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Abstract: Corporate Social Responsibility (CSR) basically refers to what is done by organizations to positively 

influence the society in which it exists. This could include, healthcare initiatives, preservation of cultural heritage 

and beautification of cities /towns, community relations, special education/ training programs and scholarships 

and volunteer assistance programs. This study examined the effects of Customers Corporate Social Responsibility 

on employer branding in tea factories in Kericho County. The study adopted a descriptive research design to 

explain the existing CSR phenomenon in relation to employer branding. The target population of 5002 

stakeholders of the tea factories was selected purposively to cater for those populations that had experienced the 

effects of CSR. A sample of 370 respondents was randomly selected based on Yamani. Data was obtained from 

self-structured questionnaires with close-ended questions. Analysis of qualitative data was done manually using 

thematic summaries and presentation. Quantitative data was analyzed using descriptive and inferential statistics 

aided by International Business Machines (IBM) Statistical Package for Social Scientists (SPSS) statistical 

computer package version 22 then presentation was done using frequency tables. The study concludes that 

customer social responsibility have positive and significant effects on employer branding.  
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1.  INTRODUCTION 

1.1 Background to the Study 

Corporate Social Responsibility (CSR) refers to what is done by organizations to positively influence the society in which 

it exists. It is a relatively new approach towards recruiting and retaining the best possible human talent within an 

employment environment that is becoming more competitive, Backhaus and Tikoo, (2004). This could include, healthcare 

initiatives, preservation of cultural heritage and beautification of cities /towns, community relations, special education/ 

training programs and scholarships and volunteer assistance programs. The idea is basically giving back to the society 

what the business has taken in the pursuit of creating wealth. CSR is viewed as a strategic tool of responding to various 

expectations of multiple stakeholders (Lai,Chiu, Yang & Pai, 2010; Maden, Ariken, Telci & Kantur, 2012).  

Developing CSR projects helps organizations to build reputation amongst internal and external stakeholders and through 

attracting talent, recruiting, retaining and motivating employees. Companies which do not recognize this and even 

respond appropriately will put their bottom line and survival at risk (Ghoshal and Moran, 1996). Engagement with 

stakeholders enhances and sustains a firm‟s revenue generation through improved relationship with customers, employees 

and other stakeholders, Harrison and Wicks, (2013). Employer brand refers to the image of an organization as „a great 

place to work‟ in the mind of current employees and key stakeholders in the external market which includes, candidates, 

customers, clients and other key stakeholders. Therefore, the art and science of employer branding is concerned with the 
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attraction, engagement and retention of initiatives whose target is to enhance a company‟s employer brand, (Minchington, 

2010). According to Sullivan (2004), employer branding is considered a long term strategy used to manage the perception 

and awareness of existing employees, potential employees and related stakeholders with regards to particular firms. The 

increased focus on employer branding is highlighted in the 2007-2008 Trends List from the Society for Human Resource 

Management, as a strategy being used in today‟s competitive business environment.  

1.2   Statement of the Problem      

There is an increasing significance of CSR globally. According to Bustamante (2014), CSR plays a potential role of 

branding an employer by making an employer an attractive place to work. However employers in many tea factories have 

not exploited CSR as a branding strategy. In addition various studies on effect of CSR on employer branding have been 

done in different sectors except in the tea factories which has not been used yet it is an instrument which differentiate a 

company from its competitors in the eye of current and potential employees (Petkovic, 2008). Employer branding shows a 

firm‟s uniqueness, encourages employees that their company is a good place to work at and allows the firm to 

differentiate itself from competitors (Seghal and Malati 2013). To consider the efficiency and company image in the use 

of CSR the indicators are stakeholders, that is, employees, customers, community and shareholders. Various studies have 

been done in different sectors, for example, in the information technology industry, in telecommunication sector, in Small 

and Medium Enterprises (SMEs), in institutions and service firms. This study therefore sought to determine the effect of 

corporate social responsibility towards customer on employer branding in selected tea factories in Kericho County.  

2.  CUSTOMER SOCIAL RESPONSIBILITY AND EMPLOYER BRANDING 

Consumers represent an important stakeholder group and therefore directing CSR activities, companies need to adopt a 

customer-centered approach. It is the social responsibility of a business to ensure safeguarding of consumers through 

customer care, product quality, pricing, information and feedback. According to Sweeney (2009), CSR affects consumer 

attitude towards a product and the firm. Consumer information about the safe and responsible use of products is very 

critical for customer loyalty. It is the obligation of producers to inform the users about foreseeable misuse of products and 

dangers that can arise during operation as well as warning them accordingly using warning sticks and manuals, Ibrahim 

(2014). According to Lawrence and Weber (2011), consumer pressure comprises consumer protection, after sales 

services, provision of consumer information and the expectation that companies will produce safe products.  

Product safety and quality is assured through standardization mark and QMS (ISO 9001).Standardization mark is strategic 

in that particularities (features, value for money, serviceability and aesthetics) combine to conform to customer 

expectations. Quality is seen from two perspectives; conformance to expectation (the customer side) and conformance to 

specification (the supplier side), (Cruz & Ramos, 2015 Yin et al., 2013).  Customer stakeholder responsibility best 

practice involves ensuring service excellence and product quality in terms of timely customer feedback and, technology 

and sustainable product (Yin et al., 2013). Consumers are concerned about their environmental and social conditions 

under which their products and services are produced and tend to express their preference through their purchase 

behavior, Pedersen (2015). 

According to Sen and Bhattacharya (2001), customers tend to view organizations which carry out CSR activities in a 

positive way and tend to identify with them. The positive customer discernments leads to customer satisfaction and 

loyalty. A firm‟s strategic management agenda focuses on customer loyalty and management of attrition. Firms develop 

long-term and mutually beneficial plans by creating and maintaining the loyalty of customers, Aaker (1996). Customer 

loyalty may be described as the ability of customers to continuously believe that an organization‟s product or service 

remains the best option to them. Whenever they face the decision to purchase, they take the option. In addition, loyalty 

refers to the ability to stick to company‟s products or services despite the existing problems because of the company‟s 

goodness to them in the past and how their issues are addressed when they raise. It is the customer‟s willingness to do 

business with the company.  

Loyal customers get products or services which they require and believe to be superior to those of competitors. Such 

customer mindsets go beyond normal interactions but believe that there is a bigger relationship with the firm than the 

products or services which they buy and thus increases brand loyalty and creates customer satisfaction. According to 

Galbreath (2009), customers develop perceptions on forms through CSR initiatives whish impact on customer 

satisfaction, word-of-mouth, product use, expectations based on advertising and service interaction. Companies that 
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implement CSR practices are higher in terms of brand image and reputation compared to companies that do not, Nzulwa 

(2013). This study examined customer gains from the CSR practices of the firms from various perspectives which 

include, customer service, quality assurance, pricing, procedures of resolving complaints, information and feedback.      

3. SOCIAL RESPONSIBILITY OF CUSTOMERS AND EMPLOYER BRANDING 

Table 1: Descriptive Statistics on Social Responsibility of Customers and Employer Branding 

 Mean Std. Deviation Analysis N 

Customers have their orders supplied on time without delay 2.0531 1.16195 358 

Whenever goods are being packaged, it is ensured that they are of 

the right quantity 
2.2626 1.13429 358 

The quality of the goods given to the customers is that requested by 

them or that relevant to the amount they pay 
2.3101 1.31846 358 

Customers are charged the right price for the products they buy 2.5363 1.44267 358 

Whenever customers make inquiries, they are given relevant 

feedback within the right time 
2.0810 1.21689 358 

Customers have never raised any complaint regarding the products 

and services given to them. 
2.1425 1.11236 358 

Customers have always been satisfied by the products and services 

given to them 
2.2179 1.36893 358 

         Source: Research Data (2019) 

According to the descriptive statistics findings on customer social responsibility and employee branding in table 1, tea 

factories charge customers the right price for the products they buy had a mean of 2.5363, the quality of the goods given 

to the customers is that requested by them or that relevant to the amount they pay had a mean of 2.3101, whenever goods 

were being packaged, it was ensured that they were of the right quantity had a mean of 2.2626, Customers were always 

satisfied by the products and services given to them had a mean of 2.2179; whenever customers made inquiries, they were 

given relevant feedback within the right time had a mean of 2.0810 and customers had their orders supplied on time 

without delay had a least mean of 2.0531. 

These findings were supported by Aaker  (1996) who noted that a firm‟s strategic management agenda focuses on 

customer loyalty and management attrition and that firms develop long-term and mutually beneficial plans by creating 

and maintaining the loyalty of customers. Moreover, the finding were supported by (Yin et al., 2013) whose study 

concluded that customer stakeholder responsibility best practice involves ensuring service excellence and product quality 

in terms of timely customer feedback and, technology and sustainable product  

Table 2: KMO and Bartlett's Test on Social Responsibility of Customers and Employer Branding 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .770 

Bartlett's Test of Sphericity 

Approx. Chi-Square 752.143 

Df 21 

Sig. .000 

              Source: Research Data (2019) 

From the results of table 2 on KMO and Bartlett‟s Test on social responsibility of customers and employee branding, the 

results of KMO measure is 0.770, which is between 0.7 and 0.8 therefore it can be accepted. The Bartlett‟s Test Of 

Sphericity is significant (0.00), the significance is less than 0.05 which is small enough to reject the null hypothesis. This 

means that correlation matrix is not an identity matrix. 

4. CUSTOMER SOCIAL RESPONSIBILITY AND EMPLOYER BRANDING 

Tea factories need to supply customer‟s orders on time and whenever customers‟ goods are being packaged; they do it in 

the right quantity relevant to the amount paid. The tea factories customers often raise complaint regarding the products 

and services given to them; they ought to be given relevant feedback within the right time when they make inquiries. 
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5. RECOMMENDATIONS 

The study recommends that customer social responsibility though quality assurance, product information and customer 

feedback to ensure customer satisfaction and loyalty.  

Similar research on other sectors of the economy could be considered, especially the service sector including health, 

insurance and hospitality sectors. A similar research can also be done with a focus on other stakeholders, for example, 

government, suppliers and investors. 
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