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fino al concetto di economia circolare.

Benedetta Esposito è borsista di ricerca presso il Dipartimento di Scienze Aziendali
Management and Innovation Systems dell’Università degli Studi di Salerno e cultore della
materia in Scienze Merceologiche. I suoi interessi di ricerca sono nell'ambito della Corpo-
rate Social Responsibility e della Circular Economy nel settore agroalimentare.

Ornella Malandrino, professore ordinario di Scienze Merceologiche, Direttrice
dell’Osservatorio Interdipartimentale per gli Studi di Genere e le Pari Opportunità del-
l’Università degli Studi di Salerno e Delegata del Rettore all’Orientamento. La sua attività
scientifica si focalizza prevalentemente sulla CSR e sulla relazione tra i vari sistemi e stru-
menti di gestione delle differenti dimensioni della qualità.

Maria Rosaria Sessa, PhD in Management & Information Technology e docente a
contratto dell'insegnamento di Gestione Controllo della Qualità dei Servizi Turistici presso
il Dipartimento di Scienze Aziendali – Management & Innovation Systems dell’Università
degli Studi di Salerno. 
I suoi principali interessi di ricerca sono: sviluppo di sistemi di gestione della qualità e

dell'ambiente, responsabilità sociale delle imprese, strumenti di valutazione ambientale e
certificazione delle competenze.

Daniela Sica, PhD in Scienze Merceologiche e docente a contratto di Gestione Con-
trollo della Qualità dei Servizi Turistici presso il Dipartimento di Scienze Aziendali – Ma-
nagement & Innovation Systems dell’Università degli Studi di Salerno. I principali interessi
di ricerca sono rivolti alla sostenibilità dei processi produttivi, al Quality Management Sy-
stems e alla CSR.

Le scienze merceologiche
nell’era 4.0

a cura di 
Benedetta Esposito, Ornella Malandrino,

Maria Rosaria Sessa, Daniela Sica

XXIX CONGRESSO NAZIONALE DI
SCIENZE MERCEOLOGICHE 2020

Atti del Convegno
Salerno

13-14 Febbraio 2020

€ 17,00 (edizione fuori commercio)

FrancoAngeli
La passione per le conoscenze

11820.22_Layout 1  28/04/20  11:12  Pagina 1



5 

INDICE 
 
 
 
 
 
 
 
 
 

1. I sistemi di gestione ambientale nell’industria alberghiera: 
una revisione sintetica della letteratura, di Acampora A., 
Merli R., Lucchetti M.L. pag. 13 

2. Pratiche di sostenibilità nel settore alberghiero: un’analisi 
delle barriere e dei drivers per l’implementazione, di Acam-
pora A., Merli R., Arcese G., Martucci O. » 21 

3. ERP 4.0 per una corretta gestione dei rifiuti, di Amendola C., 
Savastano M., Belcastro M., La Bella S. » 28 

4. I semi di tabacco per la produzione di sustainable aviation 
fuel, di Amicarelli V., Patruno A., Lagioia G., Bux C. » 36 

5. Towards a definition of circular tourism: a literature review, di 
Arzoumanidis I., Mancini E., Walker A. M., Petti L., Raggi A. » 44 

6. Stakeholder involvement to improve accessibility in a protect 
natural area: a case study, di Bianchi P., Cappelletti G. M., 
Sica E., Sisto R. » 53 

7. Innovation potential assessment and business models crea-
tion in media con-vergence sector: evidences from i3 project, 
di Bellini F., Dulskaia I., D’Ascenzo F. » 62 

8. La stakeholder theory applicata al turismo nel Canavese (To-
rino): risultati preliminari, di Beltramo R., Peira G., Pasino 
G., Fabbri P. » 74 

9. Diversità di genere e innovazione nei paesi dei Balcani occi-
dentali, di Biscione A., Miccoli M. C. » 83 

10. analisi della percezione dei giovani consumatori sulla dici-
tura facoltativa prodotti di montagna, di Bonadonna A., 
Peira G., Duglio S. » 90 



6 

11. Adjustments of premises for the processing of Aloe vera in 
Fifa (Jordan), according to international standards, di Bor-
sacchi L., Pinelli P. pag. 98 

12. Medjool dates cultivation in Jericho: reorganisation of 
farmers’ cooperative and implementation of QMS, di Bor-
sacchi L., Testi E., Pinelli P. » 105 

13. New legislation on reclaimed water for agriculture: remarks 
and future scenarios of “circular cities”, di Borsacchi L., 
Brogi A., Fibbi D., Pinelli P. » 113 

14. Re-use of buildings and spaces in a circular economy: inno-
vative urban policies and tools, di Borsacchi L., Barberis 
V., Pinelli P. » 121 

15. Industry 4.0: how additive manufacturing affect quality 
management in the wood-furniture sector, di Bravi L., Mur-
mura F., Liberatore L. » 130 

16. Le eco-birre in italia: tecnologie emergenti e startup inno-
vative, di Campana P., Proietti L., Tarola A. » 139 

17. Foglie d’olivo: analisi cromatografica del profilo fenolico e 
analisi qualitativa dei gruppi funzionali tramite FTIR-ATR, 
di Campo M., Durazzo A., Lucarini M., Santini A., Franconi 
F., Romani A. » 153 

18. Water footprint della Granella® da scorie di acciaieria, di 
Contardo L., Piani L., Masotti P., Bogoni P. » 161 

19. Search engines: definition and state of art, di Carelli A., 
Papetti P. » 170 

20. Search engines: operation and optimization, di Carelli A., 
Papetti P. » 178 

21. Production planning and control in the industry 4.0 era, di 
Carvello R., Nastasia M., Nota F. D., Nota G. » 186 

22. Environmental performance of fresh-cut salad: water and 
carbon footprinting, di Cappelletti G. M., Nicoletti G. M., 
Russo C., Spalatro M. » 196 

23. Good practices regarding sustainability in the universities: 
the cases of University of Foggia and Cracow University of 
economics, di Cappelletti G. M., Nitkiewicz T. » 205 

24. Strumenti di scelta sostenibili: il Morningstar Sustainability 
Rating, di Cerrone R., Sica N., Tortora F. » 217 

25. Storia di un’eccellenza salernitana. La sartoria Bignardi 
dalle origini a oggi, di Cicatiello C. » 223 



7 

26. Cities as circularity ecosystems: smartness indicators and 
industrial ecology methods for measuring transition to-
wards smart circular economy, di D’Amico G., Ioppolo G. pag. 232 

27. Le imprese italiane e il paradigma “industria 4.0”: uno stu-
dio statistico sull’utilizzo di strumenti informatici avanzati, 
di D’Amore R., Garofalo M. R., Iorio R. » 242 

28. An assessment of the social performance of an Italian wine-
producing consortium: testing social organisational life cy-
cle assessment, di D’Eusanio M., Tragnone B. M., Petti L. » 263 

29. Il consumo di acqua imbottigliata nella prospettiva dell’eco-
nomia circolare: il caso Salento (Sud Italia), di De Leo F., 
Coluccia B., Gambino I. » 272 

30. Italian protect natural areas registred under Emas: role of 
interested parties, di Di Noia A. E., Nicoletti G. M., Cappel-
letti G. M. » 281 

31. L’economia circolare e la valorizzazione degli avanzi nella 
ristorazione in Italia, di Esposito B., Malandrino O., Sessa 
M. R., Sica D. » 289 

32. L’utilizzo di sensoristica per la gestione dei dati nelle indu-
strie. il contributo dello Scatol8® al life cycle inventory in 
un caso concreto (parte prima), di Evola R. S., Ingrao C., 
Cantore P., Togliatti S., Vesce E., Beltramo R. » 297 

33. L’utilizzo di sensoristica per la gestione dei dati nelle indu-
strie. il contributo dello Scatol8® al life cycle inventory in 
un caso concreto (parte seconda), di Evola R. S., Ingrao C., 
Cantore P., Togliatti S., Vesce E., Beltramo R. » 307 

34. The birth of a new sustainability label: “filiera solidale 
PEFC – VAIA 2018 – Insieme si può”, di Geatti P., Novelli 
V., Marangon F., Troiano S. » 317 

35. Characterization of whole-wheat pasta by product or pro-
cess markers approach: a breaf review, di Giannetti V., Boc-
cacci Mariani M., Livi G. » 325 

36. Valorisation of grappa Gi: new approaches for the protec-
tion of made in Italy, di Giannetti V., Boccacci Mariani M., 
Torrelli P., Marini F. » 335 

37. Correlazione tra inquinamento atmosferico da benzene e 
produzione di acciaio nella città di Taranto, di Giungato P., 
Basurto V., Rana R. L., Tricase C. » 344 

38. Quali-quantitative analyses of flavonoids and aroma com-
pounds in different tissues of lotus (Nelumbo nucifera), di 
Ieri F., Vignolini P., Giannini E., Romani A. » 352 



8 

39. Green bay project - an opportunity to improve the quality of 
life in Europe, di Jalmuzna I., Romani A., Fiume P., Sekieta 
M., Pasini M. pag. 361 

40. Presenza di alcani nell’olio essenziale di Cannabis sativa L. 
cv. Codimono, di Lanuzza F., Mondello F., Saija G., Galati 
E.M. » 380 

41. Accoppiamento on-line LC-GC nella determinazione degli 
steroli nell’olio di semi di Cannabis sativa L. cv. Codi-
mono, di Lanuzza F., Mondello F., Saija G., Primerano P., 
Galati E.M. » 388 

42. Measuring circular economy at the micro level: is the social 
dimension included?, di Lindgreen E. R., Salomone R., 
Reyes T. » 396 

43. Qualità e sicurezza dei prodotti alimentari. Applicazione di 
nuove metodiche d’indagine: sensori multiparametrici, di 
Maddaloni L., Ruggieri R., Santonico M., Vinci G. » 404 

44. Analysis of the principal factors limiting the widespread 
adoption of smart farming technologies in Sardinia, di 
Manca G., Galante A. » 413 

45. La sostenibilità nel comparto turistico: il caso “Parco nazio-
nale delle Cinque Terre”, di Martucci O., Arcese G., Acam-
pora A., Montauti C. » 421 

46. Inventari regionalizzati italiani per il grano duro, di Masini 
S., Tassielli G., Notarnicola B., Renzulli P.A. » 429 

47. Sostenibilità degli attuali strumenti di pagamento: aspetti 
tecnici e ambientali, di Massari S., Pastore S., Ruberti M. » 436 

48. L’approccio di ciclo di vita nei sistemi di gestione ambien-
tale, di Mazzi A., Scipioni A. » 446 

49. Measuring circular economy at company level: the role of 
life cycle assessment, di Mondello G., Salomone R., Lind-
green E. R. » 455 

50. Stato dell’arte della simbiosi industriale in Europa: tipolo-
gie di network e modelli di cooperazione, di Montauti C., 
Lucchetti M. C., Martucci O. » 464 

51. Modellistica previsionale del biogas di discarica di rifiuti 
solidi urbani: proposta di un modello semplificato, di No-
tarnicola B., Tassielli G., Renzulli P. A., Di Capua R. » 471 

52. La complessità e le prospettive di innovazione 4.0 in sanità: 
la condizione di fragilità, di Notaro F., Piscopo G., Adinolfi 
P. » 480 



9 

53. Nitrate content in wild rocket cultivated in the province of 
Udine (Northern Italy) by employing different growing 
techniques, di Novelli V., Geatti P., Ceccon L., Dalla Costa 
L., Ceccone S., Della Donna E., Cattivello C., Vicentini L. pag. 490 

54. Steel production and sustainability, di Novelli V., Geatti P., 
D’Odorico A. » 498 

55. I GRI come indicatori di performance ambientale nel settore 
crocieristico, di Paiano A., Crovella T., Pontrandolfo A., 
Gallucci T. » 507 

56. La gamification nell’industria del turismo: una revisione si-
stematica della letteratura, di Pasca M. G., Renzi M. F., Gu-
glielmetti Mugion R., Toni M., Di Pietro L., Ungaro V. » 515 

57. Industry 4.0, start-up e spin-off universitari: una revisione 
sistematica della letteratura negli studi manageriali, di Pic-
carozzi M., Aquilani B. » 525 

58. Safety and quality uncertainties in food import and con-
sumption: the case of Singapore, di Pinelli P., Ferroni I., 
Borsacchi L. » 535 

59. A bio-district for circular economy, di Poponi S., Mosconi 
E. M., Pacchera F. » 543 

60. Localization for academic spin-off: a driver for the innova-
tive performance, di Poponi S., Arcese G., Ruggieri A., Pio-
vesan G., Pacchera F. » 552 

61. Dall’analisi importance-performance alla teoria three-factor 
nella ricerca sul turismo (parte prima), di Preziosi M., 
Acampora A., Merli R. » 562 

62. Dall’analisi importance-performance alla teoria three-factor 
nella ricerca sul turismo (parte seconda), di Preziosi M., 
Acampora A., Merli R. » 570 

63. Algoritmi per l’analisi predittiva dei malfunzionamenti di 
macchine industriali, di Postiglione A. » 577 

64. Sostenibilità della produzione nel settore vitivinicolo, di 
Preti R., Tarola A. M. » 586 

65. Alimentazione e sostenibilità: la carbon footprint di una taz-
zina di caffè, di Rana R. L., Giungato P., Tricase C » 595 

66. Canapa industriale e sostenibilità: un approccio life cycle thin-
king, di Rapa M., Ciano S., Ruggieri R., Gobbi L., Vinci G. » 603 

67. Additive manufacturing: an immense opportunity or a new 
production and marketing trend?, di Rocchi A., Disca S. » 613 

68. Plastic no problem: production of eco-oils, eco-fuel, eco-
char and green energy from plastic waste, di Romani A., 



10 

Pasini M., Masci C., Ciani Scarnicci M., Jalmuzna I., 
Campo M. pag. 622 

69. Cioccolato italiano: principali indicatori di qualità e perce-
zione dei consumatori, di Ruggieri R., D’Ascenzo F., Gobbi 
L., Maddaloni L., Ruggeri M., Vieri S., Vinci G. » 629 

70. Closing the loop: circular economy and BS 8001 for the op-
timization value in the SME’s di Ruggieri A., Mosconi E. M., 
Poponi S., Fortunati S. » 639 

71. Rilocalizzazione di attività produttive su un territorio. ana-
lisi preliminare di sostenibilità di una filiera lana-carne 
ovina, di Sanua M., Simboli A., Taddeo R. » 647 

72. Alcuni aspetti del ruolo dei claim ambientali/etici nell’at-
tuazione del “green deal” europeo, di Saija G., Lanuzza F., 
Saija F. » 657 

73. To green or not to green: an evaluation of the influence of 
hotel green practices on guests satisfaction, di Savastano 
M., Belcastro M., Amendola C. » 665 

74. “impronta digitale” come strumento di gestione per la qua-
lità del vino: applicabilità sul Negroamaro, di Serio F., De 
Leo F., Idolo A., Girelli C. R., De Donno A., Fanizzi F. P. » 675 

75. Un nuovo paradigma ecologico: la pro-posta di papa Fran-
cesco per un’economia sostenibile, di Serpe V.  » 684 

76. The implementation of “Apea” through economic evalua-
tion model, di Sessa M. R., Sica D., Esposito B., Malandrino 

O., De Falco M. » 691 
77. Biogas energy systems: an opportunity towards a post fossil 

– carbon and closed loop economy, di Sica D., Sessa M. R., 
Esposito B., Malandrino O., Supino S., Martucci O. » 702 

78. Corporate social responsibility and millennial generations, 
di Silvestri C., Ruggieri A., Poponi S. » 713 

79. Frazioni naturali sostenibili come antiossidanti, antimicro-
bici e biocidi in agricoltura green, di Simone G., Campo M., 
Bernini R., Romani A. » 730 

80. Environmental label: a survey, di Spalatro M., Cappelletti 
G. M., Malandrino O. » 739 

81. Pine nuts production in the shouf biosphere reserve: quality 
and market perspectives, di Tacconi D., Pinelli P., Bor-
sacchi L. » 746 

82. La relazione tra strumenti di miglioramento e innovazione. 
Una verifica nel settore produttivo jonico, di Tacente A., 
Tassielli G., Notarnicola B., Renzulli P. A. » 753 



11 

83. L’evoluzione dei claim per la promozione dei prodotti ali-
mentari: una content analysis su 2 riviste di genere ma-
schile, di Tarabella A., Apicella A. pag. 761 

84. Approccio ampliato alla sostenibilità sociale in ambito sa-
nitario. le opportunità della digital health, di Testa M., Lo 
Presti L., Marino V., Singer P.  » 772 

85. Valutazione ambientale del pretrattamento di rifiuti in po-
lietilene da attività agricole, di Toniolo S., Trevisanello C. » 786 

86. I criteri end-of-waste da risorsa a ostacolo all’economia cir-
colare: breve panoramica del contesto normativo nazionale, 
di Tragnone B. M., Petti L. » 794 

87. Valutazione degli aspetti sociali e socioeconomici di un 
prodotto tipico, di Tragnone B. M., Pelino M., D’Eusanio 
M., Di Santo C., Petti L. » 802 

88. Produzione innovativa di una linea bakery a base di estratti 
antiossidanti naturali per l’aumento della shelf-life, di Ur-
ciuoli S., Cassiani C., Vita C., Ieri F., Romani A. » 812 

89. Caratterizzazione e nuove formulazioni per terapie a carat-
tere sociale di Crocus sativus L. tracciato territoriale, di Vi-
gnolini P., Vita C., Urciuoli S., Bettiga A., Di Marco F., 
Vago R., Trevisani F., Romani A. » 820 

90. Olio extra vergine di oliva e certificazioni ambientali: caso 
studio della regione Lazio, di Vinci G., Rapa M., Gobbi L. » 827 

91. Industry 4.0 oggi, industry 5.0 domani?, di Vinci G., Rug-
geri M., Ruggieri R.  » 837 

92. Insicurezza alimentare e studenti universitari: una revisione 
sistematica della letteratura, di Zahan M., Varese E., Lo 
Giudice A., Bonadonna A. » 844 

93. Environmental assessment of an industrial solution for the 
use of waste materials: comparative life cycle assessment 
applied to a commercial product based on iron oxides, di 
Zuliani F., Manzardo A., Marson A. » 852 

 
 
 



713 

78. CORPORATE SOCIAL RESPONSIBILITY  
AND MILLENNIAL GENERATIONS 

 
by Cecilia Silvestri1, Alessandro Ruggieri2, Stefano Poponi3 

 

1 Università degli Studi della Tuscia 
c.silvestri@unitus.it 
2 Università degli Studi della Tuscia 
ruggieri@unitus.it  
3 Università degli Studi Niccolò Cusano 
stefano.poponi@unicusano.it  

 
 

Abstract 
 

Corporate Social Responsibility (CSR) has come to be regarded as a great stra-
tegic marketing tool and an important part of the business paradigm (Supanti and 
Butcher, 2019). Several authors (e.g. Choi and La, 2013) studied CSR as a driver of 
satisfaction and loyalty. This study focused on the behaviour of Millennials to which 
CRS is an integral part of their lives. However, studies in the literature on this topic 
are limited. Aim of this study is to fill up the gap of existing literature and increase 
the knowledge on this issue. In particular: (1) to identify, through factor analysis, the 
dimensions of CSR and (2) to analyze, through a regression model, the relationships 
between CSR and Customer Loyalty (CL). The results show how the knowledge of 
the CSR conditions the behaviour of millennials by helping to increase their level of 
loyalty. 

 
Keywords: Corporate Social Responsibility, Customer Loyalty, Factor Analysis, 
Regression model, Millennials 
 

 
Introduction 
 

In recent years, CSR has come to be regarded as a great strategic market-
ing tool and an important part of the business paradigm (Supanti and Butcher, 
2019). This is because consumers do not ask companies for only a high-qual-
ity product, but they are “characterized as being satisfied with products that 
are developed by socially responsible firms” (Luo and Bhattacharya, 2006, 
Mohammed and Rashid, 2018 p. 360). Moreover, several authors (e.g. Choi 
and La, 2013; Kucukusta et al. 2013; Othman e Hemdi, 2015, Paulìk et al., 
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2015) studied CSR as a driver of satisfaction and loyalty. Indeed, Sogari et 
al. (2017) proved that consumers in their purchase choices focusing on the 
product/process dimension of environmental sustainability. Many authors re-
cently (e.g. Formánková et al., 2019; Cavaliere and Ventura, 2018; Bo-
nadonna et al., 2017) concentrated on analyzing the behavior of a precise 
target of individuals concerning the CSR policies implemented by firms, i.e. 
Millennials. This generation is composed of individuals born between 1980 
and 2000 and they are called Millennials because of their closeness to the 
new millennium and being raised in a more digital age (Kaifi et al., 2012; 
Smith and Nichols, 2015). Formánková et al., (2019) claimed that for Mil-
lennials, CRS is an integral part of their life and there are more aware of 
CSR. In fact, in line with the research conducted by Frey (2018) on the topic 
of Millennials Generation (MG), “one of the long-term trends that continued 
with millennials [has been] the increase in education attainment” (p. 12) 
based on an education-oriented to sustainability (Bonadonna et al., 2017). 
The millennials, therefore, as students, possess extensive knowledge of basic 
principles of ecology and sustainability and adopt environmentally responsi-
ble consumption practices (Earl et al., 2003; Emanuel and Adams, 2011). 
According to a study led by PricewaterhouseCoopers in 2011, 88% of Mil-
lennials prefer companies that emphasize CSR and 86% would consider 
leaving if their employer’s CSR no longer met their expectations. These data 
are also confirmed by research conducted in the literature. Catano and Mor-
row Hines, (2016) developed an experimental design in which analyzed how 
Millennial generation applicants evaluated the firm concerning implement-
ing CSR policies. The results showed as good advertising of such policies 
increases the initial attractiveness of the organization to job seekers. Instead, 
Supanti and Butcher (2019) proved that CSR participation has a strong in-
fluence over work-related outcomes in the Millennials. 

However, in the literature, there are no studies that analyze the topic of 
CS and CL in the Millennials concerning firms that implement CSR policies. 
Indeed, based on a literature search conducted on SCOPUS databases (Key-
words— TITLE-ABS-KEY “corporate social responsibility” AND TITLE-
ABS-KEY “millennial” AND TITLE-ABS-KEY “customer satisfaction” 
OR TITLE-ABS-KEY “customer loyalty”), no documents were found. 
While modifying some keywords (TITLE-ABS-KEY “corporate social re-
sponsibility” AND TITLE-ABS-KEY “millennial” AND TITLE-ABS-KEY 
“loyalty” OR TITLE-ABS-KEY “satisfaction”), search provided 3 papers. 
Eveland et al., (2018) analyzed the CSR topic and study the necessary drivers 
in order to build a trust-based consumer relationship. The authors proved that 
Millennial consumers expect organizations/brands to engage in CSR 
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activities and if these policies do not reflect the customer’s value system 
(shared values), the long-term relationship can be impacted negatively. Am-
oroso and Roman (2019) evaluated the importance of CSR in Millennials 
and how this can influence their intention to purchase. The results showed 
that loyalty and trust appear stronger among older-age consumers than 
among the younger-age consumers. Finally, Lerro et al., (2019) studied the 
attitude of Millennial consumers towards several CSR activities carried out 
by food companies. The findings showed that loyalty plays a crucial role in 
affecting consumers’ willingness to support CSR initiatives. 

Aim of this study is to fill up the gap of existing literature and increase 
the knowledge on this topic, through the development of a survey conducted 
on “Millennial Generation (MG) students” (Cavaliere and Ventura, 2018, p. 
641) at the University of Tuscia (Viterbo, Italy). In particular, this study has 
two objectives: (1) to identify, through factor analysis, the dimensions of 
CSR and (2) to analyze, through a regression model, the relationships be-
tween CSR and CL. 

 
1. CSR, Customer Satisfaction (CS) and Customer Loyalty (CL) 

 
Customer satisfaction (CS) is one of the most debated constructs in cus-

tomer behavior studies, both in the public and private sectors and represents the 
only real objective of a business company. It is at the heart of every mission 
statement and represents the final goal of any strategy (Zairi, 2000). According 
to Loureiro e Kastenholz, (2011), customer satisfaction, together with customer 
attitude, plays a crucial mediation role between corporate reputation and CSR. 
Cuesta-Valiño et al. (2018) suggested that the different dimensions of CSR iden-
tified in the research could help improve consumer perception of the firms. In-
deed, appropriate social behavior generates the feeling that the company is reli-
able and honest, which allows consumers to infer a superior quality of service 
(McWilliams et al., 2005). Also, Luo e Bhattacharya (2006) declared that all 
other things being equal, customers derive higher satisfaction from a product or 
service from a socially responsible company. Connelly et al. (2011), proposed a 
study as a foundation for future marketing research on sustainability through the 
application of nine prominent organizational theories. Among these, the authors 
analyzed signaling theory in order to explain organizational activities concerning 
CSR and they suggested that CSR initiatives could be seen as signals that help 
to build a reputation and reduce information asymmetry in the market, which in 
turn can lead to customer satisfaction. In this domain, Pérez and Rodriguez del 
Bosque (2016), applied the principles of the stakeholder management theory in 
the bank sector, in order to study the multidimensional perceptions of customers 
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respect to the CSR policies implemented by the bank and how these perceptions 
affect customer identification and satisfaction with banking companies. Instead, 
Jean et al., (2016) studied the link between CSR and customer satisfaction in 
supply chains, in two different institutional contexts: mainland China (a transi-
tion economy) and Taiwan (a market economy). The results show that CSR in 
supply chains do enhance suppliers’ reputations, which in turn drives customer 
satisfaction, in both institutional environments, China and Taiwan. According to 
Rivera et al., (2016) the customer satisfaction can be considered “as a key metric 
in evaluating CSR performance” (p.106) and developed two different studies in 
order to assess under what conditions CSR affects consumer satisfaction. Be-
sides, Loureiro et al., (2012), claimed that Corporate financial performance is 
impacted by the effect of perceived CSR on consumer satisfaction. The authors 
developed a study in the automobile industry proving as CSR could contribute 
to financial performance indirectly by increasing consumer satisfaction. The 
studies, described above, proved the link between CSR and customer satisfac-
tion. In particular, the authors agree that the implementation of CSR policies 
helps the consumers have a more favorable and positive attitude toward the firm 
and purchase of the product and services, as he also stated Wigley (2008). Ac-
tually, as believed by several authors (Baker & Crompton, 2000; Mao, 2010; 
Oliver, 1999; Olsen & Johnson, 2003; Selnes, 1993; Yoon & Uysal, 2005) a 
satisfied customer is more inclined to buy the product again and to recommend 
it, starting positive word of mouth with other consumers (Homburg & Giering, 
2001; Olsen & Johnson, 2003). The satisfaction is then an antecedent of loyalty 
as demonstrated in the literature (Oliver, 1999; Bloemer & Kasper, 1995; 
McDougall & Levesque, 2000; Lewis, 2004; Chang & Tu, 2005; Li & Green, 
2011). Choi and La, (2013) proved that CSR is an important component for cus-
tomer loyalty (CL) and Al-abdallah and Ahmed (2018), in their research, high-
lighted the important role CSR represents in directing consumers’ behavior, spe-
cifically the customer loyalty. Moreover, Liu and Ji, (2010), developed a theo-
retical framework demonstrating as the perceived CSR indirectly affects cus-
tomer loyalty through the antecedents of CS. In truth, the CSR and service/goods 
quality induce consumers to experience greater satisfaction with and trust in the 
firm, which in turn encouraged customers to be more loyal (Park et al., 2018) 
and “building a loyal customer base is an important foundation for developing a 
sustainable competitive advantage” (Mandhachitara, Yaowalak Poolthong, 
2011, p. 129). 

This study, therefore, wants to contribute increasing the knowledge on this 
topic, through an empirical study understand how millennials perceive the four 
dimensions of CSR and to verify the relationship between CSR and CS and CL. 
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Table 1 shows the studies that analyzed the relationship between CSR and 
CS and CL from 2009 to 2019. 
 
Tab. 1 – Relationship between CSR, customer satisfaction, and customer loyalty (2009-2019) 

Authors Environmental re-
sponsibility 

Social 
 responsi-

bility 

Economic re-
sponsibility 

Legal  
responsi-

bility 
CS CL Sector 

Lee (2019)  x x x x x Insurance 

Lerro et al., (2019) x x    x 
Food compa-

nies 

Park (2019) x x x  x  Airline service 
industry 

Cuesta-Valino et al., 
(2019) 

 x x x x x Hypermarkets 

Mohammed and Rashid, 
(2018) 

 x x x x  Hotel industry 

Stanisavljević (2017)  x x x  x  

Su et al. (2017) 
x x x  x x Hospitality in-

dustry 

Xie et al. (2017) x    x  Manufacturing 

Jean et al. (2016) x x  x x  Manufacturing 
factories 

Pèrez and del Bosque 
(2016) x x x  x  Banking com-

panies 

Rivera et al. (2016) x x x  x  Different indu-
stries 

Chung et al. (2015) x x x x x x Business firms 

Jo et al. (2015) x     x 
Financial servi-

ces 

Paulìk et al. (2015) x x x  x x 
Banking com-

panies 

He and Lai, (2014)  x  x  x Business 

Martínez and Rodríguez 
del Bosque, (2013) x x   x x Hotel industry 

Loureiro et al. (2012) x    x  Automobile in-
dustry 

De los Salmones et al. 
(2011)  x  x  x 

Service indu-
stry 

Yusof et a. (2011) x x  x  x 
Retailing indu-

stry 

Liu and Ji (2010) x    x x 
Airline service 

industry 

Salmones et al. (2009)  x   x x 
Financial com-

panies 

Source: our elaborations 
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2. Methodology  
 

The research, developed in February-April 2019, was carried out on a 
sample “Millennial Generation (MG) students” (Cavaliere and Ventura, 
2018, p. 641) at the University of Tuscia (Viterbo, Italy). The questionnaire 
was divided into three different areas of analysis: (1) Customer profile, (2) 
CSR, (3) CS and CL. The answer to the questions on the customer perception 
of CSR have been structured based on the Likert-type measurement scale, 
with a score, assigned by the respondents, between 1 and 7, where 7 ex-
presses the maximum positive evaluation (fully satisfied) and 1 the negative 
one (very little satisfied) (Likert, 1932).  The processing of the collected data 
was carried also through a multivariate tool analysis and the different elabo-
rations were performed using the statistical program “STATA Statistics/Data 
Analysis” (www.stata.com). 

 
 

3. Results 
 
3.1. Factor Analysis 
 

Data presented in Table 2 shows that all Corporate Social Responsibility 
dimensions are strongly important for young people interviewed. All attrib-
utes of the Environmental Responsibility dimension are important (the aver-
age value is greater than 6), “Reduce the emission of pollutants” (average 
value of 6.55) and “Use resources efficiently (average value of 6.54). In Eco-
nomic Responsibility dimension, “Creating new jobs” is perceived as the 
most important attribute (average value of 6.37) while in Legal Responsibil-
ity and Social Responsibility dimensions, “Meet the minimum legal require-
ments for goods and services” (average value of 6.10) and “Support the cul-
ture, artistic activities and sports activities of the local community” are the 
attributes most important. The values of the standard deviation show that the 
data dispersion around the average value is relatively small, thus attesting 
the homogeneity of the answers given by respondents. 
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Tab. 2 – Descriptive statistics of Corporate Social Responsibility dimensions and reliability 
analysis 

Dimension Var Items Items 
tot Mean Dev. 

St. Min Max Number 
of cases 

Cronbach’s 
α KMO 

Environ-
mental re-
sponsibility 

ER1 Recycle the waste 

6 

6.33 1.20 2 7 

241 

0.9639 0.9095 

ER2 Reduce waste 6.47 1.09 2 7 

ER3 Reduce the emission of pollutants 6.55 1.08 2 7 

ER4 Use resources efficiently 6.54 1.02 2 7 

ER5 Invest in energy savings 6.47 1.09 2 7 

ER6 Produce eco-friendly products 6.27 1.19 1 7 

Social re-
sponsibility 

SR1 
Participation in voluntary or charita-
ble activities to improve the quality 
of life in the local community 

6 

5.29 1.63 1 7 

0.9162 0.8406 

SR2 Support private and public educa-
tional institutions 5.05 1.63 1 7 

SR3 Raise funds for the social cause 5.32 1.66 1 7 

SR4 
Support the culture, artistic activi-
ties and sports activities of the local 
community 

5.92 1.43 1 7 

SR5 Recognizes and abides by new eth-
ical or moral standards 5.90 1.49 1 7 

SR6 Prevent unethical behavior 5.36 1.54 1 7 

Economic 
responsibi-

lity 

EC1 Maximize earnings 

5 

5.21 1.56 1 7 

0.8961 0.8026 

EC2 Search for a profitable business 5.51 1.39 1 7 

EC3 Acquire a strong competitive posi-
tion 5.27 1.50 1 7 

EC4 Contribute to society and the econ-
omy 5.87 1.33 1 7 

EC5 Creating new jobs 6.37 1.14 1 7 

Legal re-
sponsibility 

LR1 
Operate in a manner consistent 
with the expectations of the govern-
ment and the law 

3 

5.58 1.39 1 7 

0.9251 0.7693 LR2 Fulfill legal obligations 6.06 1.31 1 7 

LR3 Meet the minimum legal require-
ments for goods and services 6.10 1.27 1 7 

Source: our elaborations 

 
Cronbach α was used to test internal consistency for all items under re-

spective variables (Namukasa, 2013). Following Hair at al. (2006) who 
stated that the Cronbach α coefficient over 0.6 is adequate for basic research, 
it is possible to argue that the sample of this study shows good internal con-
sistency. Also performing the Kaiser-Meyer-Olkin (KMO) test whose result 
must exceed the 0.5 limits (Kaiser, 1974; Hair et al., 2006; Santouridis and 
Trivellas, 2010), the sample was found appropriate to perform the factor 
analysis. Finally, the correlation test was used (see Annex A: tables from I 
to IV) to verify whether the observed variables contain misleading redundan-
cies or make the results insignificant. 
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Factor analysis is used to synthesize a series of evaluations about the im-
portance of some specific characteristics of the product/service studied, in or-
der to identify the milestone of customer opinions and to perform segmenta-
tion. Factor analysis is generally useful to ‘condense’ and ‘reduce’ the data, 
trying to lose the least amount of relevant information (Bracalente et al., 2009). 

The matrix of main components (eigenvectors) of the all Corporate Social 
Responsibility dimensions shows that the three factor of them has eigenvalues 
greater than 1 and encompass 75.51% of the information contained in the orig-
inal data set. For this reason, the three factor was considered to identify the 
new variable. 

Finally, the orthogonal Varimax rotation was employed to enhance the 
interpretability of the factor loadings.  

Factor interpretation was achieved by considering the so-called saturation 
matrix (Table 3) where the correlation between the original variables and the 
factors were identified. Each variable is associated according to the highest 
correlated factor, and then this factor is interpreted according to associated 
variables. In this case, all the factors are associated with a single variable. 

 
Tab. 3 – Saturation matrix (factor loadings) of the CSR dimensions 

Dimension Var Factor1 Factor2 Factor3 Uniqueness 

Social responsibility 

SR1  0.8075  0.2717 

SR2  0.8918  0.1507 

SR3  0.8385  0.2294 

SR4  0.6040  0.2716 

SR5  0.5916  0.3438 

SR6  0.7734  0.3034 

Economic responsibility 

EC1   0.8879 0.1803 

EC2   0.9057 0.1405 

EC3   0.8362 0.2631 

EC4   0.6258 0.3839 

EC5   0.5344 0.3102 

Environmental responsibility 

ER1 0.8244   0.2406 

ER2 0.8561   0.1505 

ER3 0.8966   0.098 

ER4 0.8499   0.1508 

ER5 0.8651   0.1461 

ER6 0.8290   0.221 

Legal responsibility 

LR1 0.5522   0.4247 

LR2 0.6248   0.2978 

LR3 0.6440   0.3193 

Source: Our elaborations 
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Through factor analysis, the number of variables was reduced from 20 to 
3. The new variables, as main components, are uncorrelated with each other, 
then carrying different information content. They are the most relevant to 
represent the phenomenon observed since they can “explain” most of the 
variance (or the information content) of the variables themselves (Table 4). 

 
Tab. 4 – New Variables 

Dimension New Variables Code New Variables 

Environmental Responsibility 
E&LR Environmental&Legal Responsibility 

Legal Responsibility 

Economic Responsibility EC Economic Responsibility 

Social Responsibility SR Social Responsibility 

Source: Our elaboration 

 
 

3.2. Regression model 
 

In order to build the multiple linear regression the new 3 variables ob-
tained from the factor analysis are the explanatory variables while the new 
variables of customer loyalty is the dependent variable. For the estimation of 
the regression model, the variables obtained from the results of factor analy-
sis were used, in order to eliminate redundancies in the observed variables. 

 
Tab. 5 – Regression model 

CL Coef. Std. Err. P>t Sig. 

E&LR 0.453 0.046 0.000 *** 

SR 0.315 0.046 0.000 *** 

ER 0.363 0.046 0.000 *** 

_cons 0.001 0.046 0.974 * 

Adj R-squared = 0.4328 Number of Obs= 268 

Source: our elaborations,  

Notes: Significant at *90%; **95%; ***99% 

 
The adjusted R2 index is an index that provides information on the good-

ness of the model as a whole and expresses the proportion of the total varia-
bility of the dependent variable that can be attributed to the linear relation-
ship with the considered independent variables; having a considerable inter-
pretative effectiveness it can be used to summarize the results of a regression 
model. The value of ‘Adjusted R-Squared “(0<R2>1) allows stating that 
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43% of the total variability of customer loyalty is explained by the linear 
relationship with the CSR dimensions introduced. Finally, a more in-depth 
analysis of the values of the p-value shows very sound evidence against the 
null hypothesis in favour of the alternative exists. All CSR dimensions are 
significantly in relation with customer loyalty. 

 
 

4. Discussion and conclusions 
 
Overall, the results of this study provide a theoretical and empirical foun-

dation for more understanding of the impacts of CSR on customer loyalty. 
The first goal of this study has been to identify CSR dimensions through 
factor analysis. Three factors have been identified. They summarize the var-
iables related to CSR. In particular: (1) Environmental and Legal Responsi-
bility; (2) Social Responsibility; (3) Economy Responsibility. The results 
show that all dimensions of the CSR are summarized in a single factor except 
the two dimensions of Environmental and Legal Responsibility which are 
summarized together in a single factor. This result shows that the environ-
mental dimension is perceived as closely linked to the legal aspects of busi-
ness management. For millennials generations, environmental protection is 
not a voluntary choice by companies but a moral and legal obligation. The 
second goal of this study has been to analyze the relationship between CSR 
dimensions and customer loyalty. The regression model shows the existence 
of a strong link between factors. The variability of customer loyalty depends 
on CSR dimensions.  This result is in line with the literature. In fact, Lee 
(2019) and Cuesta-Valiño et al. (2019), demonstrated as, CSR is positively 
influencing customer loyalty. In particular, these results show which for MG 
the CSR topic is very important and they are willing to reward companies 
that correctly implement CSR with loyalty. The MG expect organiza-
tions/brands to engage in CSR activities, and, because of increased corporate 
social performance reporting, are aware of an organization’s CSR efforts 
(Eveland et al.,2018). The results highlight the strong involvement of MGs 
with CSR topic and according to Lerro et al. (2019) both trust and loyalty 
play a key role in affecting consumers’ willingness to support the companies 
which implement CSR initiatives. 

From the theoretical point of view, this work contributes to further deepen 
the literature on CSR and CL in Millennial Generation (MG) students, and 
confirms, through further empirical analysis, what was underlined by other 
authors. From a managerial point of view, this research provides crucial im-
plications for firms and managers who want to formulate CSR policies in 
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order to increase customer loyalty. Precisely, managers must define CSR ac-
tivities that are shared by consumers who meet their value system. 

The paper also presents some limitations related to the fact that the re-
search was conducted in a small-sized university, namely that of Tuscia in 
the city of Viterbo. Furthermore, the sample is accidental. In order to evalu-
ate the results and fill the limits of the research, it would be interesting to 
develop the research also in other universities of different sizes, thus obtain-
ing a larger sample. Also, some future avenues of research are possible. It 
would be interesting to learn more about those who have declared that they 
do not know the CSR topic. It would indeed be appropriate to subject this 
part of the sample to a further interview, once given a brief explanation of 
CSR and then to analyze the gap of the perception of CSR before or after. 
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