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Abstract: This work provides a novel approach to the corporate social responsibility (CSR) concept
and to CSR activities, using social capital as the driver of consumer citizenship behavior in the sharing
economy business system. An online consumer questionnaire was carried out in Taiwan to examine
seven proposed hypotheses to investigate the factors affecting behavior intention. The sample
includes 445 participants and investigated their consumer citizenship behavior in response to
companies’ participation in CSR activities and sharing of economic opportunities, in this case,
Airbnb Inc. This study uses structural equation modeling (SEM) to analyze the data. The result
explores a new form of entrepreneurship marketing strategy and indicates that CSR has a positive
effect on consumer–company (C–C) identification and the perceived value of sustainability. This study
also establishes that social capital is the key mediator of the relationship between C–C identification
and the perceived value of sustainability in consumer citizenship behavior. This research contributes
to the idea that marketers should build well-designed CSR activities and deliver the perceived
value of sustainability and consumer identification through social capital accumulation, which has
proven to positively increase consumer citizenship behavior in the sharing economy environment.
Consequently, the authors can suggest that entrepreneurs/executives should understand that CSR
affects the perception of sustainability, consumer–company identification and improve consumer
citizenship behavior. Most importantly, CSR activities focusing on sustainability issues and operating
with social capital may lower costs and improve efficiencies as well. This finding could be viewed as
a pioneering benchmark for further research.

Keywords: corporate social responsibility; sharing economy; sustainability; social capital; consumer-
company identification; consumer citizenship behavior; Airbnb Inc.

1. Introduction

Background

The sharing economy is an emerging social and technological phenomenon based on
developments in information and communications technology (ICT) that implies the collaborative
consumption of physical, virtual, and intellectual goods. Booms in Internet technology and mobile
online services have psychologically, sociologically, environmentally, and economically altered
consumer purchase behaviors. The sharing economy is a new model of consumer–company
relationship that combines the concepts of social movement and eco-friendliness, and relies on
social networks and mobile technology. The combination of the sharing economy with collaborative
consumption is a new economic model and business system beyond traditional production in both
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consumption psychology and behavior. PriceWaterhouseCoopers (PwC) defined the sharing economy
as the allowing of individuals and groups to make money from underused assets. This can be
categorized into hospitality, automotive, consumer goods, and even knowledge sharing. Sharing
economy revenues are expected to grow at around 35% per year. The five key sharing sectors, including
travel, car sharing, finance, music, video streaming, and even staffing have the potential to increase to
$335 billion by 2025. Furthermore, 76% of consumers in this research agree that the sharing economy
is better for the environment. This means that for companies still toeing the line on corporate social
responsibility (CSR), the sharing economy concept can be a wake-up call.

The rise of the sharing economy is predicted to have a major societal impact, and thus has
relevance to both practitioners and policy makers. This study investigates the power of this emerging
trend and the behavior intention of the sharing economy and CSR. The sharing economy has now
garnered the attention of government officials, researchers, and service providers of online platforms,
bringing many reports and much information into availability through research papers, magazines,
and newspaper articles relating to the sharing economy. However, authors found a general lack
of operational details and suggestions in these publications, specifically marketing strategies and
branding design for more powerful consumer intent. The emergence of a new economic model
with a CSR concept needs to be studied regarding the motivational factors on consumer perception
value of sustainability, consumer-company (C–C) identification, and social currency toward consumer
citizenship intentions in the sharing economy business model.

CSR is a crucial concept in the academic world and is becoming a more pressing item for practical
corporate agendas. Studies have argued that a socially responsible corporation should strive to
make a profit, obey the law, be ethical, and be a good corporate citizen [1–4]. Moreover, a great
number of scholars have suggested that companies can derive enormous benefits when they are
perceived as being socially responsible by their stakeholders [5,6]. Of all of a company’s stakeholders,
consumers are particularly susceptible to a company’s CSR [7,8]. Previous academic research
efforts have demonstrated that CSR has a positive influence on consumer evaluations and purchase
intentions [9–12]. CSR allows consumers to identify with a particular company [13], specifically
through the concept of C–C identification as suggested by [14]. Hence, when consumers recognize that
a company’s CSR belief has certain traits that overlap their own self-concepts, they develop a greater
identification with that specific company and are more likely to support it [10,15]. Researchers have
also found that consumer product evaluations and judgments of product attributes are influenced by a
company’s CSR [16,17].

Dr. Black, the founder of Managing Direct and a globally recognized CSR and sustainability
expert, has said that sharing economy services such as Airbnb and Uber have strong CSR potential,
particularly in terms of environmental impact. “The sharing economy as a concept is very attractive
from the perspective of corporate social responsibility and sustainability”, Dr. Black said. Although
there are different models within the sharing economy, she still believed that they have same promise
of reducing environmental impact through reliance on technology and a focus on sharing, reusing,
and recycling. She also mentioned that there is the promise of increased social capital in communities
and societies as a result of this, and people learn to trust complete strangers through the level of
transparency and the reliability of the technology platforms in the social economy. Thus there is a lot
of promise with these business models of something that really is very sympathetic to the values and
the perceptions of CSR and sustainability [18].

In addition, researchers believe that consumer evaluations of a company are based on behavioral
intentions, such as consumer citizenship behavior. This empirical study explores a research framework
of consumer citizenship behavior in the CSR environment and the sharing economy trend. This study
will reveal specific information for how CSR can operate under the context of the sharing economy. First,
the authors will develop a theoretical framework that describes how companies participating in CSR
can affect C–C identification and perceived sustainability to influence consumer citizenship behavior
and how those behaviors are further influenced by social capital. Second, the study uses structural
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equation modeling (SEM) as the methodology to test the model and hypotheses. Finally, the paper
concludes with a discussion of marketing significance, the theoretical and practical implications,
and limitations for future research. In this research, the authors advance and defend two major
contentions. First, in the context of the sharing economy, investing in CSR can positively increase
environmental performance (perceived value of sustainability and C–C identification) and business
performance (customer citizenship behavior). Second, examining social capital, it emerges as a
moderator for customer citizenship behavior.

2. Literature and Development of the Hypotheses

The sharing economy business model and technology have changed the way people consume.
The main purpose of this research is to ascertain a manageable marketing strategy and reveal how
companies can positively affect consumer citizenship behavior by utilizing CSR in the sharing economy
business system and to provide a novel approach to entrepreneurial sustainability strategies as a driver
to attract consumers to participate in the sharing economy. The case for this research is the hospitality
sharing economy company Airbnb Inc. (Airbnb)—a provider of travel accommodation and a pioneer
of the sharing economy. With Airbnb having served over 50 million guests since it was founded in
2008, and which is now active in 191 countries and expected by many to file for an IPO, is now worth
some $31 billion after raising $3.4 billion in funding [19]. In addition to travel accommodation, Airbnb
also offers the “experiences” service. Currently, about 10% of the Airbnb experiences available are
called “social impact experiences” and are run by local non-profits that collect 100% of Airbnb’s fee
from each transaction [20].

Using the case company’s experience, the authors hypothesize that the greater the commitment
of a company toward respecting consumer rights and interests and the greater the commitment
by a company to respect and protect the natural environment (CSR), the greater the level of C–C
identification will be and the more the consumer will perceive the sustainability of its product/service
as accumulating more social capital. Finally, the authors believe this will also increase consumer
citizenship behavior.

2.1. Corporate Social Responsibility

A growing amount of research has attempted to define what it means for a company to be socially
responsible, and numerous definitions of CSR have been adopted. The most often cited definition
of CSR comes from [21], which designed a four-part conceptual model that includes economic, legal,
ethical, and philanthropic responsibilities. One study mentioned that a major topic for business has
been whether a corporation should be concerned with issues other than profitability [11]. The author
of [22] is the co-founder of SustainailbityCXO partners worldwide, which he founded in collaboration
with global sustainability leadership practitioners and thinkers. He realized that true solutions
to sustainability, CSR, and corporate citizenship are not found within the CSR discipline and its
practitioners, but rather in the emerging domain of the sharing economy, which typically refers to
enterprises where access rather than ownership becomes the key to economic growth, scale, and profits.
According to another scholar [8], companies must also achieve a fundamental level of economic
and legal CSR. However, the authors believe that the new sharing economy business model can be
a two-way avenue to higher levels of CSR practice and ethical and philanthropic responsibilities.
Ethical responsibilities encompass those standards, norms, or expectations that reflect a concern
for stakeholders, for example the environment, civil rights, and many others, while philanthropic
responsibilities embody those corporate actions that respond to society’s expectations, including
business contributions to the arts, education, or the community [21].

Based on the societal marketing concept in [23], a socially responsible company should
have concerns beyond just short-term profitability. Companies should integrate social and
environmental concerns into their business operations and their interactions with their stakeholders
on a voluntary basis.
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CSR is divided into two dimensions: consumer CSR and environmental CSR [24]. Consumer CSR
is defined as the commitment of a company to respect consumer rights and interests [24]. Consumers,
like any stakeholder group, will primarily observe a firm’s behavior toward them. When focusing on
consumers, socially responsible firms should be capable of developing a distinctive market image to
both attract and retain customers. Therefore, if a company can protect consumer rights or carefully
check the origins of the products it sells, then we could say this company has consumer CSR.

Environmental CSR can be defined as a company’s commitment to respecting and protecting the
natural environment [24]. A company that is environmentally responsible will try to prevent pollution,
reduce the environmental damage that their products may cause, and, in general, be sustainable in its
operations [25,26]. Based on these arguments, the concept of CSR in the present research includes both
consumer CSR and environmental CSR.

2.2. Perceived Value of Sustainability

The perceived value of sustainability regarding CSR has been revamped, with new practices whose
central characteristics are the ability to save or make money, provide a novel consumer experience,
brand commitment, reduce ecological and carbon footprints, and strengthen social ties [27]. This sense
of the importance and urgency of sustainability is reflected in the increased attention from governance
policy, literature, and business [28]; and it has become an increasingly important strategic concern
for companies [29]. In their perception of sustainability, people are limiting their purchases and are
changing their notion of ownership. According to [30], various motives have framed the sharing
economy into sustainability, such as economic, environmental, and social motives. In the case of
Airbnb Inc., they not only provide an affordable accommodation solution for the traveler, but they also
offer a more authentic local experience for the leisure community. The authors [31,32] pointed out that
participation in CSR is generally highly ecologically sustainable and sociable. Therefore, the perceived
value of sustainability toward CSR issues may be a key factor in motivating people to participate in
the sharing economy business. Therefore, it is hypothesized that:

Hypotheses 1 (H1). CSR positively influences perceived value of sustainability.

2.3. Consumer–Company Identification (C–C Identification)

Based on social identity theory and organizational identification theory, Bhattacharya, C.B. and
Sen, S. [7] expanded the concept of identification [33] and designed a conceptual framework for C–C
identification. Regarding the relationship between CSR and C–C identification, Sen, S. [34] suggested
that a firm’s CSR activities can help the company build meaningful connections with consumers, as CSR
actions transfer a firm’s mission into its soul or character, which affects consumers’ emotions as they
relate to the company. Previous studies have also proved that CSR beliefs could become a key driver of
C–C identification [10,14].

CSR is about doing good deeds without expecting anything in return; consumers may use their
associations with CSR companies to define themselves and maintain a positive inner and social
self-image as they consume products [35].

Research by [36] suggested that the C–C relationship strengthens as the consumer associates more
strongly with a company’s CSR initiatives. As a result, a corporation’s socially responsible behavior
positively affects C–C identification [10,12,14,37,38].

Drawing on the previous discussion, there appears to be no doubt that the relationship between CSR
and C–C identification has a positive effect on each. Thus, the following hypothesis (H2) is proposed:

Hypotheses 2 (H2). CSR positively influences consumer–company identification.

2.4. Social Capital

A proceeding of a Harvard Kennedy School seminar described social capital as “social networks
that have value”. Social capital theory is concerned with the nature, structure, and resources embedded
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in a person’s network of relationships [39,40], and social capital or social currency is the extent to which
people share the value of or information about a brand or business model as part of their everyday
social life online in particular communities.

An environment of trust and caring develops social capital and ensures free communication in
all directions, which means that companies participating in/holding CSR events and which have
sustainable values can create social capital. The latter outcome can be best achieved when social capital
formation is managed from a holistic perspective of sustainability principles, values, and concepts.
Social capital [41] can be thought of as a durable web of social dyadic and group relationships. Social
capital is defined as “the sum of the resource, actual or virtual, that accrue to an individual or group
by virtue of possessing a durable network of more or less institutionalized relationships of mutual
acquaintance and recognition” [42]. Therefore, the authors propose Hypotheses 3 and 4 and assume
that the perceived value of sustainability and C–C identification positively influences social capital:

Hypotheses 3 (H3). Perceived value of sustainability positively influences social capital.

Hypotheses 4 (H4). Consumer–company identification positively influences social capital.

2.5. Consumer Citizenship Behavior

A consumer citizen is an individual who makes choices based on economic, social, ethical,
and ecological considerations. Consumer citizenship actively contributes to the maintenance of just
and sustainable development by caring and acting responsibly on family, community, and global levels.
One study [43] mentioned that “88% of consumers said they were more likely to buy from a company
that supports and engages in activities to improve society (CSR activities)”. Mazzi et al. [44] mentioned
that the relationship between environmental performance (EP) and business performance (BP) is even
more relevant from the firms’ perspective, since companies have great interest in learning about the
economic benefits of environmental responsibility. In the case of Airbnb Inc., the hosts and guests
both benefit by increasingly participating in the social platforms of the sharing economy through
collaborative consumption and even CSR events [45].

Consumer citizenship behavior includes voluntary customer behaviors that benefit the company
and go beyond simple customer role expectations [46]. Customers perform citizenship behavior at their
sole discretion [47,48], and consumer citizenship behavior provides extraordinary value to a company.
According to the concept of organizational citizenship behavior [49], consumers are more likely to
express their support for an organization, such as a brand community, by undertaking behaviors like
purchasing products from that company [15], making recommendations to others, and engaging in
positive word-of-mouth (WOM) [47,50]. Thus, some research has suggested that consumer citizenship
is exhibited through a variety of behaviors, including positive WOM communication, constructive
involvement in suggesting service improvements, and other polite and courteous behaviors [47,51].

The formulation of social capital has been studied at the micro-level and social currency was
identified as the social system reflecting an individual actor’s intention and vision [52]. In addition,
that author also explained how social currency is a critical determinant in the maximization of human
behavior potential. A survey report on American families [20] found that a third of participants
consider a company’s commitment to social responsibility in their purchase decision process. When it
comes to the environment and sustainability, the study found that the “percentage of consumers who
are willing to pay more for sustainable brands that showed commitment to social and environmental
values went up from 55% to 66% between 2014 and 2015”, and that “73% of the younger generations are
more likely to pay more for sustainability”. Similarly, sustainable purchasing behavior and subjective
norms are positively correlated if the perceived subjective norms correspond with one’s personal
norms [53]. In other words, doing good is doing well with consumers.

As such, when a company engages in a CSR program, consumers might recognize that company
as being altruistic, which could lead to more favorable evaluations of that company [54] and a gradual
consumer identification with that company’s values. Hence, consumers are more likely to engage
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in reciprocation through consumer citizenship behavior that may benefit that specific company [48].
Therefore, the following hypotheses are proposed:

Hypotheses 5 (H5). Perceived value of sustainability positively influences consumer citizenship behavior.

Hypotheses 6 (H6). Consumer–company identification positively influences consumer citizenship behavior.

Hypotheses 7 (H7). Social capital positively influences consumer citizenship behavior.

The hypotheses above are summarized in Table 1.

Table 1. Summary of research hypotheses.

Hypothesis Describe Hypothesis

H1 H1: CSR positively influences Perceived Value of Sustainability
H2 H2: CSR positively influences Customer Citizenship Identification
H3 Perceived value of Sustainability positively influences Social Capital
H4 Consumer Company Identification positively influences social capital
H5 Perceived value of Sustainability positively influences Customer Citizenship Behavior
H6 Consumer Company Identification positively influences Customer Citizenship Behavior
H7 Social Capital positively influences Customer Citizenship Behavior

Note: The conceptual model that integrates all these hypothesized relationships is presented in Figure 1 in the
next section.

3. Research Method

3.1. Research Framework and Hypotheses

Based on the literature survey above, the conceptual framework shown in Figure 1 below
was constructed as follows: (1) The independent variable is CSR; and (2) The dependent variables
are perceived value of sustainability (PVOS), C–C identification, social capital (SC), and consumer
citizenship behavior (CCB) in the context of a sharing economy business. In particular, this research
measures: (1) the extent to which the CSR concepts of a sharing economy business (namely,
Airbnb) affect its users’ perceived value of sustainability and the attitude towards experiencing
C–C identification; and (2) whether the perceived value of sustainability and the feedback provided by
C–C identification positively affects social capital and consumer citizenship behavior.
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This research applied a deductive approach in operationalizing the conceptual model by deriving
measurement items from the literature [55]. This study presents the details of processes and findings
resulting from the research framework in the context of the sharing economy and CSR, specifically as
regards the company Airbnb. According to this theoretical framework and the purpose of this study,
seven hypotheses were developed to answer the research questions.

3.2. Data Collection and Sampling

SEM was regarded as an appropriate technique for data analysis in this study. In order to obtain
reliable results using SEM, [56] recommend that the number of samples should be at least 100, and that
the number of measurements for each facet of the problem be at least three questions, and that the
most appropriate number of samples should be between 300 and 500 participants. Based on those
recommendations, this study has a total of 445 respondents.

3.3. Research Method and Design

In order to test the hypotheses, the survey questionnaires were distributed to respondents through
online social networks, email, and other online communication platforms over a one-month period.
To capture responses from adult travelers, the questionnaires, which briefly summarized the research
topic and core case and explained the purpose of the research, took about 15 min to complete.

The survey questionnaire was developed by adapting measurements from a variety of academic
studies; and the questionnaire’s purpose was to identify factors, such as the perceived value of
sustainability, C–C identification, and social capital that accumulates from joining the sharing economy
business, that affect consumer citizenship behavior such as purchasing or participating in a company
that operates with CSR concepts. The questionnaire contained 27 questions. The first section,
comprising six questions, dealt with CSR ideas regarding the perception of sustainability, in line
with the concept adapted from [24]. Section 2 of the survey contained five questions about the
participants’ perceived value of sustainability, as proposed by [57]. Section 3 contained six questions
related to C–C identification, as adapted from [58] in the context of the sharing economy business
Airbnb. Section 4 contained five questions about the awareness of social capital, a concept proposed
by [59,60]. Five additional questions in the survey related to consumer citizenship behavior as it
pertains to participating in a sharing economy business that holds CSR values and that are also
mentioned in [61,62]. All items used to assess the constructs employed a 5-point Likert scale [63],
from strongly disagree (1) to strongly agree (5). The items for each construct and their measurement
scales are presented in Section 4.

4. Results and Discussion

4.1. Demographic Profile of Respondents

In this research, 445 valid responses were included for hypothesis testing. The demographic
characteristics of respondents are listed in Table 2 below. In summary, the majority of respondents
were female (51%), 39.3% were between the ages of 31 and 45 years old, 47.9% had a master’s degree,
and 42.2% of the respondents had a monthly income between $2001 to $3000 USD.

Table 2. Demographic characteristics of respondents.

Characteristics N %

Gender
Male 218 49%

Female 227 51%

Age

18–30 years 98 27.4%
31–45 years 175 39.3%
46–60 years 122 22%

61 years and above 50 11.2%
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Table 2. Cont.

Characteristics N %

Education

High School and below 19 4.3%
College or University degree 171 38.4%

Master Degree 213 47.9%
Doctoral Degree 42 9.4%

Monthly Income (USD)

Under 1000 USD 57 12.8%
1001–2000 USD 69 15.5%
2001–3000 USD 188 42.2%
3000–4000 USD 112 25.2%

4000 USD and above 19 4.3%

4.2. Measurement Model

Before testing the hypotheses, the authors checked the model fit indexes. For this step, all the
fit indexes for the structural model indicated an acceptable fit (χ2 test statistics/df = 2.95; GFI = 0.93;
AGFI = 0.90; CFI = 0.97; NFI = 0.95; RMSEA = 0.07). The data indicated that the researchers could
move on to the last analysis. Based on the results of the SEM, the proposed hypotheses were analyzed.
The result of the measurements from the model-fit-structural model are shown in Table 3.

Table 3. Measurements of the model-fit-structural model.

Goodness of Fit Measures Recommendation Value Structural Model (Result)

χ2 test statistics/df <3 2.95
GFI (goodness-of-fit index) >0.90 0.93

AGFI (adjusted goodness-of-fit index) >0.90 0.90
CFI (comparative fit index) >0.90 0.97

NFI (normed fit index) >0.90 0.95
RMSEA (root mean square error of approximation) <0.08 0.07

Sources: [61].

Five model fit indices were consulted to test the adequacy of the measurement model produced
in the main study. Following [64], using a two-step approach for assessing the structural model,
the authors first assessed reliability and convergent validity, as shown in Table 4, and then assessed
discriminant validity, as illustrated in Table 5.

Table 4. Constructs and measurement items.

Construct Measurement Items Loading α CR AVE

Corporate Social
Responsibility (CSR) [24]

1. Airbnb services care for the natural environment 0.87

0.88 0.88 0.722. Airbnb services are attentive to recycling of materials 0.89

3. Airbnb services protect consumers’ rights 0.78

Perceived Value of
Sustainability (PVOS) [57]

4. I believe that the concepts of Sharing economy and CSR of Airbnb help
save natural resources. 0.84

0.89 0.89 0.735. Sharing economy and CSR are a sustainable mode of consumption. 0.89

6. Sharing economy and CSR are ecological. 0.83

Consumer Company
Identification (CCID) [58]

7. When someone criticizes Airbnb Inc., it feels like a personal insult 0.78

0.87 0.87 0.70
8. My friends and I advocate Airbnb’s sustainability and CSR concept. 0.86

9. When someone compliments Airbnb Inc., it feels like a personal
compliment 0.86

Social Capital (SC) [59,60]

10. I believe Airbnb Inc. creates high levels of social identity and values. 0.85

0.88 0.88 0.72

11. The sharing economy business such as Airbnb creates very tight
affiliation between Friends/families. 0.87

12. We have lots of communication about the travel accommodation in
the Airbnb official webpage and its virtual community, such as Facebook
fan page

0.82

Customer Citizenship
Behavior (CCB) [61,62]

13. I will keep buying the products/services of Airbnb Inc. 0.86

0.87 0.87 0.7014. I will recommend Airbnb Inc. services to my relatives and friends 0.90

15. I encourage friends to go to experience Airbnb Inc. service 0.74
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Table 5. Correlations of latent variables and average variance extracted (AVES).

Mean SD CSR PVOS CCID SC CCB

CSR 3.94 0.61 0.84
PVOS 3.87 0.66 0.64 ** 0.85
CCID 3.91 0.65 0.70 ** 0.59 ** 0.84

SC 3.78 0.58 0.71 ** 0.70 ** 0.73 ** 0.85
CCB 3.73 0.68 0.50 ** 0.53 ** 0.54 ** 0.69 ** 0.84

Note: Diagonals represent the square root of the average variance extracted, while the other entries represent the
correlations. ** p < 0.01; *** p < 0.001.

Judging from the proportion of the substantive agreement and the substantive-validity coefficient
as suggested by [64], a minimum of three measurement items were kept for each of the five constructs.
To examine reliability, as shown in Table 4, Cronbach’s alpha revealed that all the constructs showed
a value above 0.7 [65]. To test for convergent validity, the authors examined composite reliability
(CR), factor loading, and average variance extracted (AVE). The CR scores of all constructs were above
0.70 [66]; the AVE scores are above the cutoff point of 0.50, indicating convergent validity [67,68].
The Cronbach’s alpha values were 0.74 to 0.90, both higher than 0.7. Moreover, the square roots of
the AVE were greater than any correlations between the associated constructs and other constructs,
suggesting discriminant validity [66]. Discriminant validity is further discussed in Section 4.3.

4.3. Discriminant Validity

To examine the discriminant validity of the constructs, this study used the criterion from [68],
whereby the average variance shared between each construct and its measures should be greater than
the variance shared between the construct and other constructs. In this study, the square root of AVE
for each construct was greater than the correlations of the construct with other constructs. As shown in
Table 5, the correlations for each construct were less than the square root of the AVE for the indicators
measuring that construct, indicating adequate discriminant validity.

4.4. Structural Model Testing

The framework model for this research was examined using AMOS 19. Figure 2 shows the results
of the structural equation model, specifically that CSR has a significant and positive influence on both
the perceived value of sustainability (H1, β = 0.727, p < 0.001) and C–C identification (H2, β = 0.802,
p < 0.01). Therefore, H1, H2 were both supported. The model predicted the path from perceived value
of sustainability to social capital (H3, β = 0.447, p < 0.001), and showed that there was a significant
effect, however consumer citizenship behavior (H5, β = 0.040, p >0.05) was not accepted.

The results support hypothesis H3 but do not support H5. Furthermore, C–C identification has a
significant and positive influence on social capital (H4, β = 0.556, p < 0.001) and consumer citizenship
behavior (H6, β = 0.171, p > 0.05). Therefore, H4 was supported but H6 was not. Social capital has a
significant and positive influence on consumer citizenship behavior (H7, β = 0.937, p < 0.01). Therefore,
H7 is supported.

Among the seven hypotheses, five were supported: (1) Corporate social responsibility to perceived
value of sustainability; (2) Corporate social responsibility to C–C identification; (3) Perceived value of
sustainability to social capital; (4) C–C identification to social capital; and (5) Social capital to consumer
citizenship behavior. The resulting numbers are shown in Figure 2 and Table 6.
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Table 6. Results of testing.

Hypothesis Path Coefficient t-Value Supported

H1 CSR→ PVOS 0.727 *** 13.689 Yes
H2 CSR→ CCID 0.802 *** 15.333 Yes
H3 PVOS→ SC 0.447 *** 10.012 Yes
H4 CCID→ SC 0.556 *** 11.990 Yes
H5 PVOS→ CCB 0.040 0.524 No
H6 CCID→ CCB 0.171 1.880 No
H7 SC→ CCB 0.937 ** 6.998 Yes

Note: ** p < 0.01.; *** p < 0.001.

4.5. Significant Findings

Despite the growing interest among marketers in the use of social media platforms to increase
connectivity between their brands and consumers [69], very few studies have discussed how marketers
can use the CSR concepts with the perceived value of sustainability and the relationship of C–C
identification as a strategy to affect social capital and consumer citizenship behavior.

This study measured the power of CSR concepts/activities, the perceived value of sustainability,
and C–C identification in individuals’ accumulation of social capital, and investigated the meditation
relationship between these factors. In the language of path analysis, mediation corresponds to an
indirect effect of an independent variable on a dependent variable that passes through one or more
mediator variables [70]. As the findings indicate, a company’s participation in CSR concepts affects the
value of sustainability (H1) and C–C identification (H2) as perceived by consumers, both significant
in the context of the sharing economy business model; however, such participation did not have a
direct association with consumer citizenship behavior. This finding is worth further investigation,
however, as the results showed that CSR does have a positive effect through perceived value of
sustainability and social capital (path coefficient H1 × H3 × H7 = 0.305) to consumer citizenship
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behavior. Therefore, potentially, social capital fully mediates the path between perceived value of
sustainability and consumer citizenship behavior.

On the other hand, the path of the CSR factor through C–C identification to a consumer’s
commitment to a company and the accumulation of social capital toward its consumer citizenship
behavior (H2 × H4 × H7 = 0.418) also demonstrated a significant and fully meditational effect in the
context of the sharing economy business and CSR activities. From the discussions above, the authors
drew the conclusion that sharing economy businesses that are involved in CSR activities, in this case
Airbnb, can be operated via constructs like perceived value of sustainability, C–C identification, and the
critical factor of social capital to positively influence consumer citizenship behavior. According to [71],
the results determine the mediated effects listed below, as shown in Table 7, and the mediated effect of
paths through (H2 × H4 × H7) > (H1 × H3 × H7).

Table 7. Mediated effects.

Combined Hypotheses and Constructs Direct Effects Mediated Effects Significantly Affect
Behavior Intention

H1 × H3 × H7 CSR→ PVOS→ SC→ CCB 0.305 Yes
H1 × H5 CSR→ PVOS→ CCB No

H2 × H4 × H7 CSR→ CCI→ SC→ CCB 0.418 Yes
H2 × H6 CSR→ CCI→ CCB No

Source: this research.

In sum, among the seven presented and tested hypotheses, five were supported, while H5 and H6
were not supported. The results produced notable findings that are discussed in the following section.

5. Conclusions

Today, the sharing economy business model and CSR activities force people to push the boundaries
of their lives and turns consumers into active members of varied communities. In this study, the authors
proposed that social capital within the environment of CSR concepts/activities in the sharing economy
may be a key factor influencing consumer citizenship behavior toward a company. Marketing
managers could propose and operate effective marketing strategies based on the perceived value
of sustainability (H1) and C–C identification (H2) by using consumer perceptions of sustainability
and C–C identification within an organization. Such marketing actions should also be used to build
social identity (social capital) toward consumers (H3, H4). However, in this study using Airbnb
as the case company, the perceived value of sustainability and C–C identification did not directly
influence consumer citizenship behavior (H5, H6). It is worth pointing out that social capital directly
positively influences consumer citizenship behavior (H7), and the results showed that social capital
is a mediating variable in this research. It explains the relationship between the dependent variable
(perceived value of sustainability, C–C identification) and independent variable (consumer citizenship
behavior). Therefore, social capital is crucial in the context of entrepreneurial sustainability in the
marketing field.

5.1. Contribution

This study explores a new approach that can help marketing managers implement marketing
strategies that increase consumer citizenship behavior to encourage their participation in a sharing
economy business. Airbnb connects travelers seeking authentic experiences with hosts offering unique
and inspiring spaces around the world [72]. In the context of this study, the perceived value of
sustainability, C–C identification, and social capital were considered the online and offline marketing
strategies that change online fans into offline real customers.

In previous studies, CSR and its impact on consumer citizenship behavioral intentions were
studied with a focus on examining CSR as a whole. By examining two specific concepts of CSR,
it is undoubtedly true that CSR positively affects both perceived value of sustainability [37,73] and
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C–C identification [10,12–14,38]. Moreover, this study confirmed the importance of social capital,
as in [74–76]. The results obtained from this study offer important contributions and have important
implications for both marketing academia and practitioners.

The significant contributions of this research are: (1) CSR may be the key to influencing consumer
citizenship behavior; however, this construct needs to operate with other sub-factors, such as perceived
value of sustainability, C–C identification, and social capital; (2) CSR concepts were translated into
consumer citizenship behavior through perceived value of sustainability and C–C identification,
both of which must go through the operation of social capital; (3) Through social capital, CSR with
a sustainability perception can effectively and directly influence consumer citizenship behavior;
and (4) Through social capital, a company that runs CSR with C–C identification can effectively and
directly influence consumer citizenship behavior. The impact of C–C identification is higher than the
perceived value of sustainability, which means that the marketing strategy for a company using CSR
concepts/activities and that operates with C–C identification and social capital could be more powerful
in their marketing strategies than a company that operates with perceived value of sustainability and
social capital; and (5) The results indicated that the perceived value of sustainability significantly
predicted the accumulation of social capital, and social capital can directly and significantly affect
consumer citizenship behaviors.

The perceived value of sustainability and C–C identification alone each did not have a
mediated effect toward consumer citizenship behavior; therefore, marketing managers should
bring social-capital-related activities in line with both factors simultaneously to influence consumer
citizenship behavior.

Social capital was proven in this research to be the key driver of citizenship behavior intention to
participate in Airbnb services/products, which refers to a consumer’s general perception and future
intention about sharing economy businesses and CSR activities. Many studies have discussed the
relationship between CSR and consumers’ behavior intention [30,77]. However, few studies have
discussed the comprehensiveness of a marketing strategy from a theoretical basis and in terms of
entrepreneurship marketing. Therefore, the present study fills important research gaps and represents
a crucial advancement in practice.

5.2. Theoretical and Managerial Implications

The findings of this study have practical implications for business practices. First, it is
clear that companies holding CSR concepts/activities have the potential to exert a significant and
positive influence on consumer attitudes and evaluations (perceived value of sustainability and C–C
identification). From a managerial point of view, however, these findings should be considered as
overall supportive of those companies that have chosen to engage in CSR. In reality, CSR has been
considered as a means to develop public relations, improve company image, and increase sales.
However, the idea and procedures of CSR are not easy to manage and must be carefully implemented
to avoid likely consumer skepticism. Managers should make every effort to accrue knowledge of the
various effects that CSR may have on consumer evaluations. This finding also suggests new insights
for practitioners to enable them to create and maintain a state of closeness with a high level of social
capital between a CSR company and consumer behaviors through C–C identification, which was
shown to be stronger than the perceived value of sustainability. This means that when consumers
evaluate a CSR company, it is important to establish a high level of social capital and C–C identification,
e.g., good brand commitment to the company plays a more important role than the perceived value of
sustainability does.

The results have theoretical and managerial implications for the marketing and management of the
sharing economy business and CSR activities. From a theoretical perspective, the authors have shown
how factors like CSR, perceived value of sustainability, C–C identification, social capital, and consumer
citizenship behavior have been used to address different research issues in academic areas. In the
present study, the authors used a sharing economy business (Airbnb) to analyze and confirm research
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hypotheses and research questions. The sharing economy implies collaborative consumption of
physical, virtual, and intellectual goods [30]. It is a trend in consumer relationships that all sharing
information is communicated via technology tools, such as social media and mobile technology,
to create a sense of virtual community and to improve the level of social capital. As discussed above,
social capital was shown to be a powerful positive influence on consumer citizenship behavior, which
is consistent with [45], who explored social behavior of CSR along with technology that has created
new customer experiences for not only the perception of sustainability but also C–C identification.

In prior research, the most common term used in addition to CSR is “corporate sustainability”.
Corporate sustainability focuses on long-run shareholder value by incorporating principles in
nine areas: ethics, governance, transparency, business relationships, financial return, community
involvement, product value, employment practices, and environmental protection [78]. Thus,
the activities associated with corporate sustainability are very similar to those discussed in this
research, especially in the perceived value of sustainability (product value/environmental protection)
and C–C identification (business relationships/community involvement).

For this reason, the authors have proved those factors that may positively affect consumer
citizenship behavior. The authors believe that marketers can develop strong citizenship behavior to
participate in a sharing economy business that uses CSR activities by creating a good sense of C–C
identification and events that create a greater value of sustainability perception, and by accumulating
a high level of social capital. The results of this innovative research model correspond with several
other studies. Accordingly, many marketers rely on holding/participating in the CSR activities and
creating a high perceived value of sustainability and C–C identification along with accumulating social
capital to generate future consumer citizenship behavior intentions. Marketers have realized that
operating, accumulating, and obtaining social capital in the social media community are the most
effective and significant mediators in influencing consumer behavior. Consequently, the authors can
suggest that entrepreneurs/executives may believe that CSR affects the perception of sustainability,
consumer–company identification and improve consumer citizenship behavior. Most importantly CSR
activities focusing on sustainability issues and operate with social capital may lower costs and improve
efficiencies as well. This finding could be viewed as a pioneering benchmark for further research.

5.3. Limitations and Future Research

In this research paper, the authors raised a novel concept of CSR activities with social capital
theory. Certain limitations of this study should be addressed. When addressing these limitations,
the authors also suggest directions for future research.

First, the CSR concept can always be examined as a whole, which is a limitation of this study.
The authors proposed and verified the hypotheses that the greater the commitment of a company to
respecting consumer rights and interests and the greater the commitment by a company to respect and
protect the natural environment, the greater the level of C–C identification. However, this is not easy to
observe in a long research period. In future research, the needs of communities, local people, and the
environment, which are a long-term goal for companies participating in CSR, could be considered
and investigated.

Second, our sample comprised primarily young adults (around 30 years); hence, their responses
may not be completely generalizable to the population at large.

Third, this study was conducted in Taiwan, thus restricting its findings to that culture. Current
research has suggested that cognitive, emotional, and behavioral responses may vary across
cultures [79]. Based on [80] cultural dimensions, the Taiwanese culture is known to be more collective
than individualistic. Therefore, the effect of the customer citizenship behavior may be different in
more individualistic cultures. Future studies should explore the role of perception and behavior in
terms of consumer responses to CSR across a variety of cultures.

Finally, this study examined only one service industry. Future researchers should explore
consumers’ perceptions of CSR and value of sustainability in different industries.
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