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intentions (QVSB).

employee satisfaction.

This study aims to examine the relationship between leadership, education and performance (LEP)
using the theoretical framework by Cronin et al. (2000) on quality, value, satisfaction, and behavioral

This model was carried out based on the responses of 337 trainees of corporate education in Seoul,
Republic of Korea. As a result of the analysis, transformational leadership (TL) was found to have a
direct impact on business performance and social responsibility, whereas educational service quality
(ESQ) did not have a direct impact on business performance, but had an indirect impact through

The results imply that the QVSB model by Cronin et al.(2000) can be utilized in the service environment,
while also being expanded management-wide according to different characteristics. Moreover, the
consideration of not only the CEO’s leadership, but also educational service, are of great importance in
the process of generating business performance and undertaking social responsibility.
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| . Introduction

Corporate strategy is a theory on the ac-
quisition of competitive advantage (CA) (Drucker,
1994) . Economic value (EV) is the difference
between the perceived benefits of a consumer
who purchased a product or service and the

economic cost incurred in providing that prod-

uct or service (Barney, 1991). The size of CA
refers to the difference between the EV gen-
erated by a company and the EV generated
by its competitors, and the differentiation of
CA is directly related to the corporate’s busi-
ness performance (BP) (Barney, 1991; Peteraf
& Bergen, 2003). In most cases, the main in-
terest of chief executive officers (CEOs) is fo-

cused on maximizing BP. It is a theme which
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is most frequently raised in the field of busi-
ness management, including strategic man-
agement, and the main area of interest for
scholars in the academia and company man-
agers (Venkatraman & Ramanujam, 1986).
The degree of BP enhancement and acceleration
of the achievement of goals are the most val-
id indicators on effectiveness in measuring
leadership (Kaiser et al., 2008). Furthermore,
the CEO's leadership can influence BP through
various methods, including competition strat-
egy, human resources management, system
and organizational structures, and operation
programs (Gupta et al., 2006 Yukl, 2008).
The role of a CEO’s interpersonal relation-
ships emphasize leadership to achieve basic
goals, such as the recruitment, education and
training, and motivation of employees and
establishment of fundamental principles
(Mintzberg, 1973). Leadership performance
can result in effective problem-solving and
enhanced work performance when the capaci-
ties for problem-solving, social judgment and
knowledge utilization are displayed appropri-
ately (Mumford et al., 2000). Among major
leadership approaches, transformational lead-
ership (TL) accounts for one third of all the-
ses announced on the Leadership Quarterly
(Lowe & Gardner, 2001). TL is influenced by
self-development, training and education (Bass,
1999). This is related to the achievement of
organization members, and also intricately
linked to the development of their potential
to the greatest extent possible (Seltzer & Bass,
1990). Furthermore, the leadership of trans-

formational leaders or knowledge managers
emphasizes the harmonization of organizational
culture, which facilitates the growth of its
members by accumulating knowledge through
business strategy, on-the-job training, and
knowledge management (Soliman & Spooner,
2000).

In terms of a CEO’s leadership, human re-
sources development is a process of develop-
ing and advancing expertise through the train-
ing and development of individuals and or-
ganizational development for the enhancement
of performance (Swanson, 1995). Additionally,
SERVQUAL, a scale developed by Parasuraman
et al. (1988: 1991), is widely researched on in
general service industries and certain education
services fields (Kitrochen, 2004). Leadership
is a fundamental factor in successful organ-
izational learning (Appelbaumn & Reichart,
1998), and the leader’s attitude in support-
ing learning is defined as leadership commit-
ment’ (Pham & Swierczek, 2006). The results
of studies by various scholars that the educa-
tion or training of members by companies af-
fect productivity, and therefore, adequate in-
vestment in and utilization of human resources
can contribute to the enhancement of organ-
izational performance and productivity have
been verified (Acemoglu & Pischke, 1999;
Becker, 1962).

However, according to an examination of
studies associated with leadership and edu-
cational service quality, studies on leadership
mainly focused on team leaders and the like

from an organizational perspective, while those
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on educational service quality, on education
organizations and students. In contrast, stud-
ies converging CEO’s leadership, which sig-
nificantly affects management-related decision-
making, and the quality of educational serv-
ice provided by companies to its members are
relatively lacking. This study, therefore, may
have considerable value if it can identify the
relationship between corporate performance
and social responsibility by adopting trans-
formational leadership, which promotes learn-
ing activities and behavioral changes of mem-
bers through intellectual stimulation (Bass,
1990), and educational service quality, which
applies quality to the previous education sec-
tor (Brigham, 1993: Ewell, 1993: Sahney et
al., 2006) as independent variables.

The organizational learning capability (OLC)
of members has a positive influence on per-
formance, and transformational leadership
(TL), OLC and individual performance were
found to have a significant impact on groups
within the organization (Camps & Rodriguez,
2011). Furthermore, TL, organizational in-
novation (OI) and performance had a positive
relationship, while companies with a high level
of organizational learning (OL) showed a
strong correlation with performance compared
to companies with a low level of OL (Garcia-
Morales et al., 2008). This supports the
highly close relationship between TL, corpo-
rate education and business performance (BP).

According to a study of related literature,
we can derive that a CEO's TL and a com-

pany's educational service quality (ESQ) has

an effect on BP. Therefore, this study includes
the following three goals: The first goal is to
verify research hypotheses by connecting the
constructs of transformational leadership (TL),
business performance (BP), and social re-
sponsibility (SR) based on quality, value, sat-
isfaction, and behavioral intentions (QVSB)
in the research model by Cronin et al. (2000)
and develop a comprehensive framework.

Various scholars have already carried out
studies on the relationship between the TL
theory of Bass (1990) and performance. On
the other hand, there is a relative lack of study
on the relationship between TL, BP and SR.
The second goal of this study is to identify
the direct influence of TL on BP and SR to
re-verify preceding research results and con-
tribute to practical implications for future
research.

TL and ESQ are high-order factor models,
with TL containing three sub-dimensions of
charisma, intellectual stimulation, and in-
dividualized consideration, and ESQ contain-
ing five sub-dimensions of tangibles, reli-
ability, responsiveness, assurance, and empathy.
The third goal of this study is to discover
practical implications through the review of
literature on TL and ESQ by identifying which
sub-dimension factor has greater explanatory
power in BP and SR paths. Through this
process, we hope to propose approach meth-
ods for the maximization of BP generation,
which serves as the foundation of a company's
existence, and the implementation of corpo-

rate social responsibility activities (CSR).
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The remainder of the paper proceeds as
follows. Section 2 presents theoretical back-
ground of the study by reviewing relevant
literature. Research hypotheses are also
developed. Section 3 describes the research
methodology used to empirically test the re-
search model. The results of the proposed
model are presented in Section 4. Finally, in
Section 5, we provide a discussion of the find-

ings and implications.

[I. Theoretical Background and
Research Hypotheses

2.1 Transformational Leadership

Transformational leadership emerged as an
important approach in leadership with the
book Leadership by the political scientist
Burns (1978) (Seltzer & Bass, 1990). In his
book, Burns (1978) defined leadership through
transactional leadership and transformational
leadership (Bass, 1997). Transactional lead-
ership focuses on the exchange between the
leader and members. In contrast, transforma-
tional leadership is a process where both the
leader and members create a connection to
make each other advance to a higher level of
motivation and morality (Avolio et al., 1999:
Bass, 1990: Bass et al., 2003). It underlines
that a leader must concentrate more on in-
spiring motivation in members and act ac-

cording to different situations in order to

achieve his objective and goal (Rao, 2014).

Transformational leadership (TL) is asso-
ciated with the achievement of members and
focuses on developing their potential to the
greatest extent possible (Bass, 1990: 1999).
It was further found that with the leader’s
high expectations on creativity, it had a pos-
itive influence on the members’ strive towards
creativity (Qu et al., 2015). The original TL
theory includes three types of transforma-
tional behavior: charisma, intellectual stim-
ulation, and individualized consideration (Avolio
et al., 1999; Bass, 1990; Bass et al., 2003).
Charisma is also called ‘idealized influence’,
and stimulates all members to act like the leader.
It establishes a model for courage and devo-
tion, and emphasizes self-sacrifice. Intellectual
stimulation is a behavior which enables mem-
bers to recognize problems from new perspectives
and induce them to find more creative solutions.
Individualized consideration refers to efforts
of the leader in an advisory role, supporting,
encouraging and guiding members to become
familiar with their work (Avolio et al., 1999;
Bass, 1990; Bass et al., 2003).

TL provides a broader leadership perspective
compared to other leadership approaches, and
is considered to be effective in different cul-
tures and situations (Bass, 1990: 1999). It
is measured by utilizing the multifactor lead-
ership questionnaire (MLQ) (Antonakis et al.,
2003; Avolio et al., 1999). MLQ is composed
of items that measure the members percep-
tion of the leader's behaviors in the seven

factors of transactional leadership and trans-
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formation leadership (Avolio et al., 1999,
Bass et al., 2003). The validity of MLQ was
verified to have a high level of significance
through a data gathered from more than 3,000
persons (Antonakis et al., 2003). In previous
studies utilizing MLQ, transformation lead-
ership (TL) had a positive correlation with em-
ployee satisfaction, motivation and achievement.
This supports the fact that TL is effective in
various situations (Yukl, 1999).

This study aimed to identify the relation-
ship between TL and employee satisfaction
(ES), TL and business performance (BP), and
TL and social responsibility (SR) through
TL, which is composed of three low-order fac-
tors (charisma, intellectual stimulation, and
individualized consideration) in the MLQ.
First, TL inspires members to act and ach-
ieve goals for performance that go beyond ex-
pectations and provides innovation and influ-
ence for the realization of the company's vi-
sion (Avolio et al., 1999; Bass, 1990; Bass et
al., 2003). Tt affects the development of three
dimensions of pride, attention and respect by
members. The dimensions add greater trust
in enhancing the level of satisfaction of mem-
bers (Podsakoff et al., 1996). Moreover, in
certain studies, TL was found to have a sig-
nificant impact on the satisfaction levels of
members (Bycio et al., 1995).

Second, transformational leadership (TL)
was recognized as a leadership behavior that
had a greater effect on the work outcomes of
members compared to transactional leader-
ship (Lowe et al., 1996). The relationship be-

tween TL and project performance was exam-
ined by itemizing project performance into
technical quality, schedule performance and
cost performance, as a result of which TL was
found to be significant in both one-year-later
project performance variables and five-year-
later profitability and speed to market (Keller,
2006).

Third, true TL is based on morality in so-
cial ethical choices and behavior that is par-
ticipated and commonly pursued by the lead-
er and members (Bass & Steidlmeier, 1999).
It is also associated with post-conventional
moral development and responsible participation
in organizational governance (Graham, 1995).
Furthermore, TL theory is intricately asso-
ciated with the role of the CEO's leadership
which determines the range of participation
and interaction in a company's corporate so-
cial responsibility (CSR) activities (Waldman
et al., 2006).

From preceding studies, it may be determined
that TL is a meaningful prediction factor for
BP, SR, and ES. Therefore, this study proposes
the following three hypotheses associated
with TL:

Hla: Transformational leadership (TL) will
have a positive (+) effect on employee
satisfaction (ES).

HI1b: Transformational leadership (TL) will
have a positive (+) effect on business

performance (BP).



262 KBR Hi20& A1 2016 23

Hic: Transformational leadership (TL) will
have a positive (+) effect on social
responsibility (SR).

2.2 Educational Service Quality

Human resource development (HRD) in
businesses is a process of developing and ad-
vancing the expertise of an individual through
personal training and development, and or-
ganizational development in order to achieve
enhanced performance (Swanson, 1995). Several
researchers have emphasized that the core of
successful HRD depends on the learning of
the individual and organization (Swanson,
1996: Watkins, 1995). The personal and or-
ganizational learning opportunities provided
to enhance work-related performance today
can be defined as “training” (Nadler, 1984).

Training and development are processes to
systematically develop work-related knowl-
edge and expertise of members in an organ-
ization with the goal of improving corporate
performance (Swanson, 1995). Therefore,
through effective training and development,
businesses can expect enhanced performance
of individuals and teams, and ultimately the
company in terms of product, quality, speed
and overall production (Armstrong, 2006).
Education is a concept which encompasses
training and development, which is why it is
differentiated from training (Barrie & Pace,
1998). It is intangible, and characteristically
provides direct services to the minds of direct

beneficiaries, the members (Lovelock, 1983).

In addition, education may serve as the only
environment for the examination of service
quality (Quinn et al., 2009).

As for service quality (SQ), by reflecting how
customers recognize service characteristically
differently, it can be categorized into technical
quality, functional quality and image (Gronroos,
1984). SQ refers to objective quality, which
signifies the technical superiority and excellence
of a product, and subjective quality, which
includes the subjective responses of people,
and can change according to two approaches
(Dodds & Monroe, 1985). SQ is a subjective
and comprehensive evaluation by the customer
and is determined by a comparison of expect-
ation and performance. Thus, customer sat-
isfaction can be defined as a comparison of
the level of a service received and the level of
expectation prior to receiving the service
(Parasuraman et al., 1985). SQ can be meas-
ured by utilizing SERVQUAL, which is a multiple-
item scale for assessing customer expectations
of service quality and their perceptions of the
service they receive in five dimensions of service
quality (Parasuraman et al., 1988: 1991).
The five dimensions are RELIABILITY, the
extent of trusted service delivery according to
the relative importance experienced by cus-
tomers, RESPONSIVENESS, the level of re-
sponse to problems, ASSURANCE, the level
of trust and confidence, EMPATHY, a criteria
on the caring, individualized attention toward
customer dissatisfaction, and TANGIBLES,
physical evidence (Parasuraman et al., 1985:
1988).
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Recent advances in ICT (information and
communication technology) and e-learning
technology are increasing the motivation, in-
terest and participation of students, and
communication and information exchange are
further enhancing the quality of tertiary edu-
cation (Pavel et al, 2015). Several theorists
and researchers are stimulating interest in
the application of quality in education (Brigham,
1993: Ewell, 1993: Sahney et al., 2006), and
based on such preceding research, this study
aims to define the service quality provided by
education and businesses as Education Service
Quality (ESQ).

ESQ will utilize the five dimensions of
SERVQUAL (reliability, responsiveness, as-
surance, empathy, tangibles) as proposed by
Parasuraman et al. (1985; 1988; 1991). We
aim to identify the relationship between ESQ
ESQ and
perceived service value (PSV), and ESQ and

and employee satisfaction (ES),

business performance (BP). First, Dodds and
Monroe (1985) revealed that in the relation-
ship between concepts of price, perceived quality
and perceived value, perceived value was a
higher-level attribute compared to perceived
quality. Therefore, it may be said that per-
ceived quality is an important element which
determines perceived value. Perceived value
refers to the utility of overall evaluation on
the perception of what is given and received
by a consumer based on a product. Service
value (SV) may be considered as a more per-
sonal and higher-level attribute than service
quality (SQ) (Zeithaml, 1988). In empirical

studies on the relationship between SQ and
SV for traditional retail and online shopping
businesses, SQ was found to have a positive
impact on SV in most cases (Bauer et al., 2006:
Brady et al., 2001; Cronin et al., 1997).
Second, satisfaction refers to the level of
confidence possessing or using a service will
inspire positive emotions in the customer (Rust
& Oliver, 1994). The main function of per-
ceived service quality considers overall sat-
isfaction (Cronin & Taylor, 1994: Parasuraman
et al., 1988). Satisfaction is derived from the
disconfirmation of beliefs between pre-purchase
expectation and post-purchase perceived per-
formance of a product or service (Oliver, 1980).
In a study examining the relationship between
e-service quality, customer satisfaction and
loyalty in e-marketing, e-service quality was
found to influence customer satisfaction and
customer loyalty (Chang et al., 2009).
Third, the business providing service guar—
antee can achieve not only customer satisfaction
compared to other businesses in the same in-
dustry, but also superior market and finan-
cial performance from a return-on-investment
perspective (Shin & Ellinger, 2013). Furthermore,
businesses must strengthen quality-based
strategies to acquire the viability of service
quality and improve organization perform-
ance in order to acquire competitive advant-
age (Rapert & Wren, 1998). The role of com-
petitive advantage had a meaningful result
as an intervening variable in the relationship
between total quality management (TQM) and
financial performance (Agus & Sagir, 2001).
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The direct relationship between service qual-
ity and profitability was verified by various
researchers. This was presented through the
positive evidence in Table 1 (p. 68) in the re-
view of recent literature ‘Service quality,
profitability, and the economic worth of cus-
tomers: What we know and what we need to
learn” by Zeithaml (2000).

Based on the discussions of preceding stud-
ies as the above, ESQ may be considered to
be a meaningful prediction factor for ES, PSV
and BP. Therefore, this study proposes the
following three hypotheses association with
ESQ:

HZ2a: Educational service quality (ESQ) will
have a positive (+) effect on perceived

service value (PSV).

H2b: Educational service quality (ESQ) will
have a positive (+) effect on employee
satistaction (ES).

H2c: Educational service quality (ESQ) will
have a positive (+) effect on business

performance (BP).

2.3 Perceived Service Value and
Employee Satisfaction

The service profit chain (SPC) model is as-
sociated with employee retention and employee
productivity, both which refer to employee
satisfaction (ES), based on internal service

quality. This demonstrates the link between

revenue growth and profitability, which refer
to business performance (BP) through per-
ceived service value (PSV), customer satisfaction
(CS), customer loyalty (CL) (Heskett et al.,
1994). According to the SPC model, BP is
stimulated by CL, CL is stimulated by CS,
and CS is affected by PSV. PSV is generated
by members with job satisfaction, the ability
to devote to one's work, and productivity, and
ES is affected by the internal service quality
of the final business.

Cronin et al. (2000) revealed that SQ had a
direct impact on SV and satisfaction through
a study verifying the relationship between
service quality (SQ), service value (SV), and
satisfaction, and behavioral intentions (BI).
In addition, SQ, SV and satisfaction each had
a direct impact on BI. Furthermore, SV had
an indirect impact on BI through satisfaction.
In a study which verified the relationship be-
tween service quality (SQ), perceived value
(PV), customer satisfaction (CS), and post-
SQ was found to
have an impact on PV and CS. Additionally,
PV had an effect on CS and PI, and CS influ-
enced PI (Kuo et al., 2009). General customer

satisfaction and organizational performance

purchase intention (PI),

are both highly important indicators that are
used to measure service quality in various ways
in the private sector (Wisniewski, 1996).
Moreover, customer perceived value (CPV) was
verified to have a moderating effect in the re-
lationship between customer satisfaction (CS)
and customer loyalty (CL) (Anderson &
Srinivasan, 2003).
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A study investigating the relationship be-
tween customer satisfaction, customer service
cost and customer value of financial service
companies found that customer satisfaction
and customer value had a positive influence
on future customer service cost (Terpstra &
Verbeeten, 2014). Additionally, in a study
conducted based on satisfaction, loyalty be-
havior, and reputation, which are customer-
related performance indicators, satisfaction
and loyalty behavior were a medium between
customer value and reputation (Tournois,
2015). As such, the relationship between value,
satisfaction, and performance has been proved
by various researchers, and based on the re-
sults of preceding studies, the relationship
between perceived service value (PSV) and
employee satisfaction (ES), ES and business
performance (BP), and PSV and BP can act as
meaningful prediction variables. Thus, this
study proposes the following three hypotheses:

H3: Perceived service value (PSV) will
have a positive (+) effect on employee
satistaction (ES).

H4: Employee satisfaction (ES) will have a
positive (+) effect on business per-
formance (BP).

H5: Perceived service value (PSV) will
have a positive (+) effect on business
performance (BP).

2.4 Business Performance and
Social Responsibility

2.4.1 Business Performance

The performance of business organizations
is affected by corporate strategy and oper-
ation in market and non-market environments
(Baron, 2012). Performance is a concept which
encompasses not only result and output, but
also behavior and process (Corvellec, 1997).
Performance improvement (PI) is an activity
to improve the process and procedure by
measuring the output associated with the
process and procedure with the goal of in-
creasing output and enhancing efficiency or
effectiveness. Members can pursue clear goals
through the PI perspective (Hale, 2004).

The measurement of organizational perform-
ance (OP), which is an important component
in the study of business administration, may
be categorized into three dimensions of ac-
counting, financial market and hybrid meas-
ures (Richard et al., 2008). As a concept
broader than OP, the measurement of busi-
ness performance (BP) can be categorized in-
to three domains of performance concept: fi-
nancial performance, financial and operational
performance, and organizational effectiveness
(Venkatraman & Ramanujam, 1986).

BP can be categorized into two dimensions
of actual operating performance (OP) and fi-
nancial performance (FP). In a study attempting
alternative quality improvement strategies,

FP was categorized into asset turnover ratio
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and revenues, whereas OP was categorized
into product defect ratio, level of customer
satisfaction, and quality prime cost compared
to revenue (Adams, 1994). Additionally, to-
tal quality management (TQM) assumes that
both financial and non-financial measurements
are equally important and attempting vari-
ous approaches in measuring organizational
performance (Sila, 2007). The balanced score-
card with a focus on corporate vision and
strategy is a performance indicator to measure
BP from four perspectives of financial, cus-
tomer, internal business, innovation and learn-
ing with the objective of improving the meas-
urement of financial performance (FP) and
non-financial performance (NFP) (Kaplan &
Norton, 1992). According to a review of liter-
ature, the measurement of corporate BP may
largely be separated into FP and NFP.

2.4.2 Social Responsibility

Recently, business scholars are concentrat-
ing on cases where managers implement cor-
porate social responsibility (CSR) as a man-
agement instrument, together with BP (Waldman
et al., 2006). CSR has been defined in vari-
ous ways by several scholars according to the
historical background of their time based on
the social, economic, political and environ-
mental context of each period (Rahman, 2011).
According to the first academic definition of
CSR, social responsibilities refers to the obli-
gation of businessmen to make decisions in

line with the overall objectives and values of

our society and pursue actions that are desir-
able for our society (Bowen, 1953). CSR is
recognition on the part of management of an
obligation to the society it serves not only for
maximum economic performance but for hu-
mane and constructive social polices (Heald,
1957). In addition, CSR provides the momentum
to build corporate image, and can differ sig-
nificantly by the size of the company, industry
and marketing budget in the relationship be-
tween CSR and corporate success (Arendt &
Brettel, 2010).

The social responsibilities that must be un-
dertaken by businesses can be classified into
four categories: economic responsibilities, le-
gal responsibilities, ethical responsibilities,
and discretionary responsibilities. The objective
of economic responsibilities is to maximize cor-
porate profit: legal responsibilities, the ob-
servation of social laws: ethical responsibilities,
the observation of ethical criteria: and dis-
cretionary responsibilities, the contribution
to the social community and improvement of
the quality of life (Carroll, 1979). CSR is a
part of corporate behavior which goes beyond
the direct interests of the firm and share-
holders and that which is required by law to
achieve greater development or agree to cer-
tain social rules (McWilliams & Siegel, 2001).
However, in certain circumstances, CSR can
be promoted for the profit of the firm (Wright
& Ferris, 1997). The ten important dimensions
of CSR can be summarized as: an obligation
to the society, stakeholders’ involvement, im-

proving the quality of life, economic develop-
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ment, ethical business practice, law abiding,
voluntariness, human rights, protection of
environment, transparency and accountability
(Rahman, 2011).

In theory and empirical studies, CSR activ-
ities were found to have a positive impact on
consumers attitude towards the company
(Lichtenstein et al., 2004). CSR influenced
the recognition by customers and other inter-
est parties, and by having an impact on the
company s reputation, corporate identity, im-
age, and organizational success, it is emerg-
ing as a major theme in the intersection of
the company's sustainability and marketing
research (Bhattacharya et al., 2009: Sen et
al., 2006; Smith, 2003). CSR is difficult to
measure as it is located outside the organization
and comprised of various strata. Therefore,
the measurement of CSR may be replaced by
the measurement of corporate social perform-
ance (CSP) (Marom, 2006). CSP is found to
be statically related with prior financial per-
formance, supporting the theory that slack
resource availability and CSP are positively
related. Furthermore, it is also found to be
statically related associated with future fi-
nancial performance, supporting the theory that
good management and CSP are positively re-
lated (Waddock & Graves, 1997).

Through the conduct of meta-analysis on
52 studies, CSP and corporate financial per-
formance (CFP) was found to have positive
relationships in many cases (Orlitzky et al.,
2003). A study on the influence of corporate

social responsibility of Indian companies on

corporate performance found that the social
responsibility of a company's diverse interested
parties had a major impact on financial and
non-financial performance (Mishra & Suar,
2010). Therefore, the relationship between
social responsibility (SR) and business per-
formance (BP) can act as meaningful prediction
variables. Studies related to corporate social
responsibility, however, are mainly limited to
research investigating the relationship be-
tween social responsibility and financial per-
formance (FP), and defining the relationship
between non-financial performance (NFP) and
social responsibility (SR) may reveal new im-
plications that differ from other studies. This

study proposes the following research hypothesis:

H6: Business performance (BP) will have a
positive (+) effect on social responsi-
bility (SR).

Ill. Research Model and Methodology

3.1 Research Model and
Measurement of Variables

This research model is based on the quality,
value, satisfaction, and behavioral intentions
(QVSB) model by Cronin et al. (2000). It
adopts and reorganizes the concepts of trans-
formational leadership (TL), business per-
formance (BP), social responsibility (SR). TL,

which is considered to have a positive impact
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on BP and SR, includes three sub-dimensions
of charisma, intellectual stimulation, and in-
dividualized consideration. This study also
aims to examine how the five dimensions
(reliability, responsiveness, assurance, em-
pathy, tangibles) of educational service qual-
ity (ESQ) impact BP. The research model is
demonstrated in Figure 1.

In order to measure the six constructs in
the research model, fifty questions were de-
veloped on the 7-point Likert scale. The Likert
scales (1-7), with anchors ranging from '1 =
strongly disagree to 7 = strongly agree were
used for all questions.

The operational definition of research vari-
ables are as follows: Charisma is a sub-
dimension of TL and signifies a leader who is
a powerful role model for members. Intellectual

stimulation refers to a leader who enables

Hle

members to make decisions and solve prob-
lems with greater prudence. Individualized
consideration signifies a leader who is inter-
ested in the individual desires of members
and creates an atmosphere of support (Bass,
1990: 1997: 1999: Bass et al., 2003; Seltzer
& Bass, 1990).

As a dimension of ESQ, reliability is the
ability to carry out accurate and consistent
education services. Responsiveness is the de-
termination to provide efficient services and
assistant students. Assurance is the ability
to instill confidence and trust in students
through knowledge and modesty. Empathy is
the level of thoughtfulness and individual in-
terest to students. Tangibles signify the ex-
ternal features of educational services, such
as physical facilities, equipment and manpower
(Parasuraman et al., 1985: 1988; 1991).

Hlb

]

Transformational
leadership (TL)

Emplovee

T Hla T disfaction (ES)

Perceived
service value (PSV)

Educational service
quality (ESQ)

H4

v v

Social
Responsibility (SR)

Business

performance (BP) — HS

F Y

(Figure 1) Research Model
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ES is the overall level of satisfaction after
experiencing educational services (Oliver,
1980: Rust & Oliver, 1994).

PSV is an overall evaluation on the value,
cost and time of educational services (Cronin
et al., 1997; Zeithaml, 1988).

BP refers to non-financial achievements,
which reflect customer value, loyalty, sat-
isfaction and new customers (Arendt & Brettel,
2010), whereas SR signifies responsible ac-
tivities undertaken by the company in con-
sideration of non-profit organizations, local
community and donations (Arendt & Brettel,
2010 Lichtenstein et al., 2004).

3.2 Data Collection and Sample Features

To collect the data for this study, a survey
was conducted for a period of about four
weeks on members who were based in Seoul,
Republic of Korea, and had experience taking
education programs provided by their com-
pany, which were among 21 companies with
more than 50 employees. A total of 390 cop-
ies of the questionnaire were distributed and
368 copies collected.

With the exception of 19 questionnaires that
were not answered properly, had more than
one response to one question or unanswered
questions, 349 copies were used for the analysis.
PASW 18.0 was utilized for data analysis,
and tests for the outlier and normality of the
collected data were conducted prior to per-
forming the demographical analysis.

Among the 50 observed variables in 349

pieces of data, twelve univariate outliers, which
was defined if a z-score is greater than 3 or
less than -3 for any dependent variable within
a group, were detected. The twelve outliers
were removed, and 337 pieces of data were
used in the final analysis. Although there are
slight differences among scholars, if the ab-
solute value of standard deviation is higher
than 3 and the absolute value of kurtosis is
higher than 8, the test results will be consid-
ered as an extreme case of normality. As a
result of the analysis, skewness was found to
be between 0.413 and 0.081, and kurtosis
between -0.854 and 0.261, and therefore, the
data can be regarded as normal. The demo-
graphic features of the sample are shown in
(Table 1.

In terms of demographical statistics, it is
worth noting that the educational level of re-
spondents were considerably high with 89.3
percent (301 respondents) with a bachelors
degree. This is representative of the fact that
businesses located in Seoul prefer employees
who are university graduates, and members
who work in their organizations have a strong
will for continuous self-development through

education.

IV. Data Analysis and Results

4.1 Reliability and Validity Test

This study conducted the analysis based on
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(Table 1) Demographic Characteristics of The Sample

Classification Frequency Ratio (%)
Gend Male 215 63.8
ender Female 122 36.2
Under 25 years old 18 5.3
26 ~ 29 years old 80 23.7
Ace arou 30 ~ 39 years old 165 49.0
8¢ group 40 ~ 49 years old 58 17.2
50 ~ 59 years old 15 4.5
Over 60 years old 1 0.3
Lower than high school graduate 36 10.7
. University graduate 248 73.6
Academic background Graduate student 16 4.7
Master's degree holder 37 11.0
General staff 158 46.9
Assistant managers 79 23.4
Position Managers 47 13.9
Deputy general managers 16 4.8
General managers 15 4.5
Team leaders 22 6.5
Manufacturing 86 25.5
Finance 46 13.6
. Services 106 31.5
Fields of work *ICT related business 63 18.7
Wholesale and retail 28 8.3
Others 8 2.4

Notes: *ICT (Information & Communication Technology)

the criterion that in social sciences, a varia-
ble is considered significant if the eigen value
of factors and questions is higher than 1.0,
the factor loading higher than 0.5, and com-
munity higher than 0.5 (Gefen et al., 2000:
Hair et al., 2010). In the exploratory factor
analysis (EFA), the principle component anal-
ysis was used to verify the causal relation-
ships of factors.

The results of the analysis found that in
the six constructs, variables, with the exception
of ES, BP and SR, were found to be different

from the theoretical structures of preceding
studies. The items for TL were reduced from
11 to 10 through a cleansing process, the items
for ESQ were reduced from 22 to 16 through
six cleansing processes and items for PSV from
four to three through one cleansing process.
Cronbach’s alpha coefficient was used to meas-
ure internal consistency. The value of 12 sub-
dimensions were in the range of 0.808 ~
0.923, satisfying the recommended value of
above 0.6 (Gefen et al., 2000).

The confirmatory factor analysis (CFA) was
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conducted based on the criteria of a construct
reliability of over 0.7 and average variance
extracted (AVE) of over 0.5 in order to acquire
reliability and assurance (Fornell & Larcker,
1981; Gefen et al., 2000; Hair et al., 2010).
The test results showed that all constructs
had a construct reliability of over 0.7 and AVE
of over 0.5, and therefore, reliability and
convergent validity has been acquired. The
results of the reliability tests are as presented
in Table 2:

In three sub-dimensions representing TL,
the discriminant validity (DV), which is de-
fined as the degree to which observation var-
iables between independent latent variables
are related, decreased. Charisma, intellectual
stimulation, and individualized consideration
are TL sub-dimensions, and therefore, it was
found that there was a high correlation be-
tween the constructs. This supports the re-
sults of ‘Re-examining the components of
transformational and transactional leadership
using the Multifactor Leadership Questionnaire”
by Avolio et al. (1999).

ESQ was found to have a somewhat high
correlation between two variables, reliability
and responsiveness. The respondents to the
questionnaire seem to recognize ‘ability to carry
out education service with accuracy and ‘efficient
provision of service as similar perspectives.
Meanwhile, the DV was also detected to fall in
PSV and BP. This is probably because mem-
bers regard the overall evaluation on value,
cost and time for educational services in the

same context as BP. The results of the analy-

sis have been presented in Table 3:

The independent variables of this study are
the three sub-dimensions of TL (charisma,
intellectual stimulation, individualized con-
sideration) and five sub-dimensions of ESQ
(tangibles, reliability, responsiveness, assur-
ance, empathy), and therefore, it is a high-order
factor model which signifies second-order factor.

Table 4 illustrates the high-order factor
analysis using the reflective indicator. The
analysis results show that TL and EQS satisfy

the goodness-of-fit in an overall sense.

4.2 Test of Hypotheses

AMOS 18.0 was used to conduct the path
analysis to verify the significance of each path
of the research model. The test results were
Chi-square statistic (x*) = 440.349, df =
237, p = 0.000. The root mean-squared error
of approximation (RMSEA) was within 0.051
< 0.08, and the root mean-squared residual
(RMR) was within 0.049 < 0.05, thus show-
ing that the absolute fit satisfied the recom-
mended criteria (Carmines & Mclver, 1983;
Hair et al., 2010).

The goodness-of-fit of the structural equa-
tion model is shown in Table 5, and the path
coefficients in Figure 2: As can be seen in
Table 5, items absolute fit, incremental fit, and
parsimonious fit index, which are criteria to
determine the goodness-of-fit of major mod-
els, show indicators that are acceptable.

In particular, the values of GFI, NFI, IFI,
TLI, and CFI are above the recommended value
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(Table 2) Results of Reliability Tests

Factor

Cronbach’s

Construct

Construct Indicators loading alpha reliability >A XE5
> 0.5 > 0.6 > 0.7 '

TL10 0.780

. TL9 0.773
Charisma (Ch) TLE 0.653 0.904 0.905 0.703

TL6 0.594

.. . . . TL1 0.826
Ind1v1duahze(;lcc)onmderatlon T1.0 0.804 0.870 0.868 0687

TL4 0.616

. . TL7 0.788
Inte“eCtuillss)“mulamon TL8 0.771 0.857 0.857 0.667

TL3 0.665

ESQ2 0.839

. ESQ1 0.823
Tangibles (Ta) ESQd 0.793 0.886 0.888 0.665

ESQ3 0.687

ESQS 0.764

C ESQ6 0.726
Reliability (Re) BSQ7 0712 0.872 0.873 0.631

ESQ9 0.626

ESQ19 0.802
Empathy (Em) ESQ18 0.751 0.858 0.858 0.668

ESQ20 0.688

ESQ12 0.756
Responsiveness (Rp) ESQ13 0.709 0.860 0.861 0.674

ESQ11 0.677
Assurance (As) E:g}g 8';2 0.808 0.808 0.678

ESH 0.839

Employee satisfaction 154 0.834
(ES) ES2 0.810 0.916 0.916 0.686

ES3 0.784

ES1 0.750

Perceived service value PSVI 0.858
(PSV) PSV4 0.664 0.833 0.831 0.622

PSV2 0.657

BP2 0.823

Business performance BP3 0.816
(BP) BP1 0.802 0.901 0.904 0.703

BP4 0.642

SR2 0.873

Social responsibility SR3 0.871
(SR) SR1 0.860 0.923 0.924 0.752

SR4 0.801
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(Table 3) Discriminant Validity
1 2 3 4 5 6 7 8 9 10 11 12

Ch |0.703

IS 0.828 | 0.667

IC 0.830 | 0.797 | 0.687

Re 0.240 | 0.222 | 0.227 | 0.631

Ta 0.185 ] 0.225 | 0.195 | 0.524 | 0.665

Rp 0.242 1 0.238 | 0.218 | 0.712 | 0.508 | 0.674

Em | 0.222 | 0.237 | 0.179 | 0.570 | 0.489 | 0.619 | 0.668

As 0.256 | 0.261 | 0.229 | 0.661 | 0.383 | 0.671 | 0.585 | 0.678

ES [0.217 ] 0.183 | 0.225 | 0.545 | 0.361 | 0.536 | 0.425 | 0.484 | 0.686

PSV | 0.259 | 0.235 | 0.180 | 0.394 | 0.234 | 0.356 | 0.246 | 0.386 | 0.416 | 0.622

BP | 0.258 | 0.235 | 0.201 | 0.321 | 0.304 | 0.297 | 0.268 | 0.317 | 0.402 | 0.671 | 0.703

SR ]0.213]0.187 | 0.175| 0.238 | 0.240 | 0.194 | 0.255 | 0.187 | 0.251 | 0.316 | 0.281 | 0.752

Notes: The values along the diagonal line are AVE values.
Values below AVE are squared correlation values.

(Table 4) High-order Factor Analysis

Second order factor

Index

Transformational
leadership (TL)

Educational service
quality (ESQ)

Charisma —
0.92
o |
Intellectual
stimulation (0.895)
Individualized | (0.897)
consideration
Tangibles *x
(ﬂ.eﬂy\
Reliahility
T s
—
Responsiveness (0.855)
(0.729)
Empathy - 0.770)
Assurance /

X’ = 122,294, df = 32, p = 0.000
RMR(SRMR) = 0.032

GFI = 0.931, AGFI = 0.881

NFI = 0.954, TLI = 0.952

CFI = 0.966

PNFI = 0.678, PCFI = 0.687

x* = 210.348, df = 99, p = 0.000
RMR(SRMR) = 0.040

GFI = 0.924, AGFI = 0.896

NFI = 0.944, TLI = 0.963

CFI = 0.969

PNFI = 0.779, PCFI = 0.800

Notes: Numbers in brackets () signify squared multiple correlations (SMC).
Refer to Table 4 for index requirement and references.

of 0.9, and PNFI and PCFI were both higher
than the recommended value of 0.6 at 0.801

and 0.831, respectively, and therefore, the

proposed model may be regarded as fit (Gefen
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(Table b) Fitness of Research Model

Index Requirement Research References
model
x3/df 1.0<x¥/df<2.0 ~ 3.0 1.858
RMSEA <0.08 0.051 Carmines & Mclver
Absolute RMR(SRMR) <0.05 0.049 (1983)
fit GFI >0.8 ~ 0.9 0.905 Hair, Black, Babin &
AGFI >0.8 ~ 0.9 0.879 | Anderson (2010)
PGFI >0.5 ~ 0.6 0.715
NFI >0.9 0.933
Incremental IF1 >0.9 0.968 Bentler (1990)
fit TLI >0.9 0.962 Hu & Bentler (1999)
CFI >0.9 0.968
Parsimonious PNFI >0.5 ~ 0.6 0.801 James, Mulaik &
fit PCFI >0.5 ~ 0.6 0.831 Brett (1982)
Olzqiii
0095
t'[ formational Employ b
leadership (TL) 0 e faction (ES) 06
022
Y v
Business niss Social
0.18%+* performance BP) | "7 7" Responsibility (SR)
Olﬁ?'-i-ix' -
SMC SMC
0.565=+ (0.656) 0341)
Educational service Perceived

quality (ESQ)

:

service value (PSV)

SMC
(0.390)

0.06

Notes: **p (0

.05, ***p ( 0.001

(Figure 2) Path Coefficients of Leadership, Education Service, Performance (LEP)

et al., 2000; Hair et al., 2010: James et al.,

1982).

and ESQ on ES, PSV and BP, an analysis

was conducted as shown in Table 6:

In order to understand the causal relation-

ship between a CEO's TL on ES, BP, and SR

First of all, the effect of TL on BP (H1b)
was B = 0.09 (p € 0.05), and on SR (Hle), B



The Effects of CEOs™ Transformational Leadership and Educational Service Quality on Business Performance and Social Responsibility 275

(Table 6) Path Analysis Result

Hypothesis Path Beta C.R. P-value Result
Hla TL — ES 0.025 0.043 0.490 0.624 Not supported
Hlb TL — BP 0.094 0.042 1.965 0.049** Supported
Hlec TL — SR 0.266 0.064 4.668 0.000*** Supported
H2a ESQ — PSV 0.625 0.068 8.906 0.000*** Supported
H2b ESQ — ES 0.671 0.081 8.907 0.000*** Supported
H2c ESQ — BP 0.058 0.093 0.701 0.484 Not supported
H3 PSV — ES 0.177 0.059 3.334 0.000*** Supported
H4 ES — BP 0.222 0.078 2.974 0.003** Supported
H5 PSV — BP 0.563 0.073 8.854 0.000*** Supported
H6 BP — SR 0.416 0.075 7.085 0.000*** Supported

Notes: **p € 0.05, ***p ( 0.001

= 0.27 (p € 0.001), and therefore, the results
were significant. In other words, it may be
understood that TL has a direct impact on a
company's BP and SR. Meanwhile, the rela-
tionship between TL and ES (Hla) was found
to be non-significant.

The effect of ESQ on PSV (H2a) was B =
0.62 (p € 0.001), and on ES (H2b) was B =
0.67 (p € 0.001), thus the results were also
significant, however, it was found to have no
impact on BP (H2¢). Furthermore, PSV had
an impact of B = 0.18 (p ¢ 0.001) on ES
(H3) and ES had an impact of B = 0.22 (p ¢
0.05) on BP (H4), both showing significant
relationships. Lastly, the effect of PSV on BP
(H5) was B = 0.56 (p € 0.001) and the effect
of BP on SR (H6), B = 0.42 (p < 0.001), thus
showing significant results. In the path anal-
ysis result, the ten hypotheses proposed in this
study were all adopted as being significant in

an overall sense.

V. Conclusion and Implications

5.1 Summary of Results

The main goal of this study is to identify the
causal relationships between transformational
leadership (TL), educational service quality
(ESQ), employee satisfaction (ES), perceived
service value (PSV), business performance (BP),
and social responsibility (SR). The major re-
sults of the study can be summarized into
three points: First, the relationships between
TL and BP (H1b), and TL and SR (Hlc) are
in conformity with the research hypothesis
as a result of the structural equation model
(SEM) analysis. The diversity in the execution
of leadership has an impact on the results of
the evaluation process, while TL has a sig-
nificant impact on the performance of mem-
bers (Waldman et al., 1987).
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Additionally, transformational leaders were
found to have an impact on the performance
of the organization, such as organizational
citizenship behavior, organizational commit-
ment, and job satisfaction (Nguni et al., 2006).
The TL theory is used to explore the role of
CEOs in determining the extent to which their
firms engage in CSR. Moreover, intellectual
stimulation as a sub-dimension of TL was
found to have a considerably close relation-
ship with CSR (Waldman et al., 2006). As
such, the relationships between TL and BP
(H1b), and TL and SR (Hlc) were found to
be positive by several researchers. This is in
conformity with the test results between TL
and BP (H1b is supported), and TL and SR
(Hlc is supported) conducted in this study.

Meanwhile, the relationship between TL and
ES (Hla) was found to be non-significant.
This may be explained by the fact that in-
tellectual stimulation behavior pressurized
by a CEQ’s leadership increases stress and
psychological burden, thereby lowering the
satisfaction of members. The empirical study
by Thamrin (2012) showed that in the rela-
tionship between TL, job satisfaction (JS),
organizational commitment (OC), employee
performance (EP), TL, OC and EP each had
a positive impact. On the other hand, TL and
JS were found to be non-significant, thus
supporting the result of this study (Hla is
not supported). TL is where the leader sets
the same task-oriented goals as the members,
such as the establishment of a vision, adop-

tion of challenging goals and improving old

problems through innovative methods (Bono
& Judge, 2004: Charbonneau et al., 2001).
Since task-oriented behavior is not consistent
with ES, members are normally more satisfied
with a considerate leader (Fisher & Edwards,
1988 Judge et al., 2004). Therefore, the
CEO must practice leadership with a focus on
building relationships, such as through active
communication, attentive listening and the
paying of compliments combined with reward
in order to satisfy members.

Second, the relationships between ESQ and
PSV (H2a is supported), and ESQ and ES
(H2b is supported) were found to be consistent
with the research hypotheses through stat-
istical verification. The relationship between
PSV and ES (H3 is supported) was also found
to be in conformity with the research hypothesis.
This accurately supports the research results
conducted by Cronin et al. (2000), which veri-
fied the relationships between service quality,
service value, and satisfaction. ESQ satisfies
both perspectives of ES and PSV. Recently,
companies are interested in the capacity build-
ing of their members through internal educa-
tion programs with the objective of achieving
sustainable growth. The study results show
that in order to satisfy members, not only ed-
ucation, but also the service quality of the
education provided are extremely important.
In corporate management, customer value is
increasingly highlighted as the source of
competitive advantage (Woodruff, 1997). The
study results that show PSV has a significant
statistical impact on ES imply that there is a
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strong correlation between value and satisfaction.

On the other hand, educational service quality
was found to have little impact on corporate
performance. This signifies that the quality
factors of Reliability, Responsiveness, Assurance,
Empathy and Tangibles provided to members
have no direct association with corporate
performance. This implies that educational
service quality of companies can become a
meaningful variable according to the level of
satisfaction of members who have experienced
the service and can make an overall evalua-
tion of service value, cost and time. Kuo et al.
(2009) verified the relationships between serv-
ice quality (SQ), perceived value (PV), customer
satisfaction (CS), and post-purchase intention
(PI). SQ was not significant with PI, which
stands for performance, and the results of this
study supports this (H2c is not supported).
In a conceptual model of service quality, sat-
isfaction is described as a form of attitude re-
sulting from a comparison of an expected serv-
ice and the service provided (Bolton & Drew,
1991; Parasuraman et al., 1985). The result
of this study showed that ESQ had an in-
direct impact on BP in p = 0.003 (p ¢ 0.05)
through ES.

Third, the relationships between ES and BP
(H4), PSV and BP (H5), and BP and SR (H6)
were all found to be consistent with the hy-
potheses proposed by this study. The empiri-
cal studies on job satisfaction (JS) and em-
ployee performance (EP) by Thamrin (2012)
are consistent with the test results of ES and

BP (H4 is supported). Service value was pro-

posed to have a direct impact on outcomes
through the literature of various researchers
(Cronin et al., 1997; Sirohi et al., 1998;
Sweeney et al., 1999; Wakefield & Barnes,
1996). This is in conformity with the results
of PSV and BP (H5 is supported). Through a
meta-analysis of 52 theses, corporate finan-
cial performance (CFP) and corporate social/
environmental performance (CSP) were found
to have positive results (Orlitzky et al., 2003).
If CKFP is regarded as BP, and CSP as SR, this
would be supported by the results between
BP and SR (H6 is supported) of this study.

5.2 Research Contributions

This research model included and reorganized
the constructs of transformational leadership
(TL), business performance (BP), and social
responsibility (SR) in the quality, value, and
satisfaction, and behavioral intentions (QVSB)
model by Cronin et al. (2000). The QVSB
model focuses on the external perspective of
service marketing, which identifies consumers’
behavioral intentions in a service environment.
On the contrary, the proposed model applied
CEO leadership to identify the relationship
between BP and SR, and focuses on the in-
ternal perspective.

The service profit chain (SPC) model pre-
sented the link between internal service quality,
employee satisfaction, external service value,
customer satisfaction, customer loyalty, revenue
growth, and profitability (Heskett et al., 1994).
The leadership, education service, performance
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(LEP) model in this study presents the con-
nection between transformational leadership,
educational service quality, employee sat-
isfaction, perceived service value, business
performance, and social responsibility.

In summary, this model includes the TL
theory of Bass (1990) to previous QVSB and
SPC models and proposes a comprehensive
framework. Therefore, this study model will
make an important contribution to literature

on leadership and service quality.

5.3 Managerial Implications

The managerial implications of this study
are as follows: First, TL includes the sub-di-
mensions of charisma, intellectual stimulation,
and individualized consideration. The results
of the high-order factor analysis show that
the relationship between the charisma sub-
dimension and TL was SMC = 0.927 and had
the greatest explanatory power. This signifies
that the role of a leader who presents the vi-
sion, behaves as a powerful role model and
inspires strong belief in moral values to members
has the largest direct impact on BP. Therefore,
CEOs are required to practice a kind of lead-
ership that will win the confidence of members
through devotion, and behave in order to win
the trust and respect of members. Rao (2014)
proposes four factors of transformational
leadership (individualized consideration, in-
tellectual stimulation, inspirational motivation
and idealized influence) in "Transformational

leadership: an academic case study and em-

phasizes the value of transformational lead-
ership and educational service by depicting
an education leader who is passionate about
the education of members and actively takes
the lead by demonstrating vision leadership.

Second, among the hypotheses proposed by
the study, the relationship between ESQ and
ES was found have the highest correlation at
C.R. = 8.907 (p € 0.001). Study results show
that among the five sub-dimensions, the re-
lationship between responsiveness and ESQ
was SMC = 0.855 and had the greatest ex-
planatory power. This signifies that the stronger
the determination of the department hosting
the education to provide efficient services and
assist students, the greater the satisfaction
of members and, perhaps, even lead to BP.

Third, TL has a direct impact on BP and SR,
respectively. In particular, it is worth noting
that the relationship between TL and BP was
C.R. = 1.965 (p € 0.05), whereas that with
SR was C.R. = 4.668 (p ¢ 0.001). This im-
plies that a powerful leadership to manage the
company based on a higher sense of fairness
and morality is called for in CEOs. If the
CEO devotes efforts to change the corporate
values himself and has the determination to
develop the values and reflect them in man-
agement practices, the sustainability of the
company can be achieved on a more powerful
and higher level. The study results imply that
the company must carry out CSR activities
based on a TL which emphasizes morality,
fairness and ethics in the company.

Fourth, it has been found through a review
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of literature that various studies have already
been conducted on the path from CSR to BP.
This is because there are many cases among
large conglomerates and companies with high
brand recognition that carry out CSR to gen-
erate BP. In contrast, this study examined
the path from BP to CSR. In contrast to pre-
vious studies, which underlined that the con-
duct of CSR can lead to BP, the study found
that once BP was achieved, the company could
carry out CSR. The respondents to the ques-
tionnaire in this study are members who work
in small-and-medium enterprises (SMEs) and
venture companies. They may believe that
their company's top priority is to focus on the
achievement of BP. In addition, the study of-
fers an interesting implication that the order
of priority between BP and CSR can change
according to certain factors, such as company
size, environment, corporate image and CEO’s

leadership.

5.4 Limitations and Future Research Directions

The limitations and future research direc-
tions of the study are as follows: First, we
emphasize that the model in this study was
not designed in consideration of all factors to
create business performance (BP). It is lim-
ited to the paths between transformational
leadership (TL) and employee satisfaction (ES),
and educational service quality (ESQ), ES,
and perceived service value (PSV) and there-
fore, limits more important variables that im-

pact BP. Remedying the situation in future

research is expected to add greater interest.

Second, the respondents to the questionnaire
in the collection of data were limited to peo-
ple living in Seoul. This gives rise to the pos-
sibility of a regional bias. In order to correct
this, future research will require a broader,
more detailed survey by expanding the sub-
ject regions.

Third, the quality, value, and satisfaction,
and behavioral intentions (QVSB) model and
the service profit chain (SPC) model include
external perspectives in their consideration,
whereas this model limits business perform-
ance (BP) and social responsibility (SR) to
internal perspectives. If, in the future, con-
structs of external perspectives, such as cus—
tomer loyalty, are included in the leadership,
education service, performance (LEP) model
of this study, new implications are expected
to be gained.

Fourth, the questionnaire is comprised of
fifty items, which is somewhat excessive in
terms of criteria. This may lead to damaging
the sincerity of respondents answering the
questions. To remedy this situation, the re-
search model should be designed more simply
to enhance the sincerity of responses.

Fifth, in comparison to various studies that
examine the path from CSR to BP, there is a
relative lack of studies that examine the path
from BP to CSR. Therefore, considering that
this study was limited to small and medium-
sized enterprises (SMEs) and venture com-
panies located in Seoul, Republic of Korea, if

an analysis is conducted on moderating ef-
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fects, including corporate size, image and en-
vironment, in the future and an empirical
study is undertaken on certain companies of
other countries, a more meaningful conclusion
may be reached.

Reference

Acemoglu, D. and Pischke, J. (1999), "The structure
of wages and investment in general training,”
The Journal of Political Economy, 107(3),
539-572.

Adams, E. E. (1994), “Alternative quality improve-
ment practices and organization performance,”
Journal of Operations Management, 12(1),
27-44.

Agus, A. and Sagir, R. M. (2001), "The structural
relationships between total quality manage-
ment, competitive advantage and bottom line
financial performance: An empirical study
of Malaysian manufacturing companies,”
Total Quality Management, 12(7-8), 1018-
1024.

Anderson, R. E. and Srinivasan, S. S. (2003),
“E-satisfaction and e-loyalty: A contingency
framework,” Psychology & Marketing, 20
(2), 123-138.

Antonakis, J., Avolio, B. J. and Sivasubramaniam,
N. (2003), "Context and leadership: An
examination of the nine-factor full-range
leadership theory using the Multifactor
Leadership Questionnaire,” The Leadership
Quarterly, 14(3), 261-295.

Appelbaum, S. H. and Reichart, W. (1998), “How
to measure an organization’s learning ability:
The facilitating factors part II,” Journal of

Workplace Learning, 10(1), 15-28.

Arendt, S. and Brettel, M. (2010), "Understanding
the influence of corporate social responsibility
on corporate identity, image, and firm per—
formance,” Management Decision, 48(10),
1469-1492.

Armstrong, M. (2006), A handbook of human re-
source management practice, London, UK:
Kogan Page.

Avolio, B. J., Bass, B. M. and Jung, D. I. (1999),
‘Re-examining the components of transfor-
mational and transactional leadership using
the Multifactor Leadership Questionnaire,”
Journal of Occupational and Organizational
Psychology, 72(4), 441-462.

Barney, J. (1991), “Firm resources and sustained
competitive advantage,” Journal of Manage-
ment, 17(1), 99-120.

Baron, D. P. (2012), Business and its environment
(7th edition), Upper Saddle River, NJ:
Prentice Hall.

Barrie, J. and Pace, R. W. (1998), “Learning for
organizational effectiveness: Philosophy of
education and human resource development,”
Human Resource Development Quarterly,
9(1), 39-54.

Bass, B. M. (1990), "From transactional to trans-
formational leadership: Learning to share
the vision,” Organizational Dynamics, 18(3),
19-31.

Bass, B. M. (1997), “Personal selling and transactional
/transformational leadership,” Journal of
Personal Selling & Sales Management, 17
(3), 19-28.

Bass, B. M. (1999), "Two decades of research and
development in transformational leadership,”
European Journal of Work and Organiza-
tional Psychology, 8(1), 9-32.

Bass, B. M., Avolio, B. J., Jung, D. I. and Berson,



The Effects of CEOs™ Transformational Leadership and Educational Service Quality on Business Performance and Social Responsibility 281

Y. (2003), “Predicting unit performance by
assessing transformational and transactional
leadership,” Journal of Applied Psychology,
88(2), 207-218.

Bass, B. M. and Steidlmeier, P. (1999), "Ethics,
character, and authentic transformational
leadership behavior,” The Leadership Quar-
terly, 10(2), 181-217.

Bauer, H. H., Falk, T. and Hammerschmidt, M.
(2006), “eTransQual: A transaction process-
based approach for capturing service quality
in online shopping,” Journal of Business
Research, 59(7), 866-875.

Becker, G. S. (1962), "Investment in human capital:
A theoretical analysis,” The Journal of
Political Economy, 70(5), 9-49.

Bentler, P. M. (1990), “ Comparative fit indexes in
structural models,” Psychological Bulletin,
107(2), 238-246.

Bhattacharya, C. B., Korschun, D. and Sen, S.
(2009), “Strengthening stakeholder-company
relationships through mutually beneficial
corporate social responsibility initiatives,”
Journal of Business Ethics, 85(2), 257-272.

Bolton. R. N. and Drew, J. H. (1991), “A longi-
tudinal analysis of the impact of service
changes on customer attitudes,” Journal of
Marketing, 55(1), 1-9.

Bono, J. E. and Judge, T. A. (2004), "Personality
and transformational and transactional
leadership: A meta-analysis,” Journal of
Applied Psychology, 89(5), 901-910.

Bowen, H. R. (1953), Social responsibilities of the
businessman, New York: Harper & Row.

Brady, M. K., Robertson, C. J. and Cronin, J. J.
(2001), "Managing behavioral intentions in
diverse cultural environments: An investi-
gation of service quality, service value, and

satisfaction for American and Ecuadorian

fast-food customers,” Journal of Interna-
tional Management, 7(2), 129-149.
Brigham, S. E. (1993), "TQM: Lessons we can
learn from industry,” Change, 25(3), 42-48.
Bycio, P., Hackett, R. D. and Allen, J. S. (1995),
“Further assessments of Bass's (1985) con-
ceptualization of transactional and trans—
formational leadership,” Journal of Applied
Psychology, 80(4), 468-478.
Camps, J. and Rodriguez, H. (2011), “Transforma-
tional leadership, learning, and employability:
Effects on performance among faculty mem-
bers,” Personnel Review, 40(4), 423-442.
Carmines, E. G. and Mclver, J. P. (1983), "An
introduction to the analysis of models with
unobserved variables,” Political Methodology,
9(1), 51-102.
Carroll, A. B. (1979), “A three-dimensional conceptual
model of corporate performance,” Academy
of Management Review, 4(4), 497-505.
Chang, H. H., Wang, Y. H. and Yang, W. Y. (2009),
“The impact of e-service quality, customer
satisfaction and loyalty on e-marketing:
Moderating effect of perceived value,” Total
Quality Management, 20(4), 423-443.
Charbonneau, D., Barling, J. and Kelloway, E. K.
(2001), "Transformational leadership and
sports performance: The mediating role of
intrinsic motivation,” Journal of Applied
Social Psychology, 31(7), 1521-1534.
Corvellec, H. (1997), Stories of achievements: Nar-
rative features of organizational performance,
New Brunswick, NJ: Transaction Publishers.
Cronin, J. J., Brady, M. K., Brand, R. R., Hightower,
R. Jr. and Shemwell, D. J. (1997), “A cross-
sectional test of the effect and conceptuali-
zation of service value,” Journal of Services
Marketing, 11(6), 375-391.
Cronin, J. J., Brady, M. K. and Hult, G. M. (2000),



282  KBR HM20& H1= 20164 23

“Assessing the effects of quality, value, and
customer satisfaction on consumer behavioral
intentions in service environments,” Journal
of Retailing, 76(2), 193-218.

Cronin, J. J. and Taylor, S. A. (1994), "SERVPERF
versus SERQUAL: Reconciling performance-
based and perceptions-minus-expectations
measurement of service quality,” Journal of
Marketing, 58(1), 125-131.

Dodds, W. B. and Monroe, K. B. (1985), “The effect
of brand and price information on subjective
product evaluations,” Advances in Consumer
Research, 12(1), 85-90.

Drucker, P. F. (1994), "The theory of the business,”
Harvard Business Review, 75, 95-105.

Ewell, P. T. (1993), “Total quality and academic
practice: The idea we've been waiting for?,”
Change, 25(3), 49-55.

Fisher, B. M. and Edwards, J. E. (1988), “Consi-
deration and initiating structure and their
relationships with leader effectiveness: A
meta-analysis,” Academy of Management
Proceedings, 201-205.

Fornell, C. and Larcker, D. F. (1981), "Evaluating
structural equation models with unobservable
variables and measurement etrror,” Journal
of Marketing Research, 18(1), 39-50.

Garcia—-Morales, V. J., Matias-Reche, F. and
Hurtado-Torres, N. (2008), “Influence of
transformational leadership on organizational
innovation and performance depending on
the level of organizational learning in the
pharmaceutical sector,” Journal of Organi-
zational Change Management, 21(2), 188-
212.

Gefen, D., Straub, D. W. and Boudreau, M. C.
(2000), “Structural equation modeling and
regression: Guidelines for research practice,”

Communications of the Association for

Information Systems, 4(7), 1-77.

Graham, J. W. (1995), "Leadership, moral develop~
ment, and citizenship behavior,” Business
Ethics Quarterly, 5(1), 43-54.

Gronroos, C. (1984), "A service quality model and
its marketing implications,” European Journal
of Marketing, 18(4), 36-44.

Gupta, A. K., Smith, K. G. and Shalley, C. E.
(2006), "The interplay between exploration
and exploitation,” Academy of Management
Journal, 49(4), 693-706.

Hair, J. F. Jr., Black, W. C., Babin, B. J. and
Anderson, R. E. (2010), Multivariate data
analysis, 7th ed, Upper Saddle River, NJ:
Prentice Hall.

Hale, J. A. (2004), Performance-based management:
What every manager should do to get results,
San Francisco, CA: Pfeiffer.

Heald, M. (1957), "Management's responsibility to
society: The growth of an idea,” Business
History Review, 31(4), 375-384.

Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser,
W. E. and Schlesinger, L. A. (1994), "Put-
ting the service-profit chain to work,” Harvard
Business Review, 164-174.

Hu, L. T. and Bentler, P. M. (1999), "Cutoff criteria
for fit indexes in covariance structure an-
alysis: Conventional criteria versus new alter—
natives,” Structural Equation Modeling: A
Multidisciplinary Journal, 6(1), 1-55.

James, L. R., Muliak, S. A. and Brett, J. M. (1982),
Causal analysis: Assumptions, models, and
data, Beverly Hills: Sage.

Judge, T. A., Piccolo, R. F. and Illies, R. (2004), “The
forgotten ones? The validity of consideration
and initiating structure in leadership research,”
Journal of Applied Psychology, 89(1), 36-51.

Kaiser, R. B., Hogan, R. and Craig, S. B. (2008),

“Leadership and the fate of organizations,”



The Effects of CEOs™ Transformational Leadership and Educational Service Quality on Business Performance and Social Responsibility 283

American Psychologist, 63(2), 96-110.

Kaplan, R. S. and Norton, D. P. (1992), "The Balanced
Scorecard: Measures that drive performance,”
Harvard Business Review, 70(1), 71-79.

Keller, R. T. (2006), "Transformational leadership,
initiating structure, and substitutes for
leadership: A longitudinal study of research
and development project team performance,”
Journal of Applied Psychology, 91(1), 202~
210.

Kitchroen, K. (2004), "Literature review: Service
quality in educational institutions,” ABAC
Journal, 24(2), 14-25.

Kuo, Y. F., Wu, C. M. and Deng, W. J. (2009), "The
relationships among service quality, per-
ceived value, customer satisfaction, and post—
purchase intention in mobile value-added
services,” Computers in Human Behavior,
25(4), 887-896.

Lichtenstein, D. R., Drumwright, M. E. and Braig,
B. M. (2004), The effect of corporate social
responsibility on customer donations to
corporate-supported nonprofits,” Journal of
Marketing, 68(4), 16-32.

Lovelock, C. H. (1983), “Classifying services to
gain strategic marketing insights,” Journal
of Marketing, 47(3), 9-20.

Lowe, K. B. and Gardner, W. L. (2001), “Ten years
of the leadership quarterly: Contributions
and challenges for the future,” The Leader-
ship Quarterly, 11(4), 459-514.

Lowe, K. B., Kroeck, K. and Sivasubramaniam, N.
(1996), "Effectiveness correlates of trans-
formational and transactional leadership: A
meta-analytic review of the MLQ literature,”
The Leadership Quarterly, 7(3), 385-415.

Marom, I. Y. (2006), “Toward a unified theory of
the CSP-CFP Link,” Journal of Business
Ethics, 67(2), 191-200.

McWilliams, A. and Siegel, D. (2001), “Corporate
social responsibility: A theory of the firm
perspective,” Academy of Management Re-
view, 26(1), 117-127.

Mintzberg, H. (1973), The nature of managerial
work, New York: Harper & Row.

Mishra, S. and Suar, D. (2010), “Does corporate
social responsibility influence firm perfor-
mance of Indian companies?.” Journal of
Business Ethics, 95(4), 571-601.

Mumford, M. D., Zaccaro, S. J., Harding, F. D.,
Jacobs, T. O. and Fleishman, E. A. (2000),
“Leadership skills for a changing world:
Solving complex social problems,” The Lea-
dership Quarterly, 11(1), 11-35.

Nadler, L. (1984), The hand book of human re-
source development, New York: John Wiley
and Sons.

Nguni, S., Sleegers, P. and Denessen, E. (2006),
“Transformational and transactional leadership
effects on teachers’ job satisfaction, organi-
zational commitment, and organizational
citizenship behavior in primary schools:
The Tanzanian case,” School Effectiveness
and School Improvement, 17(2), 145-177.

Oliver, R. L. (1980), "A cognitive model for the an-
tecedents and consequences of satisfaction
decisions,” Journal of Marketing Research,
17(4), 460-469.

Orlitzky, M., Schmidt, F. L. and Rynes, S. L. (2003),
“Corporate social and financial performance:
A meta-analysis,” Organization Studies, 24
(3), 403-441.

Parasuraman, A., Berry, L. L. and Zeithaml, V. A.
(1991), "Refinement and reassessment of
the SERVQUAL scale,” Journal of Retailing,
67(4), 420-450.

Parasuraman, A., Zeithaml, V. A. and Berry, L. L.
(1985), "A conceptual model of service qua-



284  KBR HM20& H1= 20164 23

lity and its implication for future research,”
Journal of Marketing, 49(4), 41-50.
Parasuraman, A., Zeithaml, V. A. and Berry, L. L.
(1988), "SERVQUAL: A multiple-item scale
for measuring consumer perception a of service
quality,” Journal of Retailing, 64(1), 12-40.
Pavel, A. P., Fruth, A. and Neacsu, M. N. (2015), “ICT
and e-learning - Catalysts for innovation
and quality in higher education,” Procedia
Economics and Finance, 23, 704-711.
Peteraf, M. A. and Bergen, M. E. (2003), "Scanning
dynamic competitive landscapes: A market-
based and resource-based framework,” Stra-
tegic Management Journal, 24(10), 1027-
1041.
Pham, N. T. and Swierczek, F. W. (2006), "Facili-
tators of organizational learning in design,”
The Learning Organization, 13(2), 186-201.
Podsakoff, P. M., MacKenzie, S. B. and Bommer,
W. H. (1996), "Transformational leader
behaviors and substitutes for leadership as
determinants of employee satisfaction, com—
mitment, trust, and organizational citizenship
behaviors,” Journal of Management, 22(2),
259-298.
Janssen, O. and Shia, K. (2015), "Trans-
formational leadership and follower crea-

Qu, R.,

tivity: The mediating role of follower rela-
tional identification and the moderating
role of leader creativity expectations,” The
Leadership Quarterly, 26(2), 286-299.

Quinn, A., Lemay, G., Larsen, P. and Johnson, D. M.
(2009), “Service quality in higher education,”
Total Quality Management, 20(2), 139-152.

Rahman, S. (2011), "Evaluation of definitions: Ten
dimensions of corporate social responsibility,”
World Review of Business Research, 1(1),
166-176.

Rao, M. S. (2014), "Transformational leadership -

An academic case study,” Industrial and
Commercial Training, 46(3), 150-154.

Rapert, M. I. and Wren, B. M. (1998), “Service
quality as a competitive opportunity,” Journal
of Services Marketing, 12(3), 223-235.

Richard, P. J., Devinney, T. M., Yip, G. S. and
Johnson, G. (2008), “Measuring organizational
performance as a dependent variable: To-
wards methodological best practice,” Journal
of Management, 35(3), 718-804.

Rust, R. T. and Oliver, R. L. (1994), Service quality:
New directions in theory and practice,
Thousand Oaks, CA: Sage Publications.

Sahney, S., Banwet, D. K. and Karunes, S. (2006),
“An integrated framework for quality in
education: Application of quality function
deployment, interpretive structural modelling
and path analysis,” Total Quality Manage-
ment & Business Excellence, 17(2), 265-285.

Seltzer, J. and Bass, B. M. (1990), "Transformational
leadership: Beyond initiation and considera-
tion,” Journal of Management, 16(4), 693-
703.

Sen, S., Bhattacharya, C. B. and Korschun, D.
(2006), “The role of corporate social res—
ponsibility in strengthening multiple stake-
holder relationships: A field experiment,”
Journal of the Academy of Marketing Science,
34(2), 158-166.

Shin, H. and Ellinger, A. E. (2013), "The effect of
implicit service guarantees on business per—
formance,” Journal of Services Marketing,
27(6), 431-442.

Sila, I. (2007), “Examining the effects of contextual
factors on TQM and performance through
the lens of organizational theories: An em-
pirical study,” Journal of Operations Ma-
nagement, 25(1), 83-109.

Sirohi, N., McLaughlin, E. W. and Wittink, D. R.



The Effects of CEOs™ Transformational Leadership and Educational Service Quality on Business Performance and Social Responsibility 285

(1998), “A model of consumer perceptions
and store loyalty intentions for a supermarket
retailer,” Journal of Retailing, 74(2), 223-
245,

Smith, N. C. (2003), “Corporate social responsibility:
Whether or how?,” California Management
Review, 45(4), 52-176.

Soliman, F. and Spooner, K. (2000), "Strategies for
implementing knowledge management: Role
of human resources management,” Journal
of Knowledge Management, 4(4), 337-345.

Swanson, R. A. (1995), "Human resource develop-
ment: Performance is the key,” Human Re-
source Development Quarterly, 6(2), 207-
213.

Swanson, R. A. (1996), “In praise of the dependent
variable,” Human Resource Development
Quarterly, 7(3), 203-207.

Sweeney, J. C., Soutar, G. N. and Johnson, L. W.
(1999), "The role of perceived risk in the
quality-value relationship: A study in a
retail environment,” Journal of Retailing,
75(1), T7-105.

Terpstra, M. and Verbeeten, F. H. M. (2014),
“Customer satisfaction: cost driver or value
driver? Empirical evidence from the financial
services industry,” European Management
Journal, 32(3), 499-508.

Thamrin, H. M. (2012), "The influence of transfor-
mational leadership and organizational com-
mitment on job satisfaction and employee
performance,” International Journal of In-
novation, Management and Technology, 3
(5), 566-572.

Tournois, L. (2015), "Does the value manufacturers
(brands) create translate into enhanced re-
putation? A multi-sector examination of the
value-satisfaction-loyalty-reputation chain,”

Journal of Retailing and Consumer Services,

26, 83-96.

Venkatraman, N. and Ramanujam, V. (1986), "Mea-
surement of business performance in strategy
research: A comparison of approaches,” Aca-
demy of Management Review, 11(4), 801-
814.

Waddock, S. A. and Graves, S. B. (1997), "The cor-
porate social performance-financial perfor-
mance link,” Strategic Management Journal,
18(4), 303-319.

Wakefield, K. L. and Barnes, J. H. (1996), ‘Retai-
ling hedonic consumption: A model of sales
promotion of a leisure service,” Journal of
Retailing, 72(4), 409-4217.

Waldman, D. A., Bass, B. M. and Einstein, W. O.
(1987), “Leadership and outcomes of per-
formance appraisal processes,” Journal of
Occupational Psychology, 60(3), 177-186.

Waldman, D. A., Siegel, D. S. and Javidan, M.
(2006), “Components of CEO transforma-
tional leadership and corporate social res-
ponsibility,” Journal of Management Studies,
43(8), 1703-1725.

Watkins, K. E. (1995), “Workplace learning: Changing
times, changing practices,” New Directions
for Adult and Continuing Education, 68,
3-16.

Wisniewski, M. (1996), “Measuring service quality
in the public sector: The potential for
SERVQUAL," Total Quality Management,
7(4), 357-366.

Woodruff, R. B. (1997), “Customer value: The next
source for competitive advantage,” Journal
of the Academy of Marketing Science, 25
(2), 139-153.

Wright, P. and Ferris, S. (1997), "Agency conflict
and corporate strategy: The effect of divest—
ment on corporate value,” Strategic Manage-
ment Journal, 18(1), 77-83.



286  KBR X202 Hl1= 20164 23

Yukl, G. (1999), “An evaluation of conceptual weak-
nesses in transformational and charismatic
leadership theories,” The Leadership Quar-
terly, 10(2), 285-305.

Yukl, G. (2008), "How leaders influence organi-
zational effectiveness,” The Leadership Quar-
terly, 19(6), 708-722.

Zeithaml, V. A. (1988), "Consumer perceptions of
price, quality, and value: A means-end model
and synthesis of evidence,” Journal of Mar-
keting, 52(3), 2-22.

Zeithaml, V. A. (2000), “Service quality, profitability,
and the economic worth of customers: What
we know and what we need to learn,” Journal
of the Academy of Marketing Science, 28
(1), 67-85.



The Effects of CEOs™ Transformational Leadership and Educational Service Quality on Business Performance and Social Responsibility 287

Appendix: Scale Items

A. Charisma

The leader shares the company's vision and
mission.

Members are proud to work with the leader.

Members respect, trust and have faith in
the leader.

The leader demonstrates determination and

conviction.
B. Individualized Consideration

The leader inspires value and importance
in members work.

The leader pays personal attention to
marginalized members.

The leader advises on the personal develop-

ment of members.
C. Intellectual Stimulation

The leader encourages new ways of looking
at problems.
The leader

reexamination.

provokes rethinking and

The leader emphasizes the use of intelligence

and creativity.

D. Tangibles

Education facilities are very appealing.
The facility is furnished with the latest

equipment.
Facilities and appearance are appropriate
for education.

Staff are well-dressed and appear neat.

E. Reliability

The promised program is conducted within
the set time.

Lecturer is attentive to problems with
trainees.

Trainees can trust the lecturer.

Lecturer accurately records questions from

trainees.

F. Empathy

Lecturer pays personal attention to trainees.
Lecturer pays individual attention to trainees.

Lecturer understands the needs of trainees.

G. Responsiveness

The staff are willing to help trainees.
The staff respond to requests by trainees
promptly.

The staff provide prompt services to trainees.
H. Assurance
Assistants respond to questions with suffi-

cient knowledge.

Assistants are polite.
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|. Employee Satisfaction

Taking the education program was the
right decision.

The education program came up to expectations.

The trainee was overall satisfied with the
program.

The trainee was impressed with the program.

The trainee liked the program.

J. Perceived Service Value

The program was worth the expense.
The program has excellent value.
The time invested in the program was

worthwhile.

K. Business Performance

The business enhanced value for customers.

The business enhanced the level of customer
loyalty.

The business achieved customer satisfaction.

The business increased the number of new

customers

L. Social Responsibility

The business thinks of the local community.

The business is involved in charity.

The business uses a portion of profits to
help non-profits.

The business participates in corporate giving.
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