Revue Organisation & Travail Volume 8, N°1 (2019)

The impact of consumer awareness of social respobgity on his
purchasing decision

Hassiba HADOUGAE®

Received:14/07/2019
Accepted:05/09/2019

Published: 10/10/2019

Abstract:

This study aims at identifying the exteatvthich the Algerian consumer understands the
dimensions of social responsibility and its impaetpurchasing trends. The results showed that the
Algerian consumer is aware of CSR, with a greagrdéncy to take legal and ethical aspects and to
a lesser extent economic and human aspects.
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1.Introduction

Marketing philosophies evolved throughfetiént stages. Several factors contributed
to the formulation of each of these philosophiesl time philosophy of social responsibility
emerged as an inevitable result of the developménteas and movements that were
concerned with the protection of society and thasomer, as well as the concern for
protecting the environment and natural resourchs.philosophy of social responsibility is
based on The need to consider social and ethiceliderations in marketing practices and
the need to balance the conflicting interests ofifability and the interest of society and to
achieve consumer satisfaction, with the need t@edtheir activities to include more than
productive activities, Environment and respect ¢éonsumer rights. Organizations that
adopt social responsibility are seeking to readfiuéence and fulfill the consumer, a
consumer that is no longer naive.

The organizations look at a traditional view thatifses on some economic aspects
only and accepts any products, whatever their sounc method of production and
marketing. And the importance of studying the bédraef the consumer to understand and
know what drives the consumer to deal with a proeithout another and work to satisfy
his needs and meet his wishes because it is the awe of any organization and attention
is the secret of success, and if not succeed isfygag his needs and desires, It should be
noted that consumers differ in their individual i&dweristics and characteristics, as well as
in their needs, desires and ways of satisfying th€herefore, organizations should pay
particular attention to this discrepancy, and tadgtthe basic dimensions of consumer
attitudes and behavior. And how to satisfy his semod desires and expectations, as well
as to identify his proposals in order to achievednesatisfaction and increase the level of
satisfaction.

Based on the growing interest of the latter inclients and its desire to influence
their purchasing behavior, the problem of the stuslycrystallized in the following
guestion:

How far does the Algerian consumer's perception ahe dimensions of social
responsibility affect his purchasing behavior?

The importance of the study:The importance of the study is highlighted by thkéofving
points:

- A new study on the Algerian consumer's awarenasshe dimensions of social
responsibility.

- Increasing interest, especially in recent tirhgghe institutions of marketing and social
responsibility, in view of the importance of thderat plays in achieving the objectives of
the institution.
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- The necessity of the attention of institutionghte dimensions of social responsibility, and
their use in influencing purchasing decisions & ttonsumer in a way that serves the
objectives of these institutions.

Hypotheses of the studyThe study puts three hypotheses as follows:

- The first premise: Algerian consumers are aware of the extent tehvhistitutions adopt
social responsibility.

- The second hypothesis The level of Algerian consumer perception of abci
responsibility affects his purchasing behavior.

- The third hypothesis The level of the Algerian consumer's perceptibthe dimensions
of social responsibility affects his purchasing é&a&br.

Previous studies:The researcher has reviewed many previous stubliese studies dealt
with corporate social responsibility, social resgibility and customer loyalty, consumer
behavior.

- Hamdi Fouad Mohammed Hussein's studywhich dealt with the marketing dimensions
of CSR and its implications on consumer satisfactiénalytical study of opinions from a
sample of managers and consumers in a sample ahiaegions manufacturing food
products in the Republic of Yemen- Movements tloatufed on the protection of society,
consumers and the environment were inevitable rmsador the emergence of the
philosophy of social responsibility. Based on thensideration of social and ethical
considerations in marketing practices, as well les ieed to balance the contradictory
interests of profitability and the interest of sagiand achieve consumer satisfaction. The
study also examined in some detail consumer setisfaand rights, and focused on the
reality of social responsibility in the institutiotYemeni data through the detail in the
evaluation of the study sample the activities stitations towards the community

-(Ali et al, 2010): This study aimed to investigate the effects ofipid quality, service and
customer satisfaction along with social responigjbiheasures on the customer's buying
intentions, as well as on his loyalty. The dataentmsed on the questionnaire tool designed
for this purpose, where 250 questionnaires wettgilolised to the university students using
mobile phones in Pakistan. The data were analysetjuhe structural equations model
through the VO7.Amos program. The study concludeat there was no relationship
between awareness of CSR activities and customaltyointention. However, there was a
significant relationship between service qualitd @mstomer satisfaction.

- Murali et al (2012) is finding relevant evidence to link consumer lbyand corporate
social responsibility initiatives within the orgaation. The study was conducted in one of
the leading companies in the electronics industryMialaysia. Consumer loyalty to the
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company, the study also shows that by investingdrporate social responsibility, the
company can achieve positive results in termsrafcial performance.

- van den Berg & Lidfors (2012)examined how CSR activities envisaged affect ensto
loyalty. Their results confirmed a positive relaship between CSR activities and
customer loyalty in the Swedish chocolate market.

- Lechtinstien 2004 study on consumer ethics in commodity choices thedimpact of
corporate social responsibility in pushing the eoner to contribute in supporting the
social issues adopted by companies. Commodity acdueagement.What is noticed on
this study is that it focused on social respongybiand its implications on consumer
satisfaction. However, our study dealt with incregsocial responsibility on the subject of
Algerian consumer perception.

Study Methodology: This study follows the descriptive approach to kiag the
phenomenon of research and the methodology ofsagaieey to collect study data and the
statistical approach to test hypotheses.

Research SampleDue to the large size of the study community areddimilarity of its
vocabulary in most characteristics, it is basedaosoft sample from which data are
collected for specific research tests.

2.General concepts of social responsibility

2.1 Definition of social responsibility: The concept of social responsibility came as a
result of the failure of business organizationsrégpond to the needs of their social
environment. Hence, many trends aimed at the dieimiof social responsibility were
defined:

- Classic (traditional) concept: In the philosophical framework of this trend towsrd
social responsibility is expressed by the behaarat personal values of business managers.
(Muhammad, 2007, p. 29)

- Administrative concept: C.E.D has strengthened the administrative concéiooial
responsibility, by representing the relationshiphweustomers or the wider community as
such. (Thamer, 2001, p. 33)

- Environmental concept: This concept emerged in 1920, is the sense of neasag that
their social responsibility is not limited to theganization, but extends to the various
categories and parties are the whole community

Finally, the common denominator in the conceptarporate social responsibility is
the commitment of organizations and the commitnoétiusiness people to pursue policies
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for decision-making, addressing desirable situati@md achieving community-wide goals
and values.(Sen, 2008, pp37-44)

2.2Dimensions of Social Responsibility:
Requiring them to take into account the basic dsiers that include:

Economic responsibility: The provision of goods @&edvices of value to the community at
reasonable prices and high quality. Within thispoesibility, the organization achieves
profits and financial returns that enable it totamme (Helmi, 2015, p. 49)

Legal responsibility: is to achieve economic resloitity within the limits established by
the country's legal system and this obligation cerhude all stakeholders with different
legal requirements including environmental stanglam tax laws.

Ethical responsibility: The moral responsibility thie institution is to respect and take into
account the values, ethics and beliefs of the spalewhich it operates. Such beliefs and
customs have not been codified but respected tutisns in order to improve their
reputation and status.( TiQ008 , pp213-219)

Human responsibility: The various voluntary initvas of the institution that are humane,
such as training programs for groups of the elderlyoung people, where these activities
or initiatives are basically related to the fielfltbe institution, where no profit or market
share is expected. (Red Crescent, 2013, pp. 10-12)

3. General concepts about the consumer and his purasing decision:

3.1 - Consumer Definition: The consumer is"Any natural or moral person using a good
or service, from a marketing point of view,ls thaimfocus of everything that is produced
or distributed. (Muhammad, 2004, p. 65)

The consumer knows that: "The average persongat [gerson who purchases goods and
services from the market for his personal conswnptr for others, and the consumer
makes the purchase process to meet the needs quuereents that are satisfied by
obtaining goods and services from the market thnadifferent operations.”"(Nasr, 2006, p.)

Therefore, the consumer can be defined as a $ehdéncies, desires, needs and
things that the person prefers and turns themeffextive and real demand for a particular
service or product. This behavior is influencedsbyeral psychological, social, economic
or psychological factors. (Khalid, 2013, p. 18)

3.2 Definition of consumer behavior:The great interest in the study of consumer bemavi
by researchers and writers led to the emergensevaral definitions, including:
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Means those behaviors which result from a persamglexposed to an internal or
external stimuli vis-a-vis what is presented to lnnorder to satisfy his desires and fulfill
his needs. (Hamad, 2006, p. 30)

It is also defined as: "processes through whicdividual or group can choose and use
products and services to satisfy their needs". Dim1999 , p 62)

3.3 The concept of purchasing decision making pross:

The decision to buy the final consumer passesigiiranany complicated procedures
due to the many different factors that affect tbestimers. The process of defining these
procedures in a precise and firm manner is consttlardifficult task in the institution.
(Hamid, 2000, p. 97)

The process of making a purchase decision is ditfise"those steps or stages that
the buyer goes through in the event of making @®about which products to purchase.”
(Mahmoud, 2007, p. 109)

3.4 Stages of purchasing decision for the consumesteps of the process of making the
decision to buy the consumer can be explained| s

- Sense of needWe can shorten the concept of the need to feglttie consumer feels the
need when a defect or difference between his tatd,svhich represents what he needs and
the desired situation and dreams of achieving,camdbe considered goods and services are
a means to help greatly satisfy desires. (Ismd&R2¢. 128)

Collection of information:When a consumer senses the need for somethingillit
naturally begin to move on to the other point, skegge of information gathering. The client
or consumer begins at this stage and feels thetoesallect information about the products
or services he or she wants or feel from their geabk sources such as family, friends or
colleagues. Work, etc. This stage can be considasetthie most important stage for sales
and marketing men, as the consumer will start logkor the company and identify its
products and the institutions to accelerate theammption of promotional campaigns to
prove that their products are the best alternatwehat is looking for

- Evaluate the available alternatives At this stage after the information has been
collected by the consumer will try to compare theraatives available to him information
about them, which is believed to be able to soheartproblems, and when compared, the
consumer will be a set of beliefs and ideas antuidés that may translate into desires For
the next stage. (Darpy ,2007, p 175 )

- Selection between alternatives After the evaluation between the alternatives th
consumer may have collected enough information taiuat it needs for the product or
service and who provides, but the urgency of threggemakes him seek to satisfy the need
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and tries to end this saturation, and the decigidouy is a complex decision different It is
sometimes a simple molecule that helps to chariggghSometimes the purchase decision
is made inside the store itself after the tradeiofihade and the decision to buy is made,
especially if there is no strong loyalty of the ttuser to the company or the type he wants
to buy. (Muhammad, 2003, p. 189)

Actual Procurement The actual procurement process can be dividedw types:

** The complex purchase processdepends on the purchase of materials that do not
always need the consumer in the sense that magre/every long period of high price or
because it is non-consumption and the simplest pkawf home or car, namely goods
called durable goods.

** The simple purchase It is the process of buying consumer mattersctvitio not need
long thinking or large amounts, and the consumedséo buy them in close periods, such
as food, clothing and other consumer goods anddalbn-durable goods.

The difference between the two types is that commparchasing is what makes the
consumer look very detailed and differentiates leetwthe producers of the service or the
product and to promote a greater role of the singpteurement that may not require a
decision or in-depth thinking to take the purchksegvick, 2005, p92)

Process of evaluation of the product or servicéAfter the completion of the procurement
process for the service or product, the consumaresto the final stage in the decision-
making process, starting to evaluate what has Ipeeohased and was correct in this
process? Is he satisfied with this decision?

3.5 Consumer awareness of social responsibilitysince the beginning of the nineties,
studies have begun to focus on the consumer asobiiee main engines in pushing
companies to adopt social responsibility withinitls¢rategic objectives. It should be noted
here that there is a difference in the consumergmtion of CSR according to the society to
which he belongs, With a number of cultural, sqceonomic and political dimensions.
(Viello, 2001, pp 2-3)

4.Applied Study:This topic includes the sample of the study andttws used in the
collection of information as well as statisticabgrams and tools used in the analysis of the
study.

4.1The sample of the study:Study sample and sample: The current study sample
consisted of (100) Algerian consumers using difieraarketing activities located in the
city of Constantine ,The sampling unit was intenéilly selected while buyers were present
in various producing and marketed establishmengtajRviall 3,2,1), They learn about the
extent to which they have adopted concepts ab@&uditmensions of social responsibility,
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their responsiveness to influence various instingj and they were chosen in a stratified,
random way.

100 questionnaires were distributed to the aforeéimeed consumers ,95 forms were
retrieved and 05 were canceled due to lack of Sstudy samples answered the entire
guestionnaire,the following is the distribution thfe study population according to the
personal data of the individuals:

Table 1: Distribution of Study Population by Personal Data

Personal data Repetition percentage

Sex Males 35 36.84
Female 60 63.15

Place of residence: village 45 47.37
Town 50 52.63

Educational level Secondary and 46 48.42
lower
Normal Diploma 13 13.68
Bachelor of Arts 30 31.58
Postgraduate 6 6.32

Employment Public 58 61.05
Special 37 38.95

Source: Prepared by the researcher depending on the pnogpas v 19

It is clear from the previous table (1) that thgangy of the sample of the study are
female and 63.15%, it was found that 52.63% ofstimaple of the study from the city, and
48.42% of the educational qualification secondany l@wer, while the field of work was
the highest rate of work in the public domain by0G%6 .

4.2Study Tool: A questionnaire was prepared on the "impact of cowes awareness of
social responsibility on the purchase decision"gkelthe Likert scale was used to measure
respondents’ responses to the questionnaire ppregaacording to table (2):

Table 2: Likert scale scores

Response Strongly agree neutral not agree Strongly

Agree Disagree
Class 5 4 3 2 1

Source: Prepared by the researcher based on previougstudi

4.3Resolution ResolutionOne of the most important coefficients of stabilgyhe
Cronbach's Alpha, using the Spss program for allpdragraphs and axes of the
guestionnaire.

Table3: Internal coherence coefficient Alpha Kronbachdach field of questionnaire
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AXis number The field Number of Coefficient of

paragraphs internal
consistency
0.970

1 Elements of social 20

responsibility

2 Consumer 6 0.963
purchasing behavior

Coefficient of 26 0.933
overall consistency
Source: Prepared by the researcher depending on the pnogpas v 19

It is noticeable from the above table that the gadtithe alpha Kronbach coefficient
is high for all fields exceeding all 0.60 or 60%lunding the coherence coefficient of 0.933,
which indicates the stability of the instrument @sdsuitability for analysis and discussion.

4.4 Statistical tools usedrhe researcher unloaded and analyzed the datattfiem
guestionnaire through the Statistical Packageh®iSocial Sciences (SPSS) program,
where the following statistical tests were used:

1) Frequencies & Percentages: To describe therdseammunity.
2) Arithmetic mean, relative arithmetic mean arahdtrd deviation.
3) Cronbach's Alpha test to determine the resalutfcthe questionnaire.

4) Spearman correlation coefficient to measuradtgggee of correlation, which was used to
calculate the internal consistency and structusétlity.

5)Signal test to identify the direction of approwéthe questionnaire paragraphs.
5.Results and discussion:

5.1 The Algerian consumer awareness of the systewsd dimensions of social
responsibility

Table 4: Metrics for Social Responsibility Elements

Phrase The standard

middle deviation

Social Responsibility

Economic responsibility

Pay attention to how the product is packaged takingnto 3.20 0.71
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account the safety of the product and your safety?

Products are safe when and after use or consumpti@n 3.33 0.75
The process of packaging and packaging is economand  3.65 0.74
is not a justification for the uncontrolled increas in cost

and pricing?

Know the total price, taxes and other costs assoted with ~ 3.05 0.85

the product and in the case of installment are awar of the
actual rates of annual increases and the rest of ¢hdetails
of the premiums clearly and transparently?

Provides complete, accurate, understandable and 3.42 0.91
comparable information on key product quality attributes,

health and safety features, facility address and vaus

means of communication?

Average computational and standard deviations 3.33 0.56

legal responsibility

Product manufacturers should be concerned with the 3.74 0.45
development of basic data such as: product speciéitons,
production date, access, and how to produce cleargnd

explicitly?

Access to accurate and up-to-date information on mduct  3.57 0.57
prices?

The Foundation's participation in consumer awarenes and 3.54 0.50

education programs?

To organize government institutions and consumer 3.53 0.53
protection associations training courses and edudahal

programs through specialists and through the mediand

advisers to advise you?

Are you entitled to adequate compensation if you & 3.43 3.57
exposed to damage from using the product?

Average computational and standard deviations 3.56 0.75

Ethical responsibility
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Respect the institution for the customs and ethicsf the 3.43 0.66
society to which it belongs?

Completion of the institution's work in a manner cansistent  3.40 0.75
with the moral values of the community

The organization's advertising and promotion policyis 3.33 0.89
consistent with the ethical values of society

Conducting a media activity that is misleading tohe 3.24 0.71
consumer
Average computational and standard deviations 3.35 0.75

Human responsibility

Assistance through emergency and disaster intervenn? 3.21 0.74
Contribute to supporting infrastructure? 3.14 0.85
Donations for sporting activities, such as the prasgion of 3.13 0.18

playground facilities ...?

Helping the poor class in religious events such &madan, 3.08 0.29
Laylat al-Qadr, Eid ...?

Subsidies and donations to charities? 2.33 0.38
The Foundation's contribution to providing jobs for people 3.65 0.22
with special needs?

Average computational and standard deviations 3.09 0.59
The overall rate of the level of social responsibtly 3.34 0.64

Table 4 shows that the calculation averages rafrged 3.05 to 3.74. The highest
arithmetical averages were for the paragraphs ability and moral responsibility. The
lowest mean of the economic liability clause wd&b3wvith a standard deviation of 0.85 and
all the paragraphs were average Higher than 3taadndicates that respondents' responses
were high.

5.2The behavior of the Algerian consumer towards th dimensions of social
responsibility
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Table 5: The descriptive statistics of the respondentgaeses to the variable consumer
behavior behavior of socially responsible instans

Phrase The middle standard

deviation

If the price and quality of two different companiesare 3.47 0.68
equal, I will buy from a company that contributes © social

and environmental services to the community

I am willing to pay a higher price to buy a commodiy 3.26 0.80
from a company that carries out its economic

responsibilities towards society and the environmen

instead of a cheaper commodity than a company thaloes

not fulfill its economic responsibilities

| take into account the company's reputation and étics 3.25 0.72
when | intend to buy from them
| am ready to go to a distant market to buy a commdity 3.19 0.84

from a company that adopts liability programs instead of

buying from a nearby company but does not assumedal

responsibilities towards the community

I am willing to pay a higher price to buy a commodiy 3.15 0.78
than a company that has an interest in prosperity ad

community service

| avoid buying from a company whose name is assotsal  3.13 0.35
with illegal or immoral acts

Table 5 shows that the averages ranged from 3.B34fb and that the highest mean
was for the paragraph "If the price and qualitywaed goods from two different companies,
I will buy from the company that contributes to sb@nd environmental services to the
community” with an average of 3.47 with a stand#ediation of 0.68 , And that the lowest
mean was for the paragraph "l avoid buying fromoapgany whose name is associated
with illegal or immoral acts" with an average o13.with a standard deviation of 0.35 and
that all paragraphs had averages above 3 anchthiates that respondents’ responses were
high.

6.Testing hypotheses:

The first hypothesis Algerian consumers are aware of the extent toclhvimstitutions
adopt social responsibility.

This hypothesis was tested using t test for theswoer perception variable of social
responsibility dimensions.

Table 6: Test results for the variable of social respottigytilimensions
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The dimension The standard Significance

middle deviation

Economic 3.32 0.44 19.20 0.00
Legal status 3.32 0.49 16.77 0.00
Morality 3.35 0.46 18.62 0.00
Humanity 3.30 0.27 31.29 0.00
Social 3.32 0.44 19.20 0.00

Table 6 shows that the value of t was a functiothe level of 0.05 and below for all
dimensions of social responsibility. This indicatbat the respondents are aware of the
dimensions of social responsibility and that thewel of cognition is so high that all
averages are higher than 3.

Result: The hypothesis is accepted to provide the Algez@rsumer with a sense of CSR.

The second hypothesisThe level of Algerian consumer perception of sbi@aponsibility
affects his purchasing behavior

To test this hypothesis, the Pearson correlati@ffictent was used as follows:

Table 7: Pearson correlation coefficient test results

The dimension Coefficient of correlation Significance

Social Responsibility 0.28 0.00

Table 7 shows an acceptable correlation betweerethed of Algerian consumer
awareness of social responsibility and the purcigabehavior of sample members, which
reached 0.28, which is statistically significantte significance level of 0.05.

Result The hypothesis is accepted to provide the lef/@lgerian consumer awareness of
social responsibility over his purchasing behavior

The third aspect The level of the Algerian consumer's perceptibthe dimensions of
social responsibility affects his purchasing bebavrhis part of the research deals with a
statistical presentation through which the correfabetween the variables of the Algerian
consumer perception and the behavior of the consuifide tested and analyzed
according to the correlation matrix of the variable
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Table 8: Matrix of Relationship Relations The consumer amass of the dimensions of
social responsibility and its purchasing behavior

Consumer awareness of the Purchasing Calculated T Moral level
dimensions of social responsibility behavior value

Economic responsibility 0.09 0.79 0.16

legal responsibility 0.32 5.29 0.00
Ethical responsibility 0.20 4.18 0.00
Human responsibility 0.18 0.62 0.98

Source: prepared by the researcher based on the pgoam spss v 19

Table 8 shows an acceptable correlation betweea lebility and the purchasing
behavior of sample members to respond to ethisglorsibility and response, respectively,
0.32 and 0.20, which is statistically significahttee significance level of 0.05.

The table also shows that there is no correlatetwéen economic responsibility and
corporate human responsibility and consumer witiggs to respond.

Result: The hypothesis is rejected for legal responsyidihd moral responsibility, and
accepts the premise for economic responsibilityfaunmdan responsibility.

7.Discussion of results:

Table 1 shows the social awareness of social regpbty and high values of the
Algerian consumer's understanding of the four typésocial responsibility and their
importance. The sample of the study focused onntipertance of legal and ethical aspects
in the first place. And to ensure that the ethpraiciples of management are respected and
given priority over their economic performance. Tesults of this study show that legal
and moral responsibility is the most variable Intpoce for the Algerian consumer.

The results of Table 2 show that the Algerian comsts awareness of the
dimensions of social responsibility has an impacthe purchasing decision. The highest
average of the respondents’ willingness to buy fileensocially responsible company"If the
price and quality are equal for two products fromo tdifferent companies”,Some were
willing to pay a higher price to buy a commoditytife company was to meet its social
responsibilities to society and the environmentilevavoiding the consumer to buy from a
company whose name is associated with illegal ononal acts came in last.
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Table 5 shows that there is no relationship betw#en respondents' level of
economic responsibility and human responsibilityd dhe resolution of the purchase of
individuals, and this indicates that the economid Aumanitarian responsibility,this is due
to the economic conditions of the occupied citibgnproviding basic living needs. The
importance of social responsibility is consideradaadecisive factor for purchasing, and
priority is given to other factors such as pricel dhe availability of the commodity or
service.

On the other hand, the Algerian consumer has shiwah his awareness of legal
responsibility and a lesser degree of moral respoitg has an impact on his purchasing
decision, which may indicate the importance that thspondents attach to the legal and
ethical aspects, perhaps due to some of the prgbéemd negativities currently plaguing
Algerian society Such as combating corruption, ygadh of the environment and other
problems referred to by some local and internaticej@orts.

The study showed the awareness of the Algerian utnes towards the social
responsibility of the four types of economic, legabral and human, and it seems that gave
it importance in the following order:Legal respdnbiy, then moral responsibility, then
human responsibility and finally economic respoitisyb

The Algerian consumer also showed an acceptabtelabon between CSR and its
willingness to respond by buying its product. Thgglest correlation was between realizing
legal and ethical responsibility and consumer raspo That is, the Algerian consumer
gives the highest weight to buy from companies #ghatiegally and ethically committed.

8. Conclusions and Recommendations:
8.1 The results of the theoretical and field study:

The mental image of corporate social responsibitign be expressed in three
conceptual and interrelated dimensions: ethicapaesibility, social responsibility and
environmental responsibility, all of which represeansumer perceptions of CSR.

The investment in the social responsibility of thetitution leads the consumer to
form positive trends towards the brand that is retad#, and the trends to future behaviors,
and the results of the study supported the expentatof this study except for the
surprising result that shows no significant roleeofvironmental perception in consumer
attitudes towards the brand, This is due to thek la€ consumer interest in the
environmental aspects of the institution, which dmt know a significant deterioration
makes them prominent in the perception of the coesu

There is no agreement on the concept of sociabresiility of the institution, but it
can be considered as an agreed social contraceéetimstitutions and society, which
commits them to carry out their duties towards estyci
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The adoption of social responsibility programs bg institution, which increases its
social role and the establishment of a cultureasiad responsibility for the institution of
Algerian consumers to guide their purchasing denssi

A purchasing decision is the act of individual®btaining goods and services for the
purpose of final consumption as a result of therandtion of personal and environmental
factors.

8.2Recommendations:

The Algerian institution shall respect all morafdlee general and religious principles
longed for by the local community in which the ihgion is active.

- Support the social fields in the content in whilsl Algerian institution works, to make
them a good citizen in a good society.

- Protect the natural environment from its varioesources and not harm it to be
environmentally friendly, and issue reports on #oeial responsibility of the Algerian
institution, as a tool for communication as a fafpublic relations.

- Periodic evaluation of the sources of the memtage of the social responsibility of the
institution to track its developments, and evaluetéehavioral and economic outcomes.

- In case of non-compliance by organizations wittspecific pricing policy for their
products commensurate with the levels of entry efmiers of society, reflects the lack of
legislation binding on those organizations and ®heo the researcher recommends the
need to oblige organizations to a specific pricpaicy by the state, with the need to
educate the consumer and notice that there atitutimis and departments Can resort to it
in the event of extortion or excessive price ofducts by sellers.

- The necessity of obligating the organizationsestablish specialized departments to
protect the environment within the organizatiorielcture of any organization so that these
sections serve as a link between the organizatindsodies concerned with the protection
of the environment through follow up the regulatiaossued by the Council and prepare the
required reports and to commit those sections tiragualified and specialized cadres to
follow up all Developments related to environmeruiadtection and conservation of natural
resources.

- The legislator shall guarantee to the Algeriamstoner the right to appropriate
compensation in the event of any damage causethdydnsumption of a particular
product, by including that text within the law det Commission.

- Algerian institutions should not violate consunmotection, especially in terms of:
advertising, guarantee packaging and packagingdatds and weights as the Algerian
consumer suffers from a violation of these rights.

- Algerian institutions must adhere to consumehtsgin terms of obtaining their basic
rights as consumers, such as the right to be hdsdjght to choose, the right to security,
the right to compensation, the right to live inealthy environment.
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- Protection of the rights of the Algerian consup@eright of the consumer whether aware
of the dimensions of social responsibility of epteses towards or unaware of them.
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Study Annex: Questionnaire

After Greetings,,,

We put in your hands a questionnaire to cbliiata for research under the title (the impact of
consumer awareness of social responsibility orptitehase decision), please fill the questionnaire
accurately knowing that it will not be used only fbe purpose of scientific research only.

We thank you for your cooperation
Rasehe

Dr. Houdouga Hassiba

First: Personal Information: Put an X in front of thewwesthat suits you:

1.Type:

MalesD FemaIeD

2. Place of residence:

village D TO\I\D

3. Educational level
Secondary and lower

Normal Diploma

Bachelor of Arts D
Postgraduate D

4. Employment
Public D SpeciO

Second: The axes of the study: Put a mark (X) in &mt of the answer that suits you:

Axis I: Algerian consumer awareness of the | Strongly | agree| neutral | not Strongly
systems and dimensions of social responsibility Agree agree| Disagree

Pay attention to how the product is packa
taking into account the safety of the product and
your safety?

Products are safe when and after us
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consumption

The process of packaging and packagir
economic, and is not a justification for the
uncontrolled increase in cost and pricing?

Know the total price, taxes and other c«
associated with the product and in the case of
installment are aware of the actual rates of anr
increases and the rest of the details of the
premiums clearly and transparently?

ual

Provides complete, acte, understandable a
comparable information on key product quality
attributes, health and safety features, facility
address and various means of communication

Product manufacturers should be concerned
the development of basic data such as: produg
specifications, production date, access, and hg
to produce clearly and explicitly?

—

Access to accurate and-to-date information ol
product prices?

The Foundation's participation in consumer
awareness and education programs?

To organize government institutions and
consumer protection associations training cour
and educational programs through specialists
through the media and advisers to advise you?

ses
and

Are you entitled to adequate compensation if

are exposed to damage from using the product®

t?

Respect the institution for the customs and et
of the society to which it belongs?

Completion of the institution's work in a mani
consistent with the moral values of the
community

The organization'advertising and promotic
policy is consistent with the ethical values of
society

Conducting a media activity that is misleading
the consumer

Average computational and standard devia

Assistance through emergency and dise
intervention?

Contribute to supporting infrastructu

Donations for sporting activities, such as
provision of playground facilities ...?

Helping the poor class in religious events suc
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Ramadan, Laylat -Qadr, Eid ...

Subsidies and donations to charit

The Foundation's contribution to providing jc
for people with special needs?

The second axis: the purchasing behavior of

Strongly

the Algerian consumer towards the dimensions Agree

of social responsibility

agree

neutral

not
agree

Strongly
Disagree

If the price and quality of two differel

companies are equal, | will buy from a company

that contributes to social and environmental
services to the community

| am willing to pay a higher price tob a
commodity from a company that carries out its
economic responsibilities towards society and
environment instead of a cheaper commaodity t
a company that does not fulfill its economic
responsibilities

the
han

| take into account the companreputation ant
ethics when | intend to buy from them

| am ready to go to a distant market to bt
commodity from a company that adopts liability
programs instead of buying from a nearby
company but does not assume legal
responsibilities towards the community

| am willing to pay a higher price to buy

commodity than a company that has an interest in

prosperity and community service

| avoid buying from a company whose nam
associated with illegal or immoral acts
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