburg and Rudolph, 2001) - ifii CSR RS2 Rgrare k12 it & sl i B 1%
NIRREZTEE) - @& @%HE AR EBRTWMEE - KBBEER TR OEHERE -
NG RA L MRREHY CSRVEE) - KItEMrpste ft &nt & B L2 & B IR - sE B
HHAE - & R BRE IR AMEE - o H S e 3E A4 1R B R A - L%
F AR ELFEIE] - EMHE e i & & (Daub and Ergenzinger, 2005) [} -
W2z CSR A HEM ~ I ElsEr &R - B RERE A EHNESHEEY -
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EEHF BMEERHET - m(LBEE AT IERRE] - S E SRR R E
f& (Pérez and del Bosque, 2015) °

HRErEES] CSR B » KirEl R A =B A Z T K AR AGIFFEEE
MEAE R R SERY SRR - e o PR & T R B R IR I R RE - B RERE B RN
TSR PR N (Hur, Kim, and Woo, 2014) 5 ;2 + CSI AR REREGHE 5
FERFEBMARIEET Ry o CSI 2 B te ~ ik & B A e Bl R A\ BORE 2 - B &
BURF ~ ik S KRB S TERS R H 2 AR Wiy DU ~ 88 T e (it fEsE-H BT E Ry
#Ei (Sweetin, Knowles, Summey, and McQueen, 2013) ; ‘& Wi s 2 F 2B R AR EE
£ BEREFSREARANREE -

i LRIl - BERERGETT CSR - BETM & A BALR N ZFFK » KA B FESH
FRARAZ RS - M RmE RS - PoReiR i EEE —
B — © (LIERGET CSR BT ESBE MEEE B2 -

TERIRMEIEFHIBE ST - ZERGEEESFEIER - FA ErEmavrEE K
WUAEIH B HURSAD - T BRI R PR - B iS5 CSR » il F s E Tt
MEEE WSS B — M ISEE » iR S pe AN & ENEIE - 18
{LBLFERGAERL (Rubera and Kirca, 2017) = DT85 38 [l Y B RS Ry T BT 58 A 4
ZEAL - BR T GREEENER - (B RIVELETTHNE - BB IS
EEH - DRI R B9 7 R i & 8 240 T )& A5 75 5K (Sternquist and Chen, 2006) -
fiLfERG =8 CSR 2 —fEZ= B LIRS - Bl CSR MYShIT Rt ps B 8 E1TH) - WIRE
A N T T L TR B VR B - R 2 B R TR SR8 R i R A
H2% 5248 (Campbell, 2007) » DIREZ S H AREREE - &8 Z EraalhE HET
ZEEYNER > KA S A A S (Chung, Huang, Jin, and Sternquist, 2011) » FHFA{E:
JERGREE T TR AR S E pa B s i E H A LR IR A - BT ERIBEE R
I ERER R H E RS E R AU ERE - DU INFF R = - [ Ry e B
IR (Ping, 2003) - ALt ER{E R Z Eraala s S EER - hE O RHE
Y/ AR o

fE Pl - ftESE A B EEHERSNVERNEE - W RIRENS
TERAGR » MREfEEEERCA - MR M - AR RER —

B - TEMESRmE RS EERENE ERE -

i 1E CSR HLFE S AR B Z B st 1T 35S - HAE R A £ (Saeidi et al.,
2015) ~ & [a) (Hillman and Keim, 2001) EfEEH{% (Aupperle et al., 1985) ; A5
SEHTFS RN —H R A > n]E R ZNSTE B2B (18 EEIYBE — BEEWmEE - DL
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FEERBR BB MERER AN 8 - (B EEFEH EEREE A -
E I HE E E CSR IR » WA R L ERg S ERIRE & T 2 IR EET M 2 AR E
HERIMEEEHEEM B - R ERGHR R ik & BRI = —f
FJ CSR il A R 215 K AH( 8 H (Thornton et al., 2013) - IRIEF 22 5A (% A FH 3 -
CSR W ZE H T2 A i B fR N L RIHRY A RS - RS EEZ T - BE
FHEERARASIERER - DUISINA 2583 (Homburg et al., 2013) - & i 5 &
BRI ETERR R n RS e - (LER E = CSR » ml i Ry [ Al s BE AR A\ 28 At
AT RIVER bR T e R AT K - thEERE T F1=3E CSRIEH)
Pt S B A (] (B B LB E — 2 > DU IE My B T E IV E R P 2 78 [F (Homburg
etal., 2013) °

PEAN - fiRJE RS vT DLZE s g 2 g T SR M Bl B - SR 2 B A N B i A (o e 1l
DiHcE R Es A2 i G X E - #E LR ERE RERGH &R A - B IR S ZEra
HEIFEEE R Z N » HEM S-S AIRY{E(E (Ellinger, Lomnicka, and Hare, 2011) - &
L FERGRF R EL N FVABEAN A CSR » NMERF & E L B EEEME » pEfE (LA
HEfR R~ B (SRS EAEERIRTS - DAECR O B2 E RIS R S 2
BRI A R JJEHHASE (Andersen and Skjoett-Larsen, 2009) » 3 7 e (Bl g8 & 2 7 = 1A
RENETERLR s |RRFERE  BERGEEm A FBEZE - AL R
Mersa (HLiERE ) & ZEphE EE AT - WHEHIFBZERR - EZEEIET CSR
IR ERG T BB A TERITR - DU ISRV ERE ST » (KR b B (B L EE 7 AN
AR - R EERA AEEREL LR - IR REE - EmERTE
BAEHIGTERGR - NS FATEE - R R ZEESIETT (Kooli, Mansour, and
Cornwell, 2016) - (A - AT EFBEZREEMHERER » BB EGFRRE
ARGy HEVERF R o 7 LRl - EERGHEE) CSR REm S B TRk » B 8T
RENGTERIR » SR EA e ABIER - BRI ECAIFZE S =i {EER
B =« HLIERGRNT CSR &% 5 Z 6 R A & i = T H L e i 2 AR IR 22 -

= I H AR ARG

TERGEE MR (fHER) R R SEREERELS
TERSE - BV Z Al —E M rTREZR B 2 (E (LIRS - RIL S ErgiHE (s (L fEr =
WRFARIRE ST (Elg, 2003) o fH e i o ¥ AH Ak TR XOR B B AU FHE SR - 3B A
A RS GRS (S T A SERERR L AL RR I IBAEE (Cheng, Lee, and Chen, 2014)
EETEVIIAZ S E R A EREIIRE )] - IR E M E 2 Sl R (E 2%
R AEERZ % - RIIWBESFE HERIATZWES - BN A EEEET
EE R - BN T AR AT & AT (Gulati, 1995) - {5 {1 fESH E B 8 5122 5Bl
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REFRKGERT  BRELENEARS @ Rk AEEESEEL D5
FHRARC A (Dyer and Singh, 1998) - f§% » {LfERGEIZ E S 2 HE AL ER S
THEIRICR I I RIREGR - BB ER TR TEE - EENHEE R
BRI R (i e B 2 e A R i i G F BB S IR (Robson, Katsikeas, and
Bello, 2008) » [KIfL ] iR (fLiERG ) T feE EAHMRM AGE < EEE -

HRE—HEMTE @ EXEEM RN MEE (ZEm) kEMEER - A
R = BB AGE S - A FME AR &N - B EEAZES S5
tiErG e REErGiRfitE PO E « FEYbE LB S EE L S rIRE - thE DL
SRR R R T B ER A B ER  B Y et E L M BEHEA ELERER
EAEEZ (Chavez, Yu, Feng, and Wiengarten, 2016) » #& [t 56 LB RE Z I RETR (SO 2
BAEEAS R EEERS - RN ERIRASERA & ~ R RN T R E
e R Ho e B B PR (R E A - R G E MR EEE R RE N EE
in o R BEEBER BB RE 12 - BEEE i E G KiRAYY = (Nawrocka, 2008)
T R B R S T S ERRAY (S EEL &GS -

HR - SREEBEIRRE - NMERAZH W8~ BB 5 P # B R T
HHIAFE (Morris and Carter, 2005) » H1 & {2 (it REX SHEH AR 1% » Al & A 1%
{EF% (Hunt and Jones, 1998) » 3/ FHATEE R RKGERITR - @ %E | =R AR
JEIEEHE RS S E e g b i) R M sE e S/ SR - (B~ B3
85 2 F:FIM % (Stading and Altay, 2007) 3 fHELZ § - DNERH(EREIE AR - 7]
REFHRAZ 7t » KRinEBEE R EEEE (XEHNEE) AHBAER - JFRE
B AL YN SR AR - RIS AR AT A BB (R B ARG TR S S 5 B B 2
I RGOS -

% B ER R R EYRE - ZHE I E M ERG A RITRRE R - SRR
RARBARA T K - BB H At fERG s Z &G - A8 E L ERa A A B B
B R HVE B Ry ERG S E B R AT E 2 E B (Chung et al., 2007) -

o BTt - 2 B AR AR ARG R s Y L FERG REIE S IR L YRS » HINEAS B iEiE
PR BT RO E R ARG N B ERG =SS CSR » B T E GRS (B (Lt &gy
TEEA BB - SBOIRIRE LG IR R A IMRE M ER
EFH R S ER A LR G F &GS - e 1F HFE & #HZ 8 CSR TTHE) 3 [ i 8
EIFEXN S5 7T (Cheng et al., 2014) » DAy @ BRE 225K R CUE LU A HERE W= & - AL
T B AR R S I L FERS - 07T CSR B A i B ZERGREE TR - AWF5E
EI R R Y
Bl - 2 A A R ARGE g s LA FERG T CSR BB M E S 2 IEF# 2 -
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= BREYER

HRE—MEEmME - HAFRENA R =R RN (HLFER - BEE s
) o Mk L ERE R EE EER S EEET o K EE RN R T
(Chen, 1996) » {EMT353E FHRE & 52 2 JNITER 55 AN 2 MR B S s L B2 28E - T
5 o e R T P i AP B e 1 B ' 7 B 2% (Daft, Sormunen, and Parks, 1988) » [A] i
FESW I RHER - BEERITERTEEIRRH R T & - T ER Bl &
T8 BIEHEES WSS S (Peteraf and Bergen, 2003) - 553 T il % HIHE
EHSRIE BB REHIE S H R E A AR o IEEFRYE T 7= JRAIRI DAfEE
SES S H B HIER R 7 5 DUE RGO E B 2 R R I3 55 (825 (Peteraf and Bergen,
2003) -

R E YRR S Rn Lt IERE - BRI ER I IR R ST o AT LAE
A B R T FE IR R N AGRE - ISR AR TS [ E T A

HIARFE R - BT AR B ABYE K - FRE R S R AR &R - sE
SR BT SENS - DRI R fh S iR 5 5 [ R B R A » B SR ERE Z =R
e AR SR B (R AERA B A (Clougherty and Zhang, 2009) » i & Fl B FR AN Z 75K
HEM IR FIRE R EL 5 (37 (Zajac and Bazerman, 1991) -

E-FFZ 0 kR TEREEBAEEEI g EEFETE) - £
B B FE IR A BT R PR R S RERERE (Duysters,
Lavie, Sabidussi, and Stettner, 2020) » & 5% 35 [a] F i 7 o 725 U B2 B o BT e 435 1Y
TRIEPEITE) - WERRE EA R AEE ELEERIRTEIEEZ - AR
L [ o PR Y SRS 1T BN (Guo and Wang, 2015) » FHIAER O HE i BHEs e A 5 £ -
Joge e S N R SRR R R S T PR s IR B hRE T R RO
A RF e 8 FH 21 A P R I ZE i B AR 55+ (Peteraf and Bergen, 2003) » 28 & H 5E (AL
ARELERERAITE) DU EASBR AT K I W EE - (2 ER A
RS, -

FER I » 35 5 PEa e i 5a IR s » & e A2 i3 5 & (Zajac and Bazerman,
1991) » fEEFRA L WG T - iR aE ) AR BRI TE) - INEEEE
BB M IR ELAE FETRAR - B B A H 5 BB S A o SRS+ L B
RS B i LA T8 S S e 4 (Shetty, 1993) s S HRAE TS ik 2w F &5
P Y e CE R o AT SR R R o KRB SR - DI A R E A Al
7% (Zajac and Bazerman, 1991) -

r BRI - 5SS YRR AE SRR P RE E IR BT B RE ) PRI R 2 A AL
k5 2K T R R I R oK+ E T BERR P AR T - IR A 7226 T flEiRER.
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[RER T ¢ BT A e R LR W B R s L IE R R -

DA By B A MRS - A B R B i 2R - e S SRR AH R
RGBT 2 L B A FE TR - DUBEERAR F5oKk - 1B 1 AR o [EREE
Tk BAEFWEE  EHAEERRIFIERIFHA - HEMEA MREEN (Day
and Wensley, 1988) < Fy | #i 3¢& S AT B AR 7o oK » & i F E P i e i
SIS EM - B E PR ETTH) - 5 L E BTRY T 547 (Akyol and Akehurst,
2003) - FHAB FE PRI RIS T ] RE S BRI M 2 E R TR BEHEFE
HEER AT A E [ FESRRG - DUSE (B B A/ IR SRS BEE - B BIEREETT (Ya,
Wang, and Brouthers, 2016) ° #7 & fah = HUERAR 7L - & 5 3+ & BRI CSR T8RS - it
e B I TEIMERI RV AR - Wk IR RE B LR A FIHIR - TS TRAT
CSR Y FE B B 2 DR R 25 B 42 A B CSR (2 B » $3 F1) FH ANER A3k (e 1 22 7
R (.2 J73% (Xia and Liu, 2018) » A% 38 AL EAITEIHTHY CSR TREE » DU
JERARE TR - T PR SO B P A 3 (Zajac and Bazerman, 1991) o FAE—
o HE SR T PR BE (R EET CSR » FRE IR EER R - FETHMma i s - TEH
S5l Fh o B AR 5 P AE U ne e L FE RS & L T Ak eE 195 R A -
IRBI - 5 g e B SR 3 S e AE O o HLAE AR B AT A CSR {TEp
BF - RES AT HAIE A\ F]FERRENAY CSR [AFESRRS - SR SBEFIHET g =T
MEBEEWEE - EMEE M EREERN - Fit - P EPE I LER REEE
CSR Bt pg a5z IR HR o B — AT =N /1Y (Edwards and Lambert, 2007)
JREN CSR B W S S ERG I B B e B YRR BRI R+
AIREENNEEE  #7 DAl - AU RS -

BER/S © B E PR LB R L FERG BT CSR Bl (it JE RS AE S fH g
IR o JRAFEE AR T B W - B EHEEREE IS - CSR IZEEEE
T T P S L I P s e B B o -

U

2 MRLA

— o BRACEL BB

AN S bt e ] 3 G2 R E R R B B g 2 R 8 R B R - E R A
BB PEMHSHARREA - HEERLERSERFAIESE » 2020 F{512%E
TBRE - Mz B B B RRES  HoR > REBRERPERZERZHE
B o IR — BB RS - HAER BRI 8,000 £ 9,000 % - {ftfER L I/HE =
FIFERH L ZER > DT A ERENSIERGR  ZFKESERITERE - B
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AR ARSI RS T A — E R AT E i B 2 T RabE B
PERTE I - SRR (2019 £ 6 HZE 11 ) st¥AR .2 (1T 2 Hi i [m]

0 - BEIEE CSR ~ (R sl - EEMMAE A SR AT, 52
REEz (2019 £ 12 HZE 2020 £ 1 B ) AllghAf Bt fEpgRo s ropris 18 1T 38 k(o]
o BEBEREEIHE  PRWECATIE 70U Rt e 3L [R5 28 % (Common

Method Variance; CMV) (Podsakoff, MacKenzie, Lee, and Podsakoff, 2003) » L[]l T
210 (Rt FE s B PRI RS 2 BU 6 - ILERIEIE P EGRE - FFa AR seiRAs
ZOK - BOE G TE R AR E R - LA - AR IBEE B ERIRMRRE (210 22) B
ol ERYRERE (64 22) [ 72 SR hen Al (o] FE RS (Non-response Bias) * & 5#E
Jitw b L AR AR I B L 2E - TSR~ IR RS DL MR P R - PTG R
PR A=A (A TEHE p>0.05) (Armstrong and Overton, 1977) -

T SR SRR

CSR : TEF R IF%EHE CSR BlEhN A SRS ERISEERL L ER T o B EERT
GV F Bt N Z F] %% (Pfajfar, Shoham, Matecka, and Zalaznik, 2022) - At 575
BTN 3 ERE-EE - 3R (1) 22 EhREGTEEN © (2) 45 g B H A F R A~
F 5 DU (3) AchE e H EH ARG /A F42 %) (Tashman, Marano, and Kostova, 2019) o iy
BEHARERRHRNEESR 5l 1 445 TIFENEE, 21759 "IEFRARE, » 78
BEmR LA FERE R  ROZIRR -

L ERGHERN « AFFE22Z AL HIFE (Morgan, Vorhies, and Mason, 2009) » L 3 {i
HEmEREREN - 208 (1) $HE%HE Q) BEERE (3) BEHEY - &
Fh EREERE E RNEEIFE A SHEEE - HUIFEIETGE - FIEEE AT
o A e RGET SR EREE SISk T EESGERE - R EEEN S
Bl BIRETCE S © AT AR BB e E T 0T - DAZEsas 7 B5R
EEFETEHRE > 20l 14 "IFEARFEE, 8274 TIFEFEE,  sBEEER
HEE R EREERGS § 2R -

BAERGE R AR A e g A S i S AH RSB (Homburg and Rudolph,
2001) » ZESLHIFE (Geyskens and Steenkamp, 2000; Cannon and Perreault, 1999) [
i - FRE RS 4 (63 - BES R (1) For]BLEZ H g < M) A8k 22
FHAZE ; (2) A ZEIERBENESFRRRENE 5 3) WRKEFE—X » K

2 ReRMEEMH AR - RGBT e E - eSS EE SR - SE BRI
HLIE 75 15 Wi 2 Y EE SR & [ T /- A & i 2 BLIERY - P RS AR B L FE P TRl 1% - 53
M EAGERREAWIERETT RGN - A MG 2 RS =] DUBC OIS »
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RN EE IR AL FE RS T I F A 55 & P L FERY EE AL AR - DAR (4) EIHBTR L » B
B E BRI S ER B (WX EEHRET) - MEHE T RERR
CEHREEL ol 15 TEREREE, 275 TRERE ) @ SEBEERTHE
RETEA R SRR 0 IR -

H#E E ARG © BAGRARGE TR A2 S5 B LR BB B AR [ - DAE R M
{LE R 1% (Shahzad, Ali, Takala, Helo, and Zaefarian, 2018) ° SE{ERF5T 26 B A B G iy
FELER Y GARI{R (Shahzad et al., 2018) B ELFELREAE AU RA R (Chae, Choi,
and Hur, 2017) - 2X[f] B2B ftfErs ] DUE i &I & F S S E i R I DG B A iR
TERG e DUBRORGETE Ry [El i - DAsdA b Bl g P o fy H R A e SR B 7 Rl £
TE o AT HE I FE i (L FE R R PR A 3E BR 1T R (Verghese, Koufteros, and Peters, 2020) ;
B2B It [ ¥ T i RGO B AT ARG B AR 0 R FE R B L i FE R AR
B~ B ERARERR - iefF R itEr B F S EEN T A - FIE M EtiE
PARERIE R 2 (EE - BIANR RIS B A B 177 B 22 A BRI 3% (Agrawal, 2014) » [RIHEA
ft ety m e (i FE S P A (it FE R B S E R R e LR L FE R 2 AKGERA TR - I HEE
I EMMEAGE - DIBET AR ST B2B 2155 - KW5e2E0airuiise (Yi, He,
Ndofor, and Wei, 2015) » DA (1) BEAZEAGRE TR (0L~ BHEHBEZERR) Q)
EdfitfEpg i LRI ERILR - DA 3) BN AR » 3 (MEEAER T EREM
TGS - FIEHE A AREWRHREREER - 20 1575 TIFENEE S 21745 TIE
WHEE ) » 2EEFRREENRIERERS » IR -

W« AT B EEIISE (Chen, 1996; Yu et al., 2016) » DAZEEE - Ehf%
e RE T Ry sk B BREN R 1 2 BR3¢t 3 MEE MDA & - EHES PR (1) 32

R FEIRE AR S REEN ; Q) B EBIEE T EEERE - LUk (3)
BE LIRS TFE - M ARFEuftdREER > 25ld 175 "Ik

WAFRE, 879 TFEFRE ) @ oBERIZEENREREERS K2R -

Rt R AT A e i A S B IR (RIS EE A fRAR - 2R AL » A5 E—
et T AHRE B o

B RE#ECHER T EELER M AE AN - B i eEEAMM - B
e EEE A - B RS A BEEE RS - R R R IR T
FEMIEREMNSE (Grand View Research, 2020) 2 #3458 —3 » #URMIZEHE & 5200
To¥EHAE - FRAER 1 R0 -

MHHE 8 FENS IR 2 LHEERTYE > G2l B85 mET B
SALESRE o SEIM R NG 5E (Hornell, Vahlne, and Wiedersheim-Paul, 1973) » A<
W TR R R B T R m A s 1 EAtR 0 -

etEfSteg © 25 JeHiii9E (Padmanabhan and Cho, 1996) » i 55545 R LL BTG
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95% i Ry S AmAS Ry 1+ FHAHE 0 -

WREFHE © Z2FeHISE - AR LLA R ERR & T B E RSB 80 g
152 %28 (Bai and Chang, 2015) °

WRE TEERE © AR B PE S B TG - B FR A R TEIRYERE - &
TR DB - AT ED R R 2 B TR SR /T 81 (Yang and Meyer, 2015) » [AIELAHH
FelA 3 N REIE AR M S LA 73R (1) RFHE TS LAY RS 5 (2) HEHHT AR5
& DUk (3) AT TSGR EE B RBBU D ERIFREER (1
FIEREAFER 7 pIEEEE) - o ERERRMRETEIEE R © SZIRR -

— > HERE

F 1 ByRUE4at DL S B B RIRAR RRAA B - $Ef B 8 ROl 4ist - e omdElh
46% » HAMEy 54% 5 FEN R TS E H AL 90% - HAt fy 10% 5 HEAL 84% » H
By 16% 5 BErE AR log 2 “SEH9%0E 3.05 5 IR T TEh R & 98Uk 5.04 - AHF5E
et RS B REIE VE) VIR WikekeZ B S 8ay R M2 SR
AVE SFJ5HR - SR SR G BRI & A H & 34 S (Dhanaraj, Lyles, Steensma,
and Tihanyi, 2004) » [E4h » Byl ORI ZEEE A 02 B 25 B LG M T REFE AR AV IR
B ZE T S B AR N T (Variance Inflation Factor; VIF) fgiE - HI3R 2 fa] 55
VIF {E&AE 10 DUN - SUAIHZE 1A i fie e 4 1 s ZEARRSERE ) 7[R (Chatterjee, Hadi,
and Price, 2000) ° AWH527R 5 B ERzE MR 2 5387 (Confirmatory Factor Analysis; CFA)
I ERTE M (GERMTER) - 45523 Cronbach’s a HE AR 0.8 » siBHS B E
BAFIIANE—201E (George and Mallery, 2003) ; fRIZUL S E SEEHFE 2 (Fornell and
Larcker, 1981) » AIHFTEESEH 2 NZ ARG AT 0.7 ~ AVE &AL 0.5 IS
% (CR) & KI» 0.6 » 45 R EFFAIEeE » BURAHZE S EIEA —Eaaeis
TN RS CFI ~ TFI 81 GFI FERBEFEIZ B AR 0.9 (MacCallum and Hong, 1997) » o~
RN BAFRCHEE -

% 2 R ARRTE % A @ i /)N /i (Ordinary Least Square; OLS) F [ [ 3 B7i 45
Mrakhaba /N TERER - PR BB R (KBS - R BT B BARR - F 8 (FE
Ay -

TERRRY 1 oA 4 i A Fafil 38y » (R8N 2 /1 » CSR B WS E B IR M EEE
2 (f=0.12,p<0.1) » TRl (HEER) $1T CSR HEE MEE G H EnE
R R — S E R R - 7R 3 b - 3 B AR AR R A G4 7 CSR B A 25 T B T
EIEMEETE (B =013, p<0.1) - FrE = EHBLE GG SR - &9k CSR B
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&1 RURMHET RAEREREER
No. FE Mean SD Max Min 1 2 3 4 5
1 CSR 6.66 .67 3.67 7.00 .90 .07 25" 31*** 36"
2 BEmEE 6.09 93 250 7.00 .11 .89 .06 .04 .03
3 HEPHAERT 534 124 1.00 7.00 .28 .05 .89 87 41
4
5

EEMAMRAE 6.06 91 200 7.00 .36 .06 .68*** .90  .43***
o PR 594 91 367 7.00 .36 .06 .39*** 43*** 89
1L BEAEN=210:2.1p<0.1>*p<0.05**p<0.01°** p<0.001;3. AVEFH
REETEHBE LARERT 4. AVEEARPZLZT Ak Pearson tHEEREEE AVE
EHIRAA L B/ Spearman HERARES

BB E 2R - KRR IYIESERE SR - B 7T il DUEE R CSR Bl F
RH AR ARG H A AAE AR - A E DS (LAY 2 B AE A T K e R LB » Hv ik
= O AR=ER S B A AR T K B E A A ARG TR 1B 1 28
T e EE AR AR R G B 2 E A AR AR GE B A A E AR -
{EfEER 5 of - CSR #H{EFERGE 2 IEMEETZ (6=0.17, p <0.01) » R/RERE
(HLFERG ) B{T CSR I » HELERFEME IEMIE: - [EEH 6 - A R it
JERER N R IE MBS 2 (8= 0.13, p < 0.05) » B RTBEFBEEREENRS » (LERE
TS BT - R ERER S E RS Y - 1R92 Baron and Kenny (1986) .2 J7 A Hl
RS A 2 CSR SRR WM EE 2IEMZEEZE (8=10.12, p <0.1) » fEEHL S
H1 o CSR #{ELERGEM E ERIEETE (=0.16, p <0.01) » M 6 BEE TnEEEH
HEREESUN 2 EMEEEEZ (8= 0.11, p <0.1) » (£EAL 7 of >[G0S ES CSR HiEE
B I FE R AR B 0 SRR CSR HHHLERG (5883 (8= 0.16, p <0.01) °
PRl 2 AL S R 6 B 7 AR RORMRRG (HLFERH ) #{T CSR &i&
18 2 P R A T P 1T S (L FE RS AU IE Rl 2 - G HORE s R R Al ERGER
—EEEER - A 8 v TR P R A R B E p AR X T 1 [ B
EE (B=0.12, p <0.05) » FREGFEPEREERE - g on LR RS L E R
B BfR - IR IR EE R -

Ry 1 RT DABE 5 A8 B AR R A o B S R Y A AL E TR » AR TR DR
HEALH BB PR RERER, - ralls » T (B=300 0 BEs S PR R
PR ETETE B 2 2 T SRR SRR YRR A A E R -

% AEFFEARIE Muller, Judd, and Yzerbyt (2005) B =1{E3 BEE TR ET =
YRR - ESG BB TEAEE MR TH R B R THEIRCR - B TR B IEA
A B T 2 A SRR A A IR B B A TR, &k » HR T BIEAEE R
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A8 T B BEE I TR IR -

FHZ 2 2R 5 AT DLE H - CSR B B ERCE IE M BHE KYE (8=0.17, p <
0.01) ; B2 » HEEAl 8 mI DU - BRI = BT 4 8 Wik 2 A8 T TR (L FE P A 4K
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PAIERCE R (5=0.13, p < 0.05) KR ASEELH -

s b

KEEHE L EEGR - E - mSEER - 5 RIEREZEHENE
TR o RHARE EE CSR RN B E SR AV RE I v ARG 5 A1) 3 B 4R A BV TR B (Esrock
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CSR {HH) » LRI &S » DIREBEEFIT K » FHIHEABEE % CSR #YEE
HEE - EMEABEFREE - RMWE SRS HERGET CSR » e fla
RIR A TR - EMEAZERBEFTRmER - h— R A 7245 R —2 (Shin
and Thai, 2015; Jean et al., 2016)

ANl SEIEE R CSR e 2 RS B A R RIGH S B H E 38 e ~ il & Bl
BEWRBIGTE - BETEHBEWE - 2HERIES) - DU B FEZ2 8t & A7 E) (Shin
and Thai, 2015) > 5k & #F B2 5 - it & #i /% 5] 5 2 (Environmental, Social, Gover-
nance; ESG) #E& 8 & B EE BT - ARWFERITZ CSR {HEIHIELE 98
=S - AMREEILTEET 20T - BT E S - KRS TE
DUT R H i e ps H BITE T35 AT HETT CSR ZERAN » AGAFHF 7 B e BB R AL A
RNIHZ R < CSR {HE) » 2 LB {p 322 i AHRA Y A i - A E S - DL
T A R B R P K R TR o IR B - i B B AT BN B A I
% B R E P I BB A IR E ] - RIBL AR 2R CSR AYTE B ELE 1 B A EERT ESG
(iR e E N E -

B e BB THR SR ErE g E A A E - SRS THE EERE
M IR A B - NIRRT  E S E A SR (Chavez et al., 2016) @ A
7.2 % TR B S HITRT 92— 2 (Zhang, Vonderembse, and Lim, 2003) 7] #1{£ B2B K&
Hif - EERmE L EREERMREENTRE - MERENRER T - ZErEEREE
WRENEL ARG - TECRBINE RIAEIE - BN HRET BN RIE (Krause, Handfield, and
Tyler, 2007) » i EErFHIBAE MR A BN L ERG AR 2 17 - thIAlL TR Z &
F B R A e S THE S i R A e -

& BRIt - fEERGE =S CSR » DU @ BIE 75K » IRt mER - BRI
Bl —EyE E H AR - EMAE BRI M X (Homburg et al., 2013) » BHZ i
B E ) CSR Bt FERG AR R 2 RS /s B - [ — S AL (sl 5T 45 2R (Shin
and Thai, 2015; Jean et al., 2016) » JRE[JEE T Homburg et al. (2013) 2 F5E - HEGH#EE
8D ERET B2B (BRI ST -

FEAh - RS S EVIHE BN SRR ESERIHSELERZN » 16
ETLEEERE - AR R H AR KGE (Gulati, 1995) @ ERard A il mHY
=5 HAH AR AGE - (R E B CSR HRMEHF - 2B (R A & BN E L EGE T
Bl toh B B S8 » DR HEFE R RE B AT R AR HU TR oK - BB S S A EE - #E

3 EEREEMEICE A O ESR B - (18 A EDEE (ESG) BRI ARKE M EIEM - R
BEBR 2050 FEEROFZMRPE H AR - & B 0 FE B & T TR R 1 1 SH btk ke I S Bk 4
RSN AN G R E SRR (R e > 2021) -

95



Exploring the Relationship between Suppliers’ CSR and Customer Satisfaction in B2B Context: The
Moderating Effect of Vertical Inter-Organizational Commitment and the Moderated Mediation Effect of
Competitor Identification

BEERTFHBEE S - 5 SEH0E T CSR BEA R R BEA STk (Cheng et al.,
2014) - DUT 22 ELAH A% R R 3 S CSR B M B AR 2 2 28 - BV ELRH AR T K
A ELE AL IERT - BB EAT CSR » RESE AT HIR R B Tk MR HRE A e -

BWME - ARBRERZEEVEL SR - BT RETSEL - A
TEERRZ ~ BLIERS FOmIES e S £ 2R s B AR A MEFT BB AR RAR (Day, 1994) - FR
T RS BN L A e T AR B R - B e (HERERE ) BRI
A B R - B EE R RMAE R - R R EERIIRS - SR LB
FHIEA (Chavez et al., 2016) « M52 » HEERER T EHE T EMHBREARE
KON (B0 - LGS ~ MERAZ B AR ) - BEHL LUR(E FE R B AR H BRI AE
EERMFFIECGERR - ERmrE (dHEr) T ¢ : 2 A SRR AR H
EXERIRGR 24k (Chavez et al., 2016) » 22 L _E if (g p RS B HC 2 [R] ) 7 = i
g DR EIMEER B AL, (RS 7B AR AR S o BB A RIAGFRA
(R - FEEEL e OB AR R (S (L AL ERG ERIAY 1T B B SR (Morris
and Carter, 2005) » & HE (AL FERG T2 BT A B (75 i Bl it S [Ra e - E T B H e+
B -

% MRS EE T EHRFE T - Wi iiS R MR
F G BRGNS TE) (Chen, 1996) - BLIERGHEE B T EHRAETT - HIIREN
it LI B BRI O / RS IR E - DI B9 5 X A 07 5K - DU H =
FHYREZEE (Guo and Wang, 2015) © & (R FHE alkae U ias - ] DUEEEE
FRPE RN E - thEEEE FIHIF H 1 CSR 178 - 1A F & $IT CSR s E(LH
5 CSR 178y - HBEIHARIA B BEE 2 Do & B 75 KL B 2 AR - MRy
B R R RIS I — SBT3 34 P B 2 R R P B A SR (Guo
and Wang, 2015) HftJEHE CSR WFFt. 2 B R - WEFLH: F+& Praf & ia b CSR BLEHE
BEEZIEMBARR - BB PR R DMIRSERTE - HR 3 R i B
B4HJEE—A (Chen, Su, and Tsai, 2007) » #EA FRGH T+ REJIHIMRS - REEIEEANIL
B 5 TR T R BRI 1T B AR RA R - FS I TR R R & TR B S e e
TRECHAIEN - A BRI U T S (Yu et al,, 2016) © AR/ B4
PR AE 75 R P RE BE I T AR T 2 ORIE  TUEA BN CSR SRIGEER - iE Rk
i B ER 35 55 ) CSR & RHER AN, - I H B SE EHYIRIRET 2+ BGE K AP
T AZ BRI PRENGE &Y CSR 17 B DU 2 BH 2 75 5K+ St T B g 25 e 7 =R 1
TE Z EERIGR - SLAE TS RAY BT AL - (R ERG R RTT - ORI ZE7R
BT R H RN W R A SO (Yu et al, 2016) - thih 25— T F E
FAE ) R R TR e P A LR YT CSR BRI e R Ry R
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15. N ll%gﬁgﬁi@%

— ~ WhERS

Fll 2 B AR 8 ZER L FERF AT CSR » ARl 2 BRI AR AT (& B O VE B IR
B - ek O AFRYEERS I (Daub and Ergenzinger, 2005) » By T T3 72 22 5135 5
i » W/HZE R CSR BYITE) » R B B MR B PR A2 753K TR HIEEE
B M6 SRR (Rubera and Kirca, 2017) » ABFFE LB 2 B 05 A HE
a0 S EEHH E FE SE SH A s B L FE R A BA A - A (LR =3 CSR 20T
FHEFMERE - F7e# 5 CSR R BIEmBE RMERE - E— DRI RRpEER : [ -
AT/ R — S E AR E R
(—) EH&F

B S o AN ST A fe B 0] 5 1 i 9T 2 5k (Homburg et al., 2013; Jean et al.,
2016) » BRETHLFESE AL FERG BT CSR &% 042 = = B P R 7 i = T R P v o e
EIEME - FMRRBEENE R v DUE B A L ESERA R AR B E (HANE - B
5% B2B &5 HH CSR AN{Ai € B - (e a2 RS - 2 CSR & #EH
BEE MR LT A B R R SR T AR L B AR A - LA SR — T iR
Je S oA it B A 2 BRI PR N — B B MERE A - ST ENER BT PEET B2B
BT CSR HtfER AN /T RER 2 5Emk 1 - HBIREE CSR BlEAE M2 L)
B HIF

R FER LB AR - AW [E R R R 22 B AH A8 S AR GA Y 357 (L e rg
BHE » DUROKSPBEFHIE SR AR B Rl i &+ IR 32 Tt el P R o B 5 2 P
It T ERE B B S A e AL - fETeE A fESE 2 CSR HERHYE % (Sun and Price,
2016; Homburg et al., 2013) « E » B EAHMAMAGAT S » CSR EEEERmERE 2
B TR e <2 2 AR ARG IR 8 - IR ERS T R B EE A B A ()
HURE BN 7 B 2 A AR T AR GE R AR By — e (e iR G B nl S A
TRERIRA ~ 221~ BB & - IR RSN SH BB AR S8E - DUEIER HE&
VERARIIET - BT EHA A (52512 (Hunt and Jones, 1998) ; I H fH 7k &6 =
AoRgrE ((EIERE ) - FEEHRFARARE S EEE KR (Cheng et al., 2014) » &
ftiEra =3 CSR - EEA R AN GRFEETEEE 4 T HE R - 2
JERGRER Wk R B 2 5K 0 BRI - ANH SRR 2 B AR R G e Lt e R =
CSR HIZEERGRAZ WS ZIEABAGR « HX - BFEPE AR GH S 1HE - 2%
B S EE A B R, - PRSIl BA R 2 A - AL S PR E 1 s g
o AT LGB e R - R AT B BT R B A A R VE B S EE R S J LU R E B
B K e HREEAIG E A 23 L (Peteraf and Bergen, 2003) » DAt —25 i & £l
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WA Z T K - EAHEEWEE  EMELAENEIERR  (EEMEREEY
7B 5 A AR E T B PERAE S ReI e ((LERT ) & LB E R R
B B E R R S IE AR -

& AR TR F R RFE PR e E
Pk RE B REE EH T FAURIS TE) - W B SN ANE » I E BT
HORR /S TR - 2Rk 5 [ Bl 2 = A i B AR A Z 753K (De Clercq, Sapienza, Yavuz, and
Zhou, 2012) o AFSEHERE T & Pk E 758 W MR RE U B2 22 1 CSR 2 BRI Bl
HIF - PORE G FE 2 CSRIGE)LUEEZ A\ FI RIS » S 87 Bl 2 48 H &8 ey
CSR ZE BRI TTE) - 1 CSR ZF s B A E#AS - A0 im B A =B R A Z 77k - {2
HRRE W IR DA RIA SRR - st i S 3t - ET A Bh R Mt
PERERZ F2 Tt (Yu et al., 2016) 5 [LAS S ORI @ LR B W FE 5 5 ek B (L e g T
CSR ~ JBEZ i 5 e L (4L e A S A B U A o Y SR R
(=) BHER

B Kt pt s A RIS R R A GR AR e 2 B R DU R
53 R L FE G FS A BB A8\ - BRI S » CSR fE2ERLAEZA T E
ARy B 2 BR UL FERERY B 2R BSRA F] R B e A PR A T R rh R
SEMEALERIEAERSES LY » 30 R=E CSR ZHLER » HIREEYk s
HEERMIEEE] CSR DURETE SRk B L ERE - e FlaBI R A2 Bk - [Jt -
EHCSR ZMtEr g BT ErE ENSERME - (WS LERARIETT CSR » &
TR BB T EME MRS DURHE RSN SRR AR T 2B - KA Rt fE
g CSR WEREML » BT —EHMEREEHEH - e EaT > - H=
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1. Purpose/Objective

Retailers evaluate the price, quality, delivery time, and service, also carefully
select appropriate and reliable suppliers to cooperate (Kannan and Tan, 2006). Due to
cooperate with Corporate Social Irresponsibility (CSI) suppliers will affect the reputation,
profitability, and value of retailers, so many firms are gradually integrating CSR into the
daily operation of the supply chain (Pérez and del Bosque, 2015).

CSR can address a wide range of social interests and meet the needs of multiple
stakeholders, thus improving the performance of firms (Ramchander, Schwebach, and
Staking, 2012). Previous studies have examined the impact of CSR on firm performance
and yet the results are quite inconsistent. We believe these studies may have overlooked
customer satisfaction, the key mediating variable (Pivato, Misani, and Tencati, 2008).
In recent years, end consumers pay more attention to CSR issues, and the unethical
behavior of suppliers and employees also may have a consequential impact on consumer
perceptions of retailers. Thus, retailers take a comprehensive view to evaluate and select
suppliers, and pay more attention to suppliers’ CSR activities (Thornton, Autry, Gligor,
and Brik, 2013). The main goal of CSR is to establish a long-term mutually beneficial
relationship with stakeholders, and suppliers can demonstrate true value to stakeholders by
doing well in CSR engagement. Through meeting the needs of stakeholders can improve
customer satisfaction, establish long-term and stable cooperative relations with customers,
and further improve performance. Therefore, in order to fill the gap that previous research
lacked the discussion of customer satisfaction as a mediate variable in the relationship

between CSR and firm performance. This study aims to explore how retailers’ customer
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satisfaction mediates suppliers’ engagement in CSR and suppliers’ firm performance.

This study focuses on the stakeholder theory commonly used in CSR research and
the role of vertical and horizontal organizations in CSR practices, based on the concept of
primary and secondary stakeholders (Freeman, 1984). In the face of the rapidly changing
retail environment, to reduce cognitive risk, retailers look for trusted suppliers who can
meet the needs of critical stakeholders and make this as their primary goal (Connelly,
Ketchen, and Slater, 2011). Therefore, there is a solid vertical organization of commitment
and cooperation between retailers and suppliers, and the application of more resources
to achieve retailers’ operational goals (Dyer and Chu, 2003). Additionally, firms may
need to adapt themselves to observe changes in the external competitive environment to
maintain their competitive advantages and positions. Competitor identification can raise a
firm’s awareness of competitive threats and opportunities in the highly competitive retail
industry (Zajac and Bazerman, 1991). With the ability of identifying competitors, firms
can determine the CSR behavior of actual and potential competitors, develop effective
CSR strategies to attract potential customers, and meet existing customers’ needs so that
firms are exempt from adverse threats to performance (Yu and Cannella, 2007).

In sum, the key research questions of this study are as follows: (1) In the B2B
context, how does retailers’ customer satisfaction mediate the relationship between
suppliers’ CSR engagement and suppliers’ firm performance? (2) How do suppliers’
vertical inter-organizational commitments moderate the relationship between suppliers’
CSR and retailers’ customer satisfaction? (3) How do suppliers’ competitor identification
moderate the mediating relationship among CSR, customer satisfaction, and firm

performance?

2. Design/Methodology/Approach

In this study, we based on stakeholder theory to propose some hypotheses as
follows. First, retailers’ customer satisfaction mediates the positive relationship between
suppliers” CSR engagement and firm performance. Second, vertical inter-organizational
commitments strengthen the positive effect of customer satisfaction and supplier
performance. Finally, competitor identification moderates the mediating relationship

among CSR, retailers’ customer satisfaction, and firm performance.
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We distribute the questionnaire sample for this study in two stages to avoid Common
Method Variance (CMV). The first is issued to RT-Mart suppliers in East China in June
2019; the second is issued in December 2019 to RT-Mart purchasing supervisors who
paired with those suppliers. We collect a total of 210 dyad questionnaires.

The study also examines non-response bias using the chi-square test to compare the
food industry, market focus, ownership, and supplier size of the 210 suppliers who respond
to the questionnaires and the other 64 suppliers who do not answer. We find there are no
significant differences between the two groups.

We measure the significant variables as follows: CSR is developed following
Tashman, Marano, and Kostova (2019), including three items related to carbon reduction,
fair competition, and fair trade. Suppliers’ firm performance is measured using three
items based on Morgan, Vorhies, and Mason (2009). Customer satisfaction is developed
using four items based on Geyskens and Steenkamp (2000) and Cannon and Perreault
(1999). Vertical inter-organizational commitment is measured using three items based on
Yi, He, Ndofor, and Wei (2015). Lastly, competitor identification is measured using three
items based on Chen (1996) and Yu, Wang, and Brouthers (2016). In addition, the control

variables are industry type, market focus, ownership, supplier size, and speed of action.

3. Findings

For the study’s sample, 46% are from the food industry, while 54% are from other
industries. Most of the suppliers (90%) operate in China, and 84% of the included suppliers
are sole proprietorships. We test six hypotheses through Ordinary Least Squares (OLS).
The empirical results of this study suggest that (1) Suppliers engaging in CSR are more
likely to have better customer satisfaction; (2) The relationship between suppliers” CSR
engagement and its firm performance is mediated by customer satisfaction; (3) Suppliers’
vertical inter-organizational commitments can strengthen the positive relationship between
suppliers’ CSR and retailers’ customer satisfaction; and (4) The moderated mediation
effects of competitor identification are more likely to moderate the mediating relationship

among suppliers’ CSR, retailers’ customer satisfaction, and suppliers’ firm performance.
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4. Research Limitations/Implications

Although we strive to conduct our research rigorously, owing to the particularity
of our research context, some limitations still exist. First, the research results cannot be
directly applied to other countries/markets for comparison. One reason is that our sample
is solely from RT-Mart, a leading retailer in the Chinese market. Because of the large
number of its suppliers, and the high uncertainty and rapidly changing of Chinese market,
the information we collect is incomplete. Another reason is that the conditions of each
country’s market and industry are usually quite different. We suggest future research
could expand to other emerging markets or other developed countries for more in-depth
comparison and exploration. In this study, we measure CSR based on RT-Mart particular
setting and choose only a few appropriate items to observe. We suggest future research
could explore CSR from Environmental, Social, and Governance (ESG) criteria. Last
but not least, owing to the high number of omissions in the objective performance data,
this study eventually analyzes the subjective performance indicators for the measurement
of supplier performance instead. Future research should consider collecting complete

objective performance data.

5. Originality/Contribution

This study investigates the relationship between suppliers engaging in CSR and
retailers’ customer satisfaction based on the stakeholder theory. Few studies have discussed
the mediating effect of CSR on suppliers’ firm performance in the B2B context and thus
we contribute to the literature as follows. First, we emphasize that customer satisfaction
can help maintain supply chain relationships and create value. Namely, suppliers’ CSR
engagement positively impacts its firm performance through retailer customer satisfaction
in the B2B market.

Second, among many stakeholders, this study simultaneously investigates upstream
suppliers and downstream customers (vertical inter-organizations), and competitor
identification (horizontal competition situations). We then add the two moderators (i.e.,
vertical inter-organizational commitment and competitor identification) into our research

model to expand our understanding of CSR practices in supply chains.
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Finally, we expand our understanding of the moderated mediation effect of competitor
identification. Competitor identification can detect the strategic actions of competitors,
develop innovative business strategies, and build competitive advantage (Yu et al., 2016).
We found that suppliers with strong competitor identification ability can better understand
the of competitors, especially in CSR development. Through absorb and learn the CSR
information and knowledge of competitors, firms can take appropriate CSR actions to meet
customer needs. Hence, firms can maintain long-term cooperation with customers and
improve firm performance. Thus, this study extends the existing literature on competitor

identification and firm performance (Yu et al., 2016) in supply chain management.
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