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Abstract Corporate social responsibility (CSR) can elicit favorable responses
from stakeholders toward the company and may positively influence market share
and profits. However, it is not clear if a CSR-based stakeholder approach may affect
the focus on customers and competitors (i.e., a market orientation) in a negative
way, or if companies can maintain high levels of CSR and market orientation simul-
taneously. This research tests the relationship between CSR and market orientation
based on a sample from marketing managers of Mexican companies and embeds it
into a larger managerial framework. The results from structural equation modeling
based on partial least squares (PLS) suggest that those companies with advanced
CSR programs are also the strongest on market orientation. That is, the relationship
between CSR and market orientation seems to be synergistic rather than detrimen-
tal. Further, this research tests the relationship of CSR and market orientation with
other relevant variables, such as innovation, company reputation, and employee
commitment. Implications for marketing theory and practice are discussed.

References: Available upon request

R. Felix ()
The University of Texas-Pan American, Edinburg, TX 78539, USA
e-mail: felixr@utpa.edu

© The Academy of Marketing Science 2016 99
M.D. Groza, C.B. Ragland (eds.), Marketing Challenges in a Turbulent

Business Environment, Developments in Marketing Science: Proceedings

of the Academy of Marketing Science, DOI 10.1007/978-3-319-19428-8_25


mailto:felixr@utpa.edu

	Corporate Social Responsibility and Market Orientation in an Emerging Economy: Relationships and Outcomes

