
1 

Do Empathic Consumers Perceive Corporate 
Philanthropy Differently? Implications for Brand 

Loyalty Across Demographics 
 

Ahmed BEN HOUMANE  

Ascencia Business School – Paris, France 

Léo TRESPEUCH 

UQTR – Trois rivère, Canada 

Elisabeth Robinot 

ESG, UQAM – Montréal, Canada 

 

Abstract 

This study explores the relationships between corporate philanthropy, empathic predispositions, 
and brand loyalty within the context of consumer behavior and corporate social responsibility 
(CSR). Focusing on perceived corporate philanthropy (PCP), it investigates how consumer 
perceptions influence attitudes and behaviors, with empathy as a key moderating variable. 
Using a self-administered survey conducted among 430 Canadian respondents, the research 
employs the Net Promoter Score (NPS) to measure brand loyalty and satisfaction. The findings 
reveal a surprising dynamic: heightened empathic predispositions may paradoxically reduce 
positive perceptions of corporate philanthropy, yet PCP demonstrates a strong positive link to 
brand loyalty. Demographic factors, such as gender, further moderate these relationships, 
emphasizing the importance of a nuanced approach to understanding consumer responses to 
corporate philanthropy. This study contributes valuable insights for both academia and 
practitioners seeking to optimize CSR strategies and enhance brand loyalty through targeted, 
empathy-informed initiatives. 
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Introduction 

Corporate philanthropy has become a significant aspect of corporate strategy, with contributions 
in the U.S. alone averaging $21 billion annually (Gardberg et al., 2017; Park et al., 2016). This growth 
reflects not only its societal impact but also the strategic advantages it offers businesses, such as an 
enhanced public image, improved employee engagement, and tax benefits. At the same time, evolving 
consumer expectations have made CSR increasingly vital, as consumers now demand that companies 
contribute positively to society (Golob et al., 2008). 

Despite its recognized importance, corporate philanthropy remains the subject of debate 
regarding its underlying motivations. Scholars have questioned whether it arises from genuine altruism 
or strategic self-interest, often suggesting that it serves as a tool for competitive advantage and 
stakeholder appeasement (Gautier & Pache, 2015). While much of the research has focused on the 
organizational drivers and outcomes of corporate giving, the consumer perspective (particularly how 
individuals perceive and react to corporate philanthropic efforts) remains underexplored. This gap is 
especially pertinent for understanding Perceived Corporate Philanthropy (PCP), or the way consumers 
interpret a company’s philanthropic actions, which has critical implications for consumer attitudes and 
behaviors, including brand loyalty (Trespeuch & Robinot, 2023). 

In today’s consumer-driven market, where purchasing decisions are often influenced by 
personal values and societal concerns, understanding how PCP shapes brand loyalty is both timely and 
necessary. Companies that authentically align their philanthropic initiatives with consumer expectations 
have the potential to foster stronger emotional connections, driving not only brand loyalty but also 
broader business success. However, loyalty is a complex construct encompassing emotional, behavioral, 
and cognitive dimensions, and the nuances of its relationship with PCP warrant further investigation. 

This study addresses these gaps by exploring the role of PCP in influencing brand loyalty, with 
a particular focus on individual consumer differences, such as empathetic predispositions. Using the Net 
Promoter Score (NPS) as a practical measure of loyalty, this research examines how perceptions of 
corporate philanthropy interact with consumer characteristics to shape loyalty outcomes. 

Understanding the Dynamics of Philanthropy, Empathy, and Brand 
Loyalty 

Perceived Corporate Philanthropy (PCP) refers to consumers' views of a company's 
voluntary commitment to social or environmental causes, distinct from its commercial activities 
(Trespeuch & Robinot, 2023). While CSR encompasses broader responsibilities, PCP is driven 
by genuine generosity (Gautier & Pache, 2015; Godfrey, 2005; Maignan, 2001).  

PCP’s impact on consumer behavior is significant but complex. Positive perceptions of 
corporate motives can foster trust and loyalty, while negative ones can lead to skepticism and 
reduced loyalty (Audrain-Pontevia & Garnier, 2021; Bianchi et al., 2019; Chen et al., 2021; Fan 
et al., 2022; Forehand & Grier, 2003; Park et al., 2016). 

We used the Net Promoter Score (NPS) to measure loyalty due to its simplicity and 
benchmarking ability (Baquero, 2022; Dawes, 2023), though it has been criticized for its 
limitations in capturing the full scope of loyalty (Pingitore et al., 2007; Schlosser, 2023). 
Despite these limitations, NPS remains useful when interpreted carefully (Baehre et al., 2022; 
Fisher & Kordupleski, 2019). The strengths of NPS are rooted in its simplicity and 
standardization, providing an efficient way for evaluating customer loyalty, which is 
particularly beneficial for large-scale surveys (Baquero, 2022). Furthermore, its extensive use 
across industries enables benchmarking (Dawes, 2023). Despite these advantages, continuous 
debates underscore concerns regarding the single-question format of NPS (Pingitore et al., 
2007; Schlosser, 2023), which may neglect the intricacies of customer loyalty and potential 
variations in interpretation due to cultural and industry differences. (Baehre, O’Dwyer, 
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O’Malley, & Story, 2022). In our study, we examine the perception of a pool of 50 corporations 
and by integrating NPS into our research, we aim to leverage its strengths in providing a 
standardized and practical measure of loyalty without lengthening our survey. However, we 
acknowledge the necessity for a nuanced interpretation of results related to this metric. 

In examining 50 corporations, this study explores how consumers’ perceptions of 
corporate philanthropy, along with personal characteristics like empathy and demographics, 
influence brand loyalty. Given the conflicting findings in prior research, this study provides 
insight into how companies can align their philanthropic strategies with consumer values to 
enhance loyalty. 

Empathy, the ability to understand and share others' feelings, plays a key role in 
customer satisfaction by creating emotional connections with companies. Research shows that 
when companies evoke empathy, customer satisfaction increases, which can boost loyalty 
(Curtis et al., 2011). Individuals with higher empathic predispositions are more likely to view 
corporate philanthropy favorably, potentially leading to stronger loyalty compared to those with 
lower empathy. Hence, we hypothesize: 

H1: Heightened levels of empathic predisposition have a positive impact on the 
perception of corporate philanthropic endeavors. 

H2: A positive perception of corporate philanthropy has a positive impact on loyalty 
toward the company. 

The relationship between empathic predisposition, perceived philanthropy, and loyalty 
is complex and influenced by demographic factors like gender, age, education, and income. For 
example, women, who often exhibit higher affective empathy, may be more receptive to 
corporate philanthropy (Luengo Kanacri et al., 2021). Similarly, age and education shape 
cognitive empathy, affecting how individuals interpret corporate giving. These demographic 
variables significantly influence brand loyalty (Kamboj & Rahman, 2016). Consequently, we 
posit the hypothesis that: 

H3: Demographic variables moderate the relationship between empathic predispositions 
and perceived corporate philanthropy. 

H4: Demographic variables moderate the relationship between perceived corporate 
philanthropy and brand loyalty. 

The following model is a visual representation of our conceptual model. 

Methodology: 

In December 2023, an online self-administered survey was employed to explore the 
recognition and perception of philanthropic actions by corporations among a sample of 430 

Fig.  SEQ Fig. \* ARABIC 1: Conceptual model 
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Canadians respondents. The survey incorporated a list of the 50 most generous Canadian 
corporations, based on actual figures, and respondents were tasked with identifying the 
corporations they recognized. Subsequently, they evaluated their perception of the 
philanthropic actions of the recognized corporations using the scale developed by Trespeuch & 
Robinot (2023). Additionally, The Interpersonal Reactivity Index was utilized to measure the 
respondents’ empathic predisposition (Davis, 1980). Finally, we used the NPS indicator to 
measure the loyalty toward the company. This methodology facilitated the collection of data on 
the recognition and perception of corporate philanthropy among Canadian respondents and their 
empathic predisposition, offering valuable insights into the influence of corporate philanthropy 
on public perception. 

Results 

The sample comprised 4,554 valid entries, with each of the 430 respondents evaluating 
more than four companies, resulting in a decent dataset for analysis. The demographic 
breakdown of the sample closely mirrors national figures, providing a solid foundation for 
generalization. Gender distribution was 55.8% female and 44.2% male, slightly skewed toward 
females compared to national data (50.4%). Age-wise, the respondents covered a wide 
spectrum, with notable representations in the 25–34 years (15.3%) and 65+ years (18.5%) age 
categories, aligning with Canadian population trends (14.7% and 18.9%, respectively). 
Additionally, substantial proportions were observed in the 35–44 years (24.5%) and 45–54 
years (18.1%) age groups, which enhances the understanding of middle-aged cohorts. 

In terms of educational background, 32.5% of respondents held bachelor’s degrees, and 
27.9% held college diplomas, both exceeding national averages of 24.4% and 21.3%, 
respectively. The income distribution also reflected higher-than-average participation in the 
middle-income brackets ($50,000–$74,999 and $75,000–$99,999), allowing for a detailed 
examination of socio-economic factors. 

Hypotheses Testing 

After verifying the validity and reliability of the employed scales and to test the 
hypotheses, we employed a moderated mediation analysis using Hayes’ PROCESS macro for 
SPSS (Model 75). The analysis explored the relationship between empathic predispositions 
(EMP), perceived corporate philanthropy (PCP), and brand loyalty (NPS), while accounting for 
potential moderating effects of gender and age. 

Direct Effects 

The direct effect of empathic predispositions on perceived corporate philanthropy was 
positive but not statistically significant (Coefficient = 0.1569, SE = 0.0926, t = 1.6952, p = 
0.0901). This result suggests that heightened empathic predispositions do not consistently 
enhance consumers’ perceptions of corporate philanthropic actions, failing to provide support 
for H1. 

In contrast, a robust positive relationship between perceived corporate philanthropy and 
brand loyalty was confirmed (H2 supported). The coefficient for PCP predicting NPS was 
1.8702 (SE = 0.2008, t = 9.3131, p < 0.0001), indicating that companies perceived as engaging 
in genuine philanthropic activities garnered significantly higher loyalty from consumers. 

Moderating Effects of Gender and Age 

We investigated the moderating roles of gender and age on the relationships between 
EMP, PCP, and NPS. Regarding the moderating role of gender in the relationship between PCP 



5 

and empathy (H3 partially supported), a significant interaction was observed (Coefficient = 
0.1078, SE = 0.0292, t = 3.6966, p = 0.0002). This finding suggests that gender influences the 
empathic response to perceived corporate philanthropy, with males exhibiting a stronger 
empathic response than females. 

However, H4, which hypothesized a moderating effect of gender on the relationship 
between empathy and brand loyalty, was not supported. The interaction between EMP and 
gender in predicting NPS was not statistically significant (Coefficient = -0.0849, SE = 0.0547, 
t = -1.5502, p = 0.1212), indicating that gender does not significantly alter the impact of 
empathy on loyalty. 

In contrast, age emerged as a significant moderator of the relationship between empathy 
and brand loyalty. Negative interactions between EMP and Age categories 2 to 5 (covering the 
25–64 age range) were statistically significant, indicating that the positive effect of empathy on 
brand loyalty diminishes among middle-aged individuals. For example, the interaction between 
EMP and Age category 2 (25–34 years) was significant (Coefficient = -0.2264, SE = 0.0974, t 
= -2.3251, p = 0.0201), revealing that empathy plays a less pronounced role in driving loyalty 
in this demographic compared to younger (18–24 years) and older (65+ years) individuals. 

These findings are further reinforced by the conditional indirect effects of EMP on NPS 
via PCP. The indirect effects, moderated by both age and gender, indicate varying levels of 
mediation across demographic groups. For instance, in the 18–24 age group, the indirect effect 
was 0.4727 for males and 0.6336 for females, while in the 65+ group, the indirect effect was 
0.4237 for males and 0.6229 for females. This suggests that PCP serves as a stronger mediator 
in younger and older individuals compared to middle-aged groups, where the effect of empathy 
on loyalty is attenuated. 

Summary of Findings (see apdx 1 for major results). 

In summary, while empathic predispositions did not directly influence perceived 
corporate philanthropy, a strong positive relationship between PCP and brand loyalty was 
confirmed. Gender moderated the relationship between PCP and empathy, with males showing 
a stronger empathic response to corporate philanthropy. However, gender did not significantly 
moderate the relationship between empathy and brand loyalty. Age, on the other hand, 
moderated the impact of empathy on loyalty, with middle-aged individuals showing a 
diminished response compared to younger and older cohorts. These results underscore the 
complexity of the interconnections among empathic predispositions, perceived corporate 
philanthropy, and brand loyalty, with demographic factors playing a crucial role in shaping 
these relationships. 

Discussion and Conclusion 
This study aimed to investigate the intricate dynamics between empathic predispositions 

(EMP), perceived corporate philanthropy (PCP), and brand loyalty, measured through the Net 
Promoter Score (NPS), while considering the moderating effects of demographic variables such 
as age and gender. The findings present a nuanced analysis that both aligns with and challenges 
existing literature, offering valuable insights for academia and corporate practice. 

Contrary to expectations, heightened empathic predispositions did not consistently 
enhance perceptions of corporate philanthropic efforts. This counterintuitive finding aligns with 
studies suggesting that highly empathic individuals may exhibit increased skepticism toward 
corporate philanthropy, scrutinizing its authenticity and the motives behind it (de Jong & van 
der Meer, 2017; Lu & Schuldt, 2016). Highly empathic consumers are more attuned to the 
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authenticity of philanthropic efforts and may question corporate motives when they perceive a 
lack of sincerity or alignment with societal values. Potentially, when empathy is elicited as self-
serving or strategic rather than altruistic, it may backfire (Kuokkanen & Sun, 2020). This 
critical stance underscores the complex nature of consumer perception, where empathy does 
not automatically lead to favorable views of corporate philanthropy but may instead result in 
heightened scrutiny (Singh & Verma, 2018). 

On the other hand, this study confirms a robust positive relationship between PCP and 
brand loyalty. Consumers who perceive corporate philanthropy as genuine and closely aligned 
with a company’s values are more likely to exhibit loyalty to those brands, reflecting a broader 
body of research on the positive effects of corporate social responsibility (Bianchi et al., 2019; 
Park et al., 2016). 

Gender emerged as a significant moderator, with the relationship between PCP and 
brand loyalty being more pronounced among female consumers, who often prioritize ethical 
practices and corporate responsibility (Kamboj & Rahman, 2016; Luengo Kanacri et al., 2021). 
However, gender did not significantly moderate these relationships, suggesting that the positive 
impact of corporate philanthropy on brand loyalty holds across demographics, although females 
respond more positively. These findings highlight the need for companies to further understand 
gendered loyalty strategies for their philanthropic efforts and tailor messaging to different 
demographic groups to maximize their impact. 

Demographic variables did not consistently moderate the relationship between empathy 
and corporate philanthropy. While gender did moderate the relationship between PCP and 
empathy, it did not significantly alter the relationship between EMP and brand loyalty. 
However, age proved to be a significant moderator, with the impact of empathy on brand loyalty 
diminishing in middle-aged groups (25–64 years). For example, the interaction between EMP 
and some age categories was significant, particularly for the 25–34 years demographic. This 
pattern suggests that empathy translates into brand loyalty more effectively in younger and 
older consumers, whereas middle-aged consumers—often burdened with various life-stage 
priorities such as work, family responsibilities, and financial obligations—may be less 
influenced by empathetic triggers when evaluating corporate actions (Lachman, 2004). 

The presence of a consistent mediating effect of PCP on the empathy-brand loyalty link, 
particularly within some minor-to-moderate age effects, underscores the importance of nuanced 
strategies that address both emotional triggers and corporate social practices (Kamboj & 
Rahman, 2016). 

Conclusion 

This study highlights the significant role of perceived corporate philanthropy (PCP) in 
fostering brand loyalty, while demonstrating that empathic predispositions alone do not directly 
enhance perceptions of corporate philanthropy. Instead, highly empathic individuals may 
critically assess corporate motives, especially when they perceive a lack of authenticity. 
Demographic factors, such as age and gender, played a key role in moderating these 
relationships. Middle-aged consumers, likely managing various life-stage priorities, showed 
reduced responsiveness to empathy-driven loyalty compared to younger and older cohorts.  

In summary, while corporate philanthropy positively influences brand loyalty, its 
effectiveness varies based on demographic sensitivities. Tailoring corporate social 
responsibility strategies to specific consumer groups is essential for maximizing loyalty 
outcomes. Future research should explore additional cultural and psychological factors to 
deepen understanding of these dynamics.  
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Appendix 1 

 

Table 1: Major Findings 

Predictor 
Variable 

Outcome 
Variable 

Coefficien
t SE t p Moderation/Note 

EMP PCP 0.1569 0.092
6 

1.695
2 

0.090
1 

Not statistically 
significant 

PCP NPS 1.8702 0.200
8 

9.313
1 

0.000
0 

PCP strongly predicts 
NPS (Supported H2) 

PCP×Gender EMP 0.1078 0.029
2 

3.696
6 

0.000
2 

Significant moderation 
by Gender (H3) 

PCP×Age EMP -0.2264 0.097
4 

-
2.325

1 

0.020
1 

Significant moderation 
by Age for EMP 

EMP×Gender NPS -0.0849 0.054
7 

-
1.550

2 

0.121
2 

Not statistically 
significant (H4 not 
supported) 

EMP×Age NPS -0.2264 0.097
4 

-
2.325

1 

0.020
1 

Significant moderation 
by Age for NPS 

 


