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Abstract : Companies that demonstrate corporate social responsibilities (CSR) are more likely to withstand any downturn or
crises because of the trust built with stakeholders. Many firms are utilizing CSR marketing to improve the interactions with
their various stakeholders, mainly the consumers. Most previous research on CSR has focused on the impact of CSR on
customer responses and behaviors toward a company. As online food ordering and grocery shopping remains inevitable. This
study  will  investigate  structural  relationships  among  consumer  positive  emotions  (CPE)  and  negative  emotions  (CNE),
Corporate Reputation (CR), Customer Trust (CT), Brand Image (BI), and Brand attitude (BA) on behavioral outcomes such as
Online purchase intention (OPI) and Word of mouth (WOM) in retail grocery and food restaurants setting. Hierarchy of Effects
Model will be used as theoretical, conceptual framework. The model describes three stages of consumer behavior: (i) cognitive,
(ii)  affective,  and  (iii)  conative.  The  study  will  apply  a  quantitative  method  to  test  the  hypotheses;  a  self-developed
questionnaire with non-probability sampling will be utilized to collect data from 500 consumers belonging to generation X, Y,
and Z residing in KSA. The study will  contribute by providing empirical evidence to support the link between CSR and
customer affective and conative experiences in Saudi Arabia. The theoretical contribution of this study will be empirically
tested comprehensive model where CPE, CNE, CR, CT, BI, and BA act as mediating variables between the perceived CSR &
Online  purchase  intention  (OPI)  and  Word  of  mouth  (WOM).  Further,  the  study  will  add  more  to  how the  emotional/
psychological process mediates in the CSR literature, especially in the Middle Eastern context. The proposed study will also
explain the effect of perceived CSR marketing initiatives directly and indirectly on customer behavioral responses.
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