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Abstract : This research aims to examine the influence of mediating effect of corporate social responsibility on the relationship
between  consumer  awareness  of  green  marketing  and  purchase  intentions  in  the  retail  setting.  Data  from 200  valid
questionnaires was analyzed using the partial least squares (PLS) approach for the analysis of structural equation models with
SmartPLS computer program version 2.0 as research data does not necessarily have a multivariate normal distribution and is
less sensitive to sample size than other covariance approaches. PLS results revealed that corporate social responsibility
partially mediated the link between consumer awareness of green marketing and purchase intentions of the product in the
retail  setting.  Marketing  managers  should  allocate  a  sufficient  portion  of  their  budget  to  appropriate  corporate  social
responsibility activities by engaging in voluntary programs for positive return on investment leading to increased business
profitability and long run business sustainability. The outcomes of the mediating effects of corporate social responsibility add a
new  impetus  to  the  growing  literature  and  preceding  discoveries  on  consumer  green  marketing  awareness,  which  is
inadequately researched in the Malaysian setting. Direction for future research is also presented.
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