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EXTENDED ABSTRACT

Introduction
Many studies from the sociology literature have noted the

importance of communities and feelings of community attachment
on individual decision making (Goudy 1990; Kasarda and Janowitz
1974). In an age of globalization, increasingly mobile populations,
and growing urban sprawl, the character of social interactions are
altered away from communal attachments and more towards
primarily economic based contacts through work and shopping
(Putnam 2000). The ensuing sense of emptiness and dissatisfaction
with everyday life may lead people in these situations to regain
some sense of balance by seeking social-collective activities, (Bellah
et al. 1986). Arnold, Kozinets, and Handelman (2001) suggest that
individuals may turn to businesses in the community, such as
retailers, to provide a sense of community. As such, through their
community oriented Corporate Social Responsibility (CSR)
initiatives, businesses might attempt to portray themselves as
attached to the community (Besser 1999; Miller and Besser 2000).

Theoretical Development
Drawing on Oliver (1991), organizations may employ different

CSR strategies that demonstrate their attachment to the community.
This study empirically examines three of these strategies. The first
is acquiescence whereby the organization presents a direct and
unquestioned acceptance and compliance to community rules.
Here, the organization contributes directly to community causes
with no economic based expectations in return. The second strategy
is compromise whereby the organization’s contribution to a
community cause is directly linked to an economic return. Cause-
related marketing is an illustration of this where a community
contribution is directly linked to the sale of a product. The third
strategy is symbolic acquiescence where the organization creates a
façade of acquiescence by symbolically linking itself to a community
cause, but not making a tangible contribution. It is hypothesized that
the type of strategy will have a significant impact on a consumer’s
evaluation of the business’ community attachment whereby an
acquiescence strategy will be most effective and the symbolic
acquiescence strategy will be least effective.

An important variable that is hypothesized to moderate the
effectiveness of these strategies on the consumer’s assessment of
the organization’s community attachment is the type of ownership
of the business employing the strategies. In particular, large, non-
local businesses are typically regarded by consumers as strictly
economic-oriented operators and unaware of local issues (Brennan
and Lundsten 2000; Miller and Besser 2000). As such, it is
hypothesized that an acquiescence community oriented strategy
will be more effective for non-local businesses than local businesses
in that consumers would not expect non-local businesses to comply
so directly with community norms.

A final hypothesis is that community attachment will mediate
the impact of strategy and ownership type on a consumer’s patronage
intention. In other words, community oriented CSR strategies and
ownership type do not lead directly to a patronage decision. Instead,
they help the consumer assess the degree of attachment that business
has to the community. It is this assessment that is hypothesized to
influence patronage decisions. Of course, this hypothesis must be

put in context. Community attachment is but one variable that
resides alongside other important variables, such as price, quality,
etc., in influencing patronage decisions. However, the purpose of
this study is to highlight the potential impact that community
attachment may have on a consumer’s patronage decision.

Empirical Research
Results from a 3 (acquiescence, compromise, and symbolic

acquiescence strategies) x 2 (local versus non-local ownership)
between subjects experimental design in a retailing context support
the importance of considering the community attachment construct.
First, it was found that the type of ownership had a significant effect
on the consumer’s evaluation of the retailer’s community attachment.
A locally owned retailer was regarded as significantly more attached
to the community than a non-local retailer. In addition, type of
ownership also moderated the effect of strategy on assessments of
community attachment. For local retailers, there was no significant
difference between the effectiveness of the three different types of
strategies on the consumer’s assessment of the retailer’s community
attachment. This included the use of symbolic acquiescence.
However, for non-local retailers, the type of strategy used made a
significant difference. For non-local retailers, an acquiescence
strategy was significantly more effective at building an evaluation
of community attachment than a symbolic acquiescence strategy.
The effectiveness of a compromise strategy fell in between the two.

Finally, community attachment is shown to completely mediate
the impact of strategy and type of ownership on a consumer’s
patronage intentions. This mediating role speaks to the possibility
of the community attachment construct as being another contributor
to consumer patronage decisions. Community attachment also
helps explain how an organization’s community-oriented CSR
strategies might translate into consumer patronage. In particular,
community attachment may serve as an important objective in
guiding marketers as they develop CSR initiatives. In designing
these initiatives, marketers must also take into consideration the
nature of their organization. For non-local businesses, the use of an
acquiescence strategy is the most effective means to convince
consumers of community

References
Abratt, Russell and Diane Sacks (1989), “Perceptions of the

Societal Marketing Concept,” European Journal of Market-
ing, 23 (6), 25-33.

Arnold, Stephen J., Robert V. Kozinets and Jay M. Handelman
(2001), “Hometown Ideology and Retailer Legitimation: The
Institutional Semiotics of Wal-Mart Flyers,” Journal of
Retailing, 77 (3), 243-71.

Baron, Rueben M. and David A. Kenny (1986), “The Moderator-
Mediator Variable Distinction in Social Psychology
Research: Conceptual, Strategic, and Statistical Consider-
ations,” Journal of Personality and Social Psychology, 51
(6), 173-82.

Bellah, Robert N., Richard Madsen, William M. Sullivan, Ann
Swidler, and Steven M. Tipton (1986), Habits of the Heart:
Individualism and Commitment in American Life, New York:
Harper and Row Publishers.



Advances in Consumer Research (Volume 31) / 315

Besser, Terry L. (1999), “Community Involvement and the
Perception of Success Among Small Business Operators in
Small Towns,” Journal of Small Business Management, 37
(4), 16-29.

Brennan, David P. and Lorman Lundsten (2000), “Impacts of
Large Discount Stores on Small US Towns: Reasons for
Shopping and Retailer Strategies,” International Journal of
Retail and Distribution Management, 28 (4/5), 155-61.

Brown, Tom J. and Peter A. Dacin (1997), “The Company and
the Product: Corporate Associations and Consumer Product
Responses,” Journal of Marketing, 61 (January), 68-84.

Drumwright, Minette E. (1994), “Socially Responsible Organi-
zational Buying: Environmental Concern as a Noneconomic
Buying Criteria,” Journal of Marketing, 58(July), 1-19.

Ellen, Pam Scholder, Lois A. Mohr and Deborah J. Webb
(2000), “Charitable Programs and the Retailer: Do They
Mix?” Journal of Retailing, 76 (3), 393-406.

Goudy, Willis J. (1990), “Community Attachment in a Rural
Region,” Rural Sociology, 55 (2), 178-98.

Johnson, Elmer W. (1997), “Corporate Soulcraft in the Age of
Brutal Markets,” Business Ethics Quarterly, 7 (4), 109-24.

Kasarda, John D. and Morris Janowitz (1974), “Community
Attachment in Mass Society,” American Sociological
Review, 39 (June), 328-39.

Menon, Ajay, and Anil Menon (1997), “Enviropreneurial
Marketing Strategy: The Emergence of Corporate Environ-
mentalism as Marketing Strategy,” Journal of Marketing, 61
(January), 51-67.

Miller, Nancy J. and Terry L. Besser (2000), “The Importance of
Community Values in Small Business Strategy Formation:
Evidence From Rural Iowa,” Journal of Small Business
Management, 38 (1), 68-85.

Morganosky, Michelle A. and Brenda J. Cude (2000), “Large
Format Retailing in the US: A Consumer Experience
Perspective,” Journal of Retailing and Consumer Services, 7
(4), 215-22.

Oliver, Christine (1991), “Strategic Responses to Institutional
Processes,” Academy of Management Review, 16 (1), 145-79.

Ortega, B. (1998), In Sam We Trust: The Untold Story of Sam
Walton and How Wal-Mart is Devouring America, New
York: Random House, Inc.

Putnam, Robert D. (2000), Bowling Alone: The Collapse and
Revival of American Community, New York: Touchstone.

Robin, Donald P. and R. Eric Reidenbach (1987), “Social
Responsibility, Ethics, and Marketing Strategy: Closing the
Gap Between Concepts and Application,” Journal of
Marketing, 51 (January), 44-58.

Sen, Sankar and C. B. Bhattacharya (2001), “Does Doing Good
Always Lead to Doing Better?: Consumer Reactions to
Corporate Social Responsibility,” Journal of Marketing
Research, 38 (May), 225-43.

Stinner, William F., Mollie Van Loon, Seh-Woong Chung and
Yongchan Byun (1990), “Community Size, Individual Social
Position, and Community Attachment,” Rural Sociology, 55
(4), 494-521.

Varadarajan, P. Rajan and Anil Menon (1988), “Cause-Related
Marketing: A Coalignment of Marketing Strategy and
Corporate Philanthropy,” Journal of Marketing, 52 (July),
58-74.


