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[bookmark: _Toc232009273]ABSTRACT

This study aims to examine the impact of corporate social responsibility on the corporate reputation of the 7887 Healthcare Call Center in Myanmar. A quantitative research approach with a descriptive research design is adopted. Primary data are collected through a structured questionnaire distributed to 384 customers of the CSR telemedicine program. The study examines five dimensions of CSR, namely social CSR, environmental CSR, workforce CSR, market CSR, and religious CSR, as independent variables, while corporate reputation is treated as the dependent variable. Data are analyzed using Statistical Package for the Social Sciences (SPSS) employing reliability analysis, descriptive statistics and multiple regression analysis. The reliability test indicates that all measurement scales are highly reliable with Cronbach’s Alpha values exceeding the acceptable threshold. Descriptive analysis reveals that respondents generally held positive perceptions of all CSR dimensions and the organization’s corporate reputation. Regression analysis shows that among the five dimensions, social CSR, market CSR and environment CSR are found to have positive effect on corporate reputation. Workforce CSR and religious CSR are not demonstrated statistically significant effect. Based on the findings, the study recommends that the organization continue strengthening community-focused healthcare initiatives, maintain transparent and ethical service practices, and improve communication of its CSR activities to stakeholders. Future researchers are encouraged to expand the study to different industries, geographical areas, and stakeholder groups to provide broader insights into the relationship between CSR and corporate reputation.
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[bookmark: _Toc232009275]CHAPTER I
[bookmark: _Toc232009276]INTRODUCTION

 	In today’s competitive and socially conscious business environment, organizations are increasingly evaluated not only on their financial performance but also on how responsibly they operate within society. Stakeholders such as customers, employees, investors, and communities expect companies to demonstrate ethical conduct, transparency, and meaningful contributions to social wellbeing. As stakeholder expectations continue to evolve, corporate social responsibility (CSR) has emerged as a strategic approach for organizations seeking long-term sustainability, legitimacy, and competitive positioning (Yikilmaz et al., 2025).
CSR reflects an organization’s commitment to integrating social, environmental, and stakeholder considerations into its operational and strategic decision-making processes (Szőke & Lakosy, 2025). Contemporary perspectives emphasize that CSR extends beyond compliance with legal requirements and instead represents a proactive engagement with broader societal responsibilities. Through responsible initiatives, firms are able to strengthen stakeholder relationships, enhance trust, and reinforce their public image (Fatma & Khan, 2023).
In service-based industries, particularly healthcare services, responsible organizational behavior becomes even more critical because service quality is intangible and largely evaluated through stakeholder perception. In such contexts, CSR functions as a signaling mechanism that reduces uncertainty and strengthens credibility (Wang et al., 2021). When organizations actively demonstrate social commitment and ethical standards, stakeholders are more likely to form favorable evaluations of the firm.
Corporate reputation represents stakeholders’ collective assessment of an organization’s values, actions, and performance over time. It is considered one of the most valuable intangible assets of a firm, influencing customer loyalty, stakeholder confidence, and long-term sustainability (Barlas et al., 2023). Empirical evidence suggests that CSR engagement positively contributes to reputation formation by signaling organizational integrity and social responsibility (Ernst et al., 2025). In healthcare services, reputation plays an especially critical role because customers rely heavily on trust, credibility, and ethical conduct when seeking medical advice or consultation.
The 7887 Healthcare Call Center, operated under Trust Oo Co., Ltd., functions as a telehealth service platform in Myanmar providing medical consultation and healthcare support services nationwide. Through its CSR Telemedicine Program in collaboration with ATOM, the organization delivers accessible healthcare consultation services to customers across the country. As a CSR-driven healthcare initiative, the call center operates in a socially sensitive environment where public trust and perceived responsibility are essential for sustained growth and legitimacy.
Although CSR is widely recognized as a strategic instrument for enhancing corporate reputation, empirical research examining this relationship within Myanmar’s telehealth sector remains limited. Most prior studies focus on other industries or developed economies. Therefore, this study aims to examine the impact of corporate social responsibility on the corporate reputation of the 7887 Healthcare Call Center. By applying a multidimensional CSR framework and quantitative analysis, the research seeks to provide empirical evidence on how CSR practices influence stakeholder perception of corporate reputation within the healthcare service context of Myanmar.
[bookmark: _Toc203910325][bookmark: _Toc223167264]
[bookmark: _Toc232009277]1.1	Background of the Study 
Corporate social responsibility (CSR) has evolved from a philanthropic concept into a comprehensive strategic management framework. Historically, CSR was primarily associated with voluntary charitable activities undertaken by organizations to support community welfare. However, contemporary perspectives defined CSR as an integrated business approach in which social, environmental, and ethical considerations are embedded within organizational strategy and operations (Ervits, 2023). This transformation reflects increasing societal expectations that businesses actively contribute to sustainable development and stakeholder wellbeing.
Recent literature emphasizes that CSR extends beyond economic performance and regulatory compliance, highlighting broader accountability toward diverse stakeholder groups. Organizations are increasingly expected to create shared value by aligning business objectives with social and environmental responsibilities. In modern competitive environments, CSR is also recognized as a source of strategic advantage and reputational capital, influencing how stakeholders evaluate organizational legitimacy and long-term sustainability.
Freeman et al. (2021) argued that organizations must generate value not only for shareholders but also for customers, employees, suppliers, communities, and society at large. Long-term organizational success depends on maintaining balanced and mutually beneficial stakeholder relationships. CSR therefore functions as a strategic mechanism through which organizations acknowledge stakeholder expectations and demonstrate responsible conduct.
In addition, CSR initiatives act as signals of organizational integrity, ethical standards, and social commitment. In industries where service quality is intangible and difficult to evaluate prior to consumption, such as healthcare services, CSR reduces uncertainty and enhances stakeholder confidence. Through visible and consistent CSR engagement, organizations communicate reliability and transparency, thereby strengthening trust.
Contemporary research conceptualizes CSR as a multidimensional construct rather than a single unified concept. CSR encompasses responsibilities toward different stakeholder groups and societal domains, including social welfare, environmental protection, workforce management, and market ethics (Ali et al., 2023). In this study, CSR is structured into five dimensions: social CSR, environmental CSR, workforce CSR, market CSR, and religious CSR. Social CSR refers to initiatives aimed at improving community welfare and public health. Environmental CSR involves sustainability practices and responsible resource management. 
Workforce CSR concerns employee wellbeing, professional competence, and ethical treatment. Market CSR relates to ethical service delivery, transparency, and customer-oriented policies. Religious CSR reflects culturally sensitive initiatives that respect religious values and community traditions, which are particularly relevant in the Myanmar socio-cultural context. CSR engagement enhances customer trust, brand evaluation, and stakeholder loyalty in service industries. Particularly in healthcare-related services, CSR initiatives influence perceptions of compassion, ethical conduct, and reliability. Therefore, CSR represents not only a moral obligation but also a strategic instrument for corporate reputation development.
Corporate reputation is widely regarded as one of the most valuable intangible assets of an organization. It represents stakeholders’ collective evaluations formed through accumulated experiences, organizational behavior, and perceived future expectations (Brahmi et al., 2025). Unlike short-term brand image, corporate reputation develops gradually through consistent actions and stakeholder interactions. A favorable reputation enhances competitive positioning, customer loyalty, employee commitment, and investor confidence, whereas reputational damage may threaten long-term sustainability.
In service-based industries, reputation assumes heightened importance due to the intangible and heterogeneous nature of services. Customers rely heavily on perceived credibility and trust when selecting service providers. In healthcare services, reputation becomes even more critical because service outcomes directly affect personal health and wellbeing. Consequently, healthcare organizations must maintain high standards of ethical conduct and social responsibility to preserve stakeholder confidence.
The 7887 Healthcare Call Center operates as a telehealth service provider delivering medical consultation and healthcare information through hotline and digital platforms in Myanmar. Through its CSR Telemedicine Program in collaboration with ATOM, the organization provides accessible healthcare consultation services nationwide, particularly targeting underserved populations. As a healthcare service organization operating in a trust-dependent environment, credibility, confidentiality, and ethical responsibility are essential for maintaining stakeholder confidence.
Given the intangible nature of telehealth services, customers are likely to evaluate service quality based on perceived responsibility, transparency, and ethical commitment. CSR engagement positively influences corporate reputation by enhancing stakeholder trust and perceived organizational integrity (Shatila et al., 2025). Despite the recognized importance of CSR in shaping reputation, limited empirical research has examined this relationship within Myanmar’s healthcare call center sector. Most existing studies focus on other industries or developed economies. Therefore, examining the impact of CSR on corporate reputation in the context of the 7887 Healthcare Call Center provides both academic contribution and practical managerial insight.
This study seeks to empirically analyze how different CSR dimensions influence corporate reputation among customers of the 7887 Healthcare Call Center, thereby extending CSR–reputation literature within the healthcare service context of Myanmar.

[bookmark: _Toc203910326][bookmark: _Toc223167265][bookmark: _Toc232009278]1.2	Problem Statement of the Study
[bookmark: _Toc203910327] 	Corporate reputation is widely recognized as a critical strategic resource that influences organizational sustainability and competitive positioning. In service-based industries, particularly healthcare services, reputation plays a decisive role in shaping customer trust, stakeholder loyalty, and long-term organizational success. Unlike tangible goods, healthcare services are intangible, experience-based, and highly dependent on perceived credibility. 
A strong corporate reputation enhances customer retention, stakeholder confidence, partnership opportunities, and organizational resilience. Conversely, weak or uncertain reputation may lead to reduced trust, skepticism toward service quality, and lower service utilization rates. For telehealth service providers such as the 7887 Healthcare Call Center, reputation is particularly important because the organization delivers remote medical consultation where trust, confidentiality, ethical conduct, and perceived reliability are essential.
Corporate social responsibility has been widely acknowledged as a strategic mechanism for enhancing corporate reputation. CSR initiatives demonstrate an organization’s commitment to social welfare, environmental sustainability, workforce wellbeing, and ethical market conduct. Through CSR engagement, organizations signal responsibility, legitimacy, and stakeholder orientation. Empirical evidence suggests that CSR activities positively influence stakeholder trust and corporate evaluation. As stakeholders increasingly value ethical and socially responsible behavior, CSR becomes a powerful driver of positive corporate perception.
Extensive international research supports the positive association between CSR and corporate reputation. Studies indicate that CSR enhances stakeholder trust, strengthens brand credibility, and fosters long-term loyalty in service industries. However, the strength and nature of this relationship may vary depending on industry context, stakeholder awareness, cultural environment, and the specific CSR dimensions implemented. Different CSR activities may generate varying levels of reputational impact across stakeholder groups.
Despite growing global research on CSR and corporate reputation, empirical evidence remains limited within the telehealth and healthcare call center context in developing countries such as Myanmar. Most prior studies focus on manufacturing, retail, or corporate sectors in developed economies. There is insufficient research examining how customers of telemedicine programs perceive CSR initiatives and how those perceptions influence corporate reputation in a healthcare service setting.
The 7887 Healthcare Call Center operates under a CSR-driven telemedicine model aimed at expanding access to healthcare consultation nationwide. Through collaboration with ATOM, the organization provides CSR-based telehealth services to customers across Myanmar. While the organization implements CSR initiatives as part of its operational strategy, it remains unclear whether customers consciously perceive these initiatives as CSR activities and whether such perceptions translate into enhanced corporate reputation.
Furthermore, the healthcare service environment in Myanmar presents unique socio-cultural characteristics. Public trust in healthcare institutions is influenced not only by service performance but also by ethical conduct, transparency, and social responsibility. Therefore, different CSR dimensions—including social responsibility, workforce responsibility, market responsibility, environmental concern, and religious sensitivity—may exert varying levels of influence on stakeholder perception.
Without empirical investigation, the management of the 7887 Healthcare Call Center may lack clear evidence regarding which CSR dimensions are most visible to customers, whether CSR initiatives significantly influence corporate reputation, and the relative strength of each CSR dimension in shaping stakeholder evaluation. Understanding this relationship is crucial for strategic planning, effective resource allocation, and long-term sustainability. If CSR positively influences corporate reputation, the organization can strategically strengthen its CSR engagement. Conversely, if certain CSR dimensions do not significantly affect stakeholder perception, management may reconsider communication strategies or program implementation.
Therefore, there is a need for a systematic and empirical examination of the impact of corporate social responsibility on corporate reputation within the specific context of the 7887 Healthcare Call Center. This study aims to address this research gap by analyzing how different CSR dimensions influence customers’ perception of corporate reputation. By providing empirical evidence from the Myanmar telehealth sector, the study contributes to both academic literature and managerial practice by extending CSR–reputation research into a healthcare call center context.

[bookmark: _Toc223167266][bookmark: _Toc232009279]1.3 	Research Objectives
The primary objective of this study is to examine the impact of corporate social responsibility on corporate reputation of 7887 Healthcare Call Center. Specifically, the study aims to:
1. To identify the corporate social responsibility activities of the 7887 Healthcare Call Center.
2. To analyze the impact of corporate social responsibility on corporate reputation at the 7887 Healthcare Call Center.
3. To explore the most influencing corporate social responsibility activity on corporate reputation of the 7887 Healthcare Call Center.

[bookmark: _Toc203910328][bookmark: _Toc223167267][bookmark: _Toc232009280]1.4 	Research Questions
To achieve the above objectives, the study seeks to answer the following research questions:
1. What are the corporate social responsibility activities of the 7887 Healthcare Call Center?
2. What is the impact of corporate social responsibilities on corporate reputation at the 7887 Healthcare Call Center?
3. Which is the most influencing corporate social responsibility activity on corporate reputation of the 7887 Healthcare Call Center?

[bookmark: _Toc223167268][bookmark: _Toc232009281]1.5	Scope of the Study
This study focuses on examining the impact of corporate social responsibility on the corporate reputation of the 7887 Healthcare Call Center. The research specifically investigates how customers perceive CSR initiatives implemented under the CSR Telemedicine Program and how these perceptions influence their evaluation of the organization’s reputation. The study is limited to CSR activities carried out by the 7887 Healthcare Call Center and perceived by its service customers.
CSR is conceptualized as a multidimensional construct consisting of social CSR, environmental CSR, workforce CSR, market CSR, and religious CSR, consistent with contemporary CSR literature that recognizes CSR as a multidimensional framework encompassing responsibilities toward various stakeholder groups. These dimensions are examined as independent variables influencing corporate reputation.
Corporate reputation in this study is assessed solely from the perspective of customers who have used the telemedicine services. Reputation is measured based on perceived trustworthiness, credibility, responsibility, and overall organizational evaluation, reflecting stakeholder-oriented perspectives of corporate reputation. The study does not incorporate perspectives from employees, management, or external institutional stakeholders.

[bookmark: _Toc223167269][bookmark: _Toc232009282]1.6	Justification of the Study
This study holds academic, managerial, stakeholder, and contextual relevance. From an academic perspective, empirical research examining the relationship between CSR and corporate reputation in Myanmar’s healthcare telecommunication service sector remains limited. Although prior studies confirm a positive association between CSR and corporate reputation, most existing research focuses on banking, manufacturing, retail, or telecommunications industries in developed economies. By investigating CSR and corporate reputation within a telehealth call center context, this study extends CSR–reputation literature into a developing country healthcare setting and contributes to expanding industry-specific understanding of stakeholder-based reputation formation.
From a managerial perspective, the findings provide evidence-based insights for the management of the 7887 Healthcare Call Center. Understanding which CSR dimensions significantly influence corporate reputation assists decision-makers in refining CSR strategies, allocating resources more effectively, and enhancing stakeholder communication. Given that CSR can function as a strategic driver of stakeholder trust and corporate evaluation, identifying the most influential dimensions becomes essential for sustainable program development and long-term organizational legitimacy.
From a stakeholder perspective, the study provides insight into how customers interpret and evaluate socially responsible practices in healthcare services. Since trust and credibility are central determinants of service selection in intangible service industries, understanding perception-based reputation formation becomes strategically important for telehealth providers operating in trust-dependent environments.
From a broader contextual perspective, the study offers practical implications for organizations implementing CSR-based healthcare programs in developing countries. It demonstrates how socially responsible initiatives can function not only as philanthropic activities but also as strategic mechanisms for strengthening organizational legitimacy, stakeholder confidence, and long-term reputation sustainability.

[bookmark: _Toc232009283]1.7 	Organization of the Study
This study is structured into five chapters in order to present the research in a systematic and logical manner. Chapter one provides an introduction to the study, including the background of the research, problem statement, research objectives, research questions, scope of the study, and justification of the study. This chapter establishes the foundation and context of the research by explaining the significance of examining the relationship between corporate social responsibility and corporate reputation within the 7887 Healthcare Call Center.
Chapter two presents the literature review, which examines relevant theories and prior empirical studies related to corporate social responsibility and corporate reputation. It discusses key theoretical foundations such as stakeholder theory and signaling theory, and reviews existing research on the multidimensional nature of CSR and its impact on corporate reputation. This chapter also develops the conceptual understanding that supports the research framework.
Chapter three outlines the research methodology adopted in this study. It explains the research approach, research design, population and sampling techniques, data collection methods, and data analysis procedures. This chapter provides justification for the use of quantitative methods and statistical techniques to examine the relationship between CSR dimensions and corporate reputation.
Chapter four presents the data analysis and findings of the study. It includes the results of descriptive statistics, reliability analysis, and multiple regression analysis. The findings are interpreted in relation to the research questions, highlighting the influence of different CSR dimensions on corporate reputation.
Chapter five concludes the study by summarizing the key findings, discussing theoretical and managerial implications, and providing recommendations for the 7887 Healthcare Call Center. It also outlines limitations of the study and suggests directions for future research.


[bookmark: _Toc232009284]CHAPTER II
[bookmark: _Toc232009285]LITERATURE REVIEW

This chapter presents a comprehensive review of the theoretical and empirical literature relevant to the study of corporate social responsibility and corporate reputation. The purpose of this chapter is to establish a strong conceptual and scholarly foundation for examining the relationship between corporate social responsibility and corporate reputation. 
This chapter is organized into several sections. First, it examines the concept of corporate social responsibility, including its historical development, evolving definitions, theoretical foundations, and strategic significance. Second, it explores the multidimensional nature of CSR, focusing on social CSR, environmental CSR, workforce CSR, market CSR, and religious CSR. Third, it reviews the concept of corporate reputation, its theoretical basis, strategic role, and relevance in service industries. Finally, the chapter synthesizes empirical studies from global and emerging market contexts to identify patterns, inconsistencies, and research gaps related to CSR and corporate reputation. This literature review ultimately supports the conceptual framework of the study and provides a scholarly basis for examining the relationship between CSR dimensions and corporate reputation within healthcare service organizations.

[bookmark: _Toc232009286]2.1 	Corporate Social Responsibility
Corporate social responsibility has become one of the most influential concepts in modern organizational management. The concept reflects the expectation that organizations should not only pursue economic gains but also contribute positively to society while minimizing negative impacts on stakeholders and the environment. CSR is widely regarded as a strategic approach through which organizations balance profitability with ethical obligations, social welfare, and sustainable development (Wirba, 2024). Over time, CSR has evolved from a limited focus on philanthropy to a comprehensive framework embedded within corporate governance, stakeholder management, and long-term strategic planning.
Historically, CSR was primarily associated with charitable giving and voluntary social support. Early business models emphasized profit maximization as the central organizational objective, often prioritizing shareholder wealth above broader societal concerns. Under this traditional perspective, social contributions were considered optional rather than integral to business strategy. However, growing industrialization, environmental degradation, social inequality, and stakeholder activism gradually transformed societal expectations. Businesses increasingly came under scrutiny regarding labor conditions, environmental practices, ethical conduct, and community impact (Joyner & Payne, 2002). As a result, CSR expanded beyond philanthropy to include a broader organizational responsibility toward sustainable social and economic development.
According to Latapi et al. (2021), CSR has evolved through multiple stages, ranging from philanthropic responsibility to strategic and sustainability-oriented management. Modern CSR is defined as the integration of social, environmental, ethical, and stakeholder concerns into business operations and strategic decision-making processes. This contemporary interpretation recognizes that organizations operate within broader social systems and therefore must create value for multiple stakeholders rather than solely for shareholders. CSR now includes issues such as environmental sustainability, fair labor practices, consumer rights, ethical governance, and social inclusion.
The increasing strategic importance of CSR is closely linked to globalization and stakeholder awareness. In highly connected societies, information regarding corporate practices spreads rapidly, allowing stakeholders to evaluate organizational behavior more critically. Customers prefer ethically responsible brands, employees seek fair workplaces, investors increasingly consider Environmental, Social, and Governance (ESG) criteria, and governments encourage sustainable practices. Consequently, CSR has become a strategic necessity rather than a discretionary activity. Organizations that fail to meet societal expectations may face reputational damage, customer distrust, and weakened legitimacy (Nuortimo et al., 2024)
Organizations are accountable to a wide range of stakeholders, including customers, employees, suppliers, communities, and society (Kalra, 2024). This theory challenges the traditional shareholder-centered model by emphasizing that sustainable organizational success depends on balancing stakeholder interests. CSR functions as a strategic mechanism through which organizations acknowledge stakeholder expectations and create shared value (Velnampy, 2024). In the context of healthcare services, stakeholder theory is particularly relevant because healthcare organizations serve vulnerable populations whose trust and wellbeing are central to operational legitimacy.
CSR is a communication mechanism that signals organizational values, ethics, and integrity to stakeholders (Fatima et al., 2023). In situations where service quality is difficult to assess prior to consumption, stakeholders rely on observable signals to evaluate trustworthiness. CSR activities serve as positive signals indicating social commitment, transparency, and ethical standards. For healthcare organizations, CSR initiatives such as community health programs, ethical service policies, and public welfare campaigns may reduce uncertainty and enhance stakeholder confidence.
Resource-Based View (RBV) theory also contributes to CSR understanding by positioning CSR as a strategic resource capable of generating competitive advantage. From this perspective, CSR enhances organizational capabilities such as trust, legitimacy, and brand differentiation, which are difficult for competitors to replicate (Etikan, 2024). When CSR is authentically integrated into business operations, it can strengthen corporate reputation and long-term sustainability. Thus, CSR is not merely a cost center but a strategic investment that contributes to intangible value creation.
Modern literature increasingly conceptualizes CSR as multidimensional rather than singular. Organizations interact with diverse stakeholders and societal issues, requiring multiple forms of responsibility. Ali et al. (2023) emphasized that CSR encompasses several dimensions that collectively shape stakeholder perceptions. This multidimensional perspective is especially relevant for service organizations because different stakeholders may prioritize different aspects of CSR. For example, customers may emphasize ethical service delivery, employees may focus on workplace fairness, communities may value social outreach, and society may expect environmental sustainability.
In this study, CSR is categorized into five dimensions: social CSR, environmental CSR, workforce CSR, market CSR, and religious CSR. These dimensions are grounded in broader CSR theory and reflect responsibilities toward different stakeholder groups and societal expectations. Social CSR addresses community welfare and healthcare accessibility. Environmental CSR focuses on sustainability and ecological responsibility. Workforce CSR concerns employee wellbeing and professional conduct. Market CSR relates to ethical customer practices and transparency. Religious CSR incorporates cultural and spiritual sensitivity, which is particularly significant in Myanmar’s socio-cultural environment. This framework allows the study to examine CSR more comprehensively and assess which dimensions exert the strongest influence on corporate reputation.
CSR is particularly important in healthcare industries because healthcare services involve direct human impact, ethical sensitivity, and high trust dependency (Nurye & Zegeye, 2026). Unlike product-based sectors, healthcare services are intangible and often emotionally significant. Patients and customers rely not only on technical competence but also on organizational compassion, integrity, and social responsibility. Consequently, CSR in healthcare extends beyond traditional business responsibility to include healthcare accessibility, patient confidentiality, equitable service delivery, and public health contribution.
For telehealth organizations, CSR assumes strategic importance because customers often evaluate service providers based on perceived trustworthiness, ethical conduct, and social purpose. The CSR Telemedicine Program represents an example of CSR-driven healthcare service delivery aimed at improving accessibility. Such initiatives may strengthen stakeholder trust while simultaneously enhancing corporate reputation. However, stakeholder perception depends on how customers interpret and experience these CSR activities.
Overall, corporate social responsibility is no longer an optional or peripheral organizational activity. It is a strategic, multidimensional, and theory-driven framework that shapes stakeholder relationships, social legitimacy, and long-term competitiveness. In healthcare telecommunication services, CSR provides a relevant lens through which to understand how socially responsible practices may influence customers’ evaluations of organizational reputation. Therefore, examining CSR in depth is essential for understanding its strategic role in healthcare telecommunication services.

[bookmark: _Toc232009287]2.1.1 	Social CSR
Social corporate social responsibility (Social CSR) refers to organizational initiatives and practices specifically designed to improve societal welfare, community wellbeing, and the quality of life of external stakeholders (Butt et al., 2024). Among the multiple dimensions of CSR, social CSR is often considered the most visible and publicly recognizable because it directly addresses societal needs through healthcare support, education, poverty reduction, social inclusion, and public welfare initiatives. Social CSR reflects the organization’s commitment to contributing positively to society beyond its immediate economic interests, thereby strengthening social legitimacy and stakeholder trust.
Historically, social responsibility represented the earliest form of CSR, often associated with charitable donations, humanitarian aid, and voluntary support for disadvantaged populations. However, contemporary perspectives position Social CSR as a strategic organizational responsibility rather than occasional philanthropy. Modern organizations increasingly integrate social welfare objectives into operational strategies to create sustainable social impact while simultaneously enhancing stakeholder relationships (Ardiansyah, 2024). This shift reflects the understanding that businesses operate within broader social ecosystems and that organizational sustainability depends partly on societal wellbeing.
Social CSR is particularly relevant in healthcare sectors because healthcare services inherently involve social welfare objectives. Organizations delivering healthcare services are expected not only to provide quality service but also to improve public health accessibility, reduce inequality, and support vulnerable communities (Sánchez-Mateos & Pulpón, 2025). In healthcare service organizations, social CSR is particularly important because many healthcare initiatives aim to improve healthcare accessibility, support vulnerable populations, and promote community wellbeing. Such initiatives align closely with the conceptual foundations of social CSR, where community benefit and public health improvement are prioritized.
Social CSR strengthens relationships with communities by demonstrating organizational responsiveness to societal expectations (Gamachu & Kurse, 2024). Through socially beneficial actions, organizations create value for external stakeholders, thereby enhancing trust and social acceptance. This is particularly significant in service-based industries where public perception significantly influences legitimacy. For example, customers of telehealth programs may perceive organizations more favorably when services are accessible, affordable, and socially inclusive.
Recent studies suggest that social CSR significantly contributes to corporate reputation because it enhances emotional stakeholder attachment and public trust. Socially responsible initiatives can strengthen brand advocacy by creating perceptions of compassion, responsibility, and societal contribution. In healthcare contexts, this effect may be amplified because social welfare is directly connected to organizational purpose. Customers may associate socially oriented healthcare initiatives with ethical commitment, thereby strengthening corporate reputation.
Social CSR may include various forms of practical engagement, such as free healthcare access programs, educational campaigns, health awareness initiatives, rural healthcare expansion, and partnerships addressing public health challenges (Msambali & Mwonge, 2025). In Myanmar’s telehealth environment, social initiatives may be especially influential because healthcare accessibility remains a critical national concern. Therefore, healthcare organizations can potentially build stronger corporate reputation by addressing healthcare inequality and expanding access to healthcare services.
However, the effectiveness of social CSR depends not only on implementation but also on stakeholder awareness. Customers must perceive organizational actions as socially responsible in order for social CSR to translate into reputational benefits. If social initiatives are poorly communicated or insufficiently visible, stakeholders may undervalue them despite substantial organizational investment. Thus, communication strategy plays a critical role in maximizing social CSR’s reputational outcomes.
In this study, social CSR refers to customers’ perceptions regarding an organization’s contribution to community welfare, healthcare accessibility, and broader social wellbeing. By evaluating this dimension, the study seeks to determine whether social initiatives significantly influence customers’ perception of corporate reputation.

[bookmark: _Toc232009288]2.1.2 	Environmental CSR
Environmental corporate social responsibility (environmental CSR) refers to organizational practices and policies aimed at minimizing environmental harm, promoting sustainability, and contributing positively to ecological wellbeing (Ganesh & Venugopal, 2024). Environmental CSR reflects an organization’s responsibility to operate in environmentally conscious ways by reducing waste, conserving resources, minimizing pollution, and supporting sustainability initiatives. Although environmental concerns have traditionally been more strongly associated with manufacturing or industrial sectors, contemporary CSR literature recognizes that environmental responsibility is relevant across all industries, including service-based sectors.
The increasing global emphasis on sustainability, climate change, and environmental preservation has significantly elevated the strategic importance of environmental CSR. Organizations are now expected to demonstrate environmental accountability not only for compliance purposes but also as part of broader stakeholder expectations. Consumers, governments, investors, and communities increasingly evaluate organizations based on sustainability performance, viewing environmental responsibility as an indicator of ethical governance and future-oriented strategic thinking (Chen et al., 2024).
In service sectors such as healthcare telecommunication, environmental CSR may appear less directly visible than in industrial sectors; however, it remains relevant. Telehealth organizations can demonstrate environmental responsibility through digital service delivery that reduces physical travel, paperless systems, energy-efficient operations, responsible resource management, and environmentally conscious organizational policies. For example, telemedicine platforms may contribute indirectly to environmental sustainability by reducing transportation-related carbon emissions through remote consultation services.
Environmental CSR can also function strategically as a signaling mechanism. According to signaling theory, visible sustainability practices communicate responsibility, long-term orientation, and ethical standards to stakeholders (Selvalakshmi et al., 2023). Even when environmental practices are not the primary service focus, customers may perceive environmentally conscious organizations as more responsible and trustworthy overall. This broader ethical halo may contribute positively to corporate reputation.
Empirical studies indicate that environmental CSR contributes to corporate image and legitimacy, although its reputational influence may vary depending on industry and stakeholder priorities. In industries where environmental concerns are not directly central to service outcomes, stakeholders may assign moderate rather than primary importance to this CSR dimension. However, environmental responsibility can still reinforce overall perceptions of integrity and accountability.
Within Myanmar’s context, environmental awareness is growing, particularly as public discourse increasingly recognizes sustainability challenges. While customers of healthcare call centers may prioritize service quality and trust more strongly, environmentally responsible practices may still enhance organizational legitimacy, especially among socially conscious stakeholders. Therefore, environmental CSR remains a relevant variable for examining corporate reputation. Examples of environmental CSR in healthcare service organizations may include digital healthcare delivery, paperless systems, responsible resource utilization, and environmentally sustainable operational practices. Although these practices may not define the organization’s core social mission, they can strengthen broader stakeholder perceptions of responsibility.
In this study, environmental CSR refers to customers’ perceptions of the extent to which an organization demonstrates environmental awareness and sustainability-oriented practices. Measuring this dimension allows the study to assess whether environmental responsibility contributes meaningfully to corporate reputation within a telehealth service environment.

[bookmark: _Toc232009289]2.1.3 	Workforce CSR
Workforce corporate social responsibility (workforce CSR) refers to organizational responsibilities toward employees, including fair treatment, employee wellbeing, professional development, ethical conduct, workplace safety, and competence enhancement (Ganu, 2024). Workforce CSR recognizes employees as critical internal stakeholders whose wellbeing, satisfaction, and ethical behavior significantly influence organizational performance and stakeholder perceptions. Unlike external CSR dimensions focused on society or environment, workforce CSR emphasizes internal organizational responsibility, acknowledging that sustainable reputation is partly built through responsible employee management.
Employees are among the most important stakeholder groups because they directly influence service quality, organizational culture, and customer experience. In service-based sectors, especially healthcare, workforce quality is central to organizational credibility because service delivery depends heavily on employee competence, professionalism, and ethical conduct (Sukmana & Hakim, 2023). Customers often assess healthcare organizations not only by service outcomes but also by the professionalism, empathy, and integrity demonstrated by staff.
In healthcare call centers, workforce CSR is particularly important because customers interact directly with healthcare professionals and support personnel through consultation platforms. Professional competence, confidentiality, empathy, and respectful communication all shape customers’ service experiences. Therefore, organizational investment in workforce training, ethical standards, fair labor practices, and employee support may indirectly influence corporate reputation through service quality perception.
Recent research suggests that workforce CSR contributes significantly to corporate reputation by improving employee engagement, service reliability, and stakeholder confidence (Vuong & Bui, 2023). Employees treated ethically and supported professionally are more likely to deliver higher-quality service, thereby reinforcing organizational trustworthiness. In telehealth settings, where physical interaction is absent, communication quality and professional credibility become even more critical. Workforce CSR may include training programs, fair compensation, occupational wellbeing initiatives, ethical service standards, professional development, and employee protection policies. For healthcare organizations, this may also include medical competency assurance, confidentiality protocols, and service professionalism standards.
Within Myanmar’s healthcare environment, workforce professionalism is especially important because public trust in healthcare services may be shaped by concerns over competency and ethical standards. Customers may perceive organizations with well-trained, respectful, and responsible staff as more credible and trustworthy. Thus, workforce CSR may significantly contribute to corporate reputation formation. In this study, workforce CSR refers to customers’ perceptions of the extent to which an organization demonstrates responsibility toward employee professionalism, ethical conduct, and service competence. This dimension is examined to determine whether workforce-related CSR practices significantly influence corporate reputation.

[bookmark: _Toc232009290]2.1.4 	Market CSR
Market corporate social responsibility (market CSR) refers to an organization’s ethical responsibilities toward customers, service users, business partners, and the broader marketplace through transparent, fair, and responsible operational practices (Nicolaides, 2021). This dimension emphasizes how organizations conduct business ethically in their interactions with stakeholders by ensuring service quality, truthful communication, customer protection, fair pricing, confidentiality, and responsible marketing behavior. Market CSR is particularly significant because it directly shapes stakeholder experiences with the organization’s products or services and therefore strongly influences trust, legitimacy, and reputation.
Traditionally, CSR discussions focused heavily on philanthropy and social contribution; however, contemporary perspectives increasingly recognize ethical market conduct as a core organizational responsibility (Ali et al., 2023). Market CSR reflects the understanding that organizations must not only contribute socially but also operate fairly and responsibly in their core business activities. In other words, responsible market behavior is not separate from business strategy but embedded within the daily practices that affect customers and customers directly.
In service-based industries, market CSR becomes especially critical because stakeholders often evaluate organizations based on service encounters, transparency, and perceived fairness (Srivastava, 2024). For healthcare organizations, this dimension is highly relevant because customers often face uncertainty when assessing service quality prior to consumption. Ethical service delivery, accurate information, confidentiality, and customer-centered policies therefore become central indicators of organizational responsibility. Within telehealth services, where interactions occur remotely and service quality may be difficult to evaluate physically, market CSR serves as a vital trust-building mechanism.
Ethical market behavior functions as a visible signal of organizational integrity. Transparent communication, responsible data protection, accurate consultation information, and fair treatment reduce stakeholder uncertainty and strengthen perceptions of reliability (Kim et al., 2024). For example, when customers perceive that a healthcare call center protects their personal medical information, communicates honestly, and prioritizes patient welfare over commercial interests, they are more likely to view the organization positively.
Market CSR in healthcare service organizations may include ethical consultation practices, transparent communication, accurate information provision, customer privacy protection, and fair service policies. Since healthcare services involve sensitive personal information and trust-based interactions, ethical market practices are likely to significantly shape customers’ perceptions of corporate responsibility.
Empirical studies suggest that market CSR strongly influences corporate reputation because it directly affects stakeholder trust and service satisfaction. Organizations that consistently demonstrate customer-oriented ethics and transparency are more likely to strengthen loyalty, credibility, and positive reputation. In contrast, unethical marketing, misleading communication, or poor service integrity can rapidly damage stakeholder trust, especially in healthcare environments.
In Myanmar’s telehealth context, market CSR is particularly important due to increasing public awareness of service transparency, digital trust, and privacy concerns. Customers may place significant value on confidentiality, ethical consultation, and truthful communication when evaluating telemedicine services. Therefore, market CSR may function as one of the most influential CSR dimensions in shaping corporate reputation.

[bookmark: _Toc232009291]2.1.5 	Religious CSR
Religious corporate social responsibility (religious CSR) refers to organizational practices that demonstrate sensitivity, respect, and alignment with the religious beliefs, cultural traditions, and spiritual values of the communities in which the organization operates (Turzo, 2025). While traditional CSR frameworks commonly emphasize social, environmental, workforce, and market dimensions, Religious CSR represents a culturally contextualized extension particularly relevant in societies where religion significantly shapes social norms, ethical expectations, and stakeholder perceptions. In the Myanmar context, where religion and cultural traditions are deeply embedded in social life, Religious CSR may serve as an important dimension of stakeholder-based legitimacy.
Religious CSR is grounded in the understanding that organizational responsibility extends beyond generalized ethical standards to include culturally and spiritually appropriate conduct (Kunjumon, 2025). Organizations operating within religiously sensitive societies are often expected to demonstrate respect for religious diversity, support culturally meaningful practices, and avoid actions that conflict with societal moral values. Such practices may include supporting religiously appropriate community programs, respecting cultural norms in service delivery, accommodating religious sensitivities, and aligning organizational values with broader community ethics.
Religious communities and culturally influenced customers constitute important stakeholder groups whose values shape organizational legitimacy. Organizations that acknowledge and respect these values may strengthen emotional trust and social acceptance. In healthcare settings, where customers may view health and wellbeing through both practical and spiritual lenses, religious sensitivity can contribute to deeper perceptions of compassion, respect, and social responsibility.
Religious CSR is particularly relevant in Myanmar because religious beliefs often influence public attitudes, trust formation, and social expectations. In such contexts, organizations that are culturally respectful and religiously sensitive may be perceived as more legitimate and socially aligned. In healthcare service organizations, religious CSR may involve respecting cultural and religious diversity in communication, supporting inclusive community initiatives, avoiding culturally insensitive practices, and demonstrating ethical responsibility consistent with local societal values.
Although religious CSR is less commonly examined in mainstream international CSR literature, it may be strategically significant in culturally distinctive environments. In emerging markets and developing countries, localized CSR dimensions may better capture stakeholder expectations than universalized CSR frameworks alone. Religious CSR can also function through symbolic legitimacy. When organizations demonstrate awareness of local moral and spiritual values, stakeholders may interpret this as evidence of broader ethical commitment (Caldeira & Infante-Moro, 2025). Such perceptions may strengthen corporate reputation by enhancing trust, emotional connection, and cultural compatibility. In healthcare environments, where trust is deeply personal, religious sensitivity may amplify perceptions of organizational compassion and respect.
However, religious CSR must be approached inclusively and ethically. It should not privilege one group unfairly or become exclusionary. Rather, it should reflect respect for diverse religious identities while maintaining organizational neutrality and ethical professionalism. This balance is particularly important for healthcare organizations serving broad populations. By incorporating religious CSR as a dimension, this study recognizes Myanmar’s socio-cultural context and explores whether religiously sensitive organizational behavior contributes meaningfully to corporate reputation.

[bookmark: _Toc232009292]2.2 	Corporate Reputation
Corporate reputation is widely recognized as one of the most valuable intangible assets an organization can possess. Unlike physical assets or short-term financial outcomes, corporate reputation reflects the cumulative perceptions, evaluations, and judgments that stakeholders develop about an organization over time based on its actions, values, communication, and overall performance. It represents a long-term social evaluation rather than an immediate transactional impression, making it a critical determinant of organizational legitimacy, sustainability, and competitive positioning. In increasingly competitive and socially conscious business environments, reputation has become strategically essential because stakeholders are more likely to support organizations, they perceive as credible, ethical, and socially responsible (Brahmi et al., 2025).
Corporate reputation differs from related concepts such as brand image or customer satisfaction. Brand image is often associated with immediate marketing perceptions, while customer satisfaction reflects specific service experiences. Corporate reputation, by contrast, is broader and more enduring, encompassing organizational ethics, stakeholder trust, social responsibility, reliability, and strategic consistency (Anita et al., 2025). It is formed gradually through repeated stakeholder interactions, public communication, operational behavior, and perceived organizational integrity. Because reputation develops over time, it can provide sustainable strategic advantage when positive, but can also be highly vulnerable to ethical failures or stakeholder distrust.
The concept of corporate reputation is deeply connected to stakeholder perceptions. Stakeholders—including customers, employees, investors, communities, regulators, and partners—evaluate organizations based on their experiences and observations. Organizations that successfully create value for multiple stakeholder groups are more likely to develop favorable reputations. This stakeholder-centered perspective is especially important because corporate reputation is not self-defined by the organization; rather, it is socially constructed through external stakeholder interpretation. In service industries, corporate reputation assumes even greater importance because services are intangible, heterogeneous, and often difficult to evaluate before consumption (Foroudi et al., 2025). This reliance is particularly strong in healthcare sectors, where customers often cannot fully evaluate the technical quality of healthcare services prior to use and therefore depend heavily on trust and reputation. 
Consequently, healthcare organizations must cultivate strong reputational capital to reduce uncertainty and strengthen stakeholder confidence. For telehealth organizations, corporate reputation is especially critical because service delivery relies heavily on remote consultation, digital interaction, and trust-dependent communication. Customers may have limited direct physical interaction with service providers, making credibility, confidentiality, responsiveness, and ethical conduct essential determinants of reputation. In this context, corporate reputation functions as a psychological assurance mechanism that influences service acceptance, repeated utilization, and stakeholder loyalty.
Recent literature emphasizes that corporate reputation contributes significantly to organizational outcomes such as customer retention, stakeholder trust, competitive differentiation, employee commitment, partnership opportunities, and resilience during crises (Ye et al., 2024). A strong reputation can reduce stakeholder skepticism, strengthen emotional attachment, and provide reputational capital that supports long-term sustainability. Conversely, weak or uncertain reputation may result in reduced service utilization, stakeholder hesitation, and increased vulnerability to negative perceptions.
Corporate reputation is shaped by multiple organizational factors, including service quality, ethical behavior, communication transparency, innovation, leadership credibility and CSR engagement (Khalis et al., 2025). Among these, CSR has become increasingly prominent because stakeholders now evaluate organizations not solely by economic outcomes but also by social and ethical responsibility. Organizations that actively demonstrate social welfare commitment, environmental awareness, workforce responsibility, and ethical conduct are more likely to be perceived positively. This positions CSR as both a reputational driver and a legitimacy-enhancing strategy.
In healthcare environments, reputation is closely tied to trust. Trust is particularly important because healthcare decisions involve personal wellbeing, confidentiality, and risk sensitivity. Customers often seek assurance that service providers are ethical, competent, compassionate, and socially responsible. Therefore, healthcare organizations that successfully integrate responsible conduct into service delivery may strengthen reputation more effectively than organizations focused solely on operational efficiency.
Within the context of this study, corporate reputation refers to customers’ overall perception of an organization based on trustworthiness, credibility, ethical standards, responsibility, and organizational image. This study adopts a stakeholder-centered perspective, focusing specifically on customers as the primary evaluators of reputation. Since healthcare service organizations increasingly implement socially responsible initiatives to enhance stakeholder value, corporate reputation is expected to be strongly influenced by customers’ perceptions of CSR activities.
Thus, corporate reputation in this research is conceptualized not merely as an abstract organizational outcome but as a measurable stakeholder-based construct shaped by CSR dimensions. By examining reputation from the customers’ perspective, this study seeks to understand how CSR activities contribute to trust formation and long-term legitimacy in Myanmar’s telehealth sector.

[bookmark: _Toc232009293]2.3 	Empirical Studies
Recent empirical research consistently demonstrates that Corporate Social Responsibility (CSR) has become a significant determinant of corporate reputation across diverse industries and socio-economic contexts. Although the strength and dimensions of this relationship vary depending on industry, geography, stakeholder awareness, and methodological design, the broader literature strongly supports the argument that CSR positively contributes to stakeholder trust, legitimacy, and long-term reputational outcomes. This section reviews major empirical studies from 2021 to 2025 relevant to the CSR–corporate reputation relationship, with emphasis on findings that inform the present study’s conceptual framework.
Ali et al. (2023) examined the impact of CSR on firm reputation and organizational behavior, emphasizing that CSR strengthens corporate reputation by fostering trust, stakeholder engagement, and ethical organizational culture. Their study found that organizations actively engaging in socially responsible practices were more likely to be perceived positively by stakeholders, particularly when CSR was integrated authentically into organizational culture rather than used solely as symbolic branding. The researchers also highlighted that CSR contributes indirectly to organizational performance by enhancing stakeholder-oriented values. This finding was particularly relevant to healthcare service organizations because it suggests that CSR-driven telehealth services may influence customers’ perceptions not only through visible programs but also through perceived ethical orientation. 
Afandi et al. (2025) investigated CSR positively affects corporate reputation through enhanced stakeholder trust and perceived credibility. Their findings were highly relevant for service industries because they emphasized that CSR served as a signaling mechanism, particularly when service quality is intangible and difficult to evaluate directly. In healthcare and telehealth settings, where customers may struggle to assess technical quality prior to service use, CSR can reduce uncertainty and strengthen confidence. 
Tuong and Thanh (2026) provided evidence from an emerging economy that CSR significantly influences corporate reputation and stakeholder behavioral intention. Their study highlighted that CSR was multidimensional and that different stakeholder groups may prioritize specific CSR dimensions differently. This finding was particularly valuable for the present study because it supports the use of a multidimensional CSR framework consisting of social, environmental, workforce, market, and religious CSR. 
Klaysung et al. (2026) examined the relationship between corporate social responsibility (CSR), customer trust, customer satisfaction and customer loyalty in retail business industry of Thailand. Furthermore, the indirect effect of customer trust and customer satisfaction was examined between CSR and customer loyalty. A survey was used for data collection from retail businesses of Thailand. The employee working in retail businesses were considered as the respondents of the current study. 400 questionnaires were distributed among the employees. Finally, data analysis is carried out with the help of Partial Least Square (PLS). Results of the study reported that CSR has influential role to promote customer loyalty. It has positive effect on customer trust and customer satisfaction which further increases the customer loyalty in retail businesses. Therefore, CSR has positive role in customer loyalty by enhancing the customer trust and customer satisfaction.
Mayi et al. (2026) examined the influence of CSR reporting on stakeholder trust in the context of listed companies. It seeked to understand how the quality and transparency of CSR disclosures shape stakeholders’ perceptions and their level of confidence in corporate actions. The research was based on primary data collected from 120 respondents, including investors and customers associated with selected listed companies. A structured questionnaire was used for data collection, and the analysis was carried out using statistical techniques such as correlation and regression through SPSS software. The findings indicated that there is a strong and positive relationship between CSR reporting and stakeholder trust. Organizations that consistently disclose clear and comprehensive CSR information are more likely to gain stakeholder confidence and enhance their reputation.
Ye et al. (2024) explored the multidimensional influence of high reputation on corporate social responsibility behaviors from the “report disclosure”, “report whitewashing”, and “actual performance” perspectives. The study found that a high reputation may trigger high expectations and strict supervision among stakeholders, which may cause those companies with high reputations to disclose high-quality CSR reports and improve the quality of their CSR performance. The results also indicated that, under the influence of a reputation-constraining mechanism, the degree of whitewashing in the CSR reports of high-reputation firms is significantly lower than that of others. 
Despite these important contributions, most empirical studies focus on sectors such as banking, manufacturing, retail, hospitality, or multinational corporations. Research specifically examining CSR and corporate reputation within healthcare telecommunication or telemedicine remains limited, particularly in developing countries such as Myanmar. Existing literature often overlooks how customers of CSR-based healthcare programs perceive multidimensional CSR activities and how these perceptions influence organizational reputation.
Therefore, the present study addresses a significant contextual and industry-specific gap by empirically examining the impact of CSR dimensions on corporate reputation within the telehealth service sector. By extending prior CSR–reputation literature into Myanmar’s telehealth sector, this study contributes to both academic understanding and practical strategic management. It recognizes that while global empirical evidence strongly supports the CSR–reputation relationship, localized investigation is necessary because stakeholder perceptions are shaped by industry conditions, cultural context, and organizational structure.

[bookmark: _Toc223167270][bookmark: _Toc232009294]2.4	Conceptual Framework of the Study
This study adopts and adapts a multidimensional Corporate Social Responsibility (CSR)–corporate reputation framework derived from contemporary stakeholder and CSR literature. Corporate social responsibility is conceptualized as the independent variable, while corporate reputation is treated as the dependent variable. The framework provides a structured basis for examining how different CSR dimensions influence customers’ perception of corporate reputation within the telehealth service context.
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[bookmark: _Hlk232716272]CSR is structured into five dimensions: social CSR, environmental CSR, workforce CSR, market CSR, and religious CSR. The multidimensional structure is consistent with contemporary CSR literature, which conceptualizes CSR as encompassing responsibilities toward multiple stakeholder groups. The conceptual model therefore examines how the five CSR dimensions are associated with corporate reputation within the healthcare telecommunication service context. By empirically testing these relationships, the study seeks to determine whether CSR functions as a strategic driver of reputation formation in a CSR-based telemedicine program. 
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[bookmark: _Toc232009296]RESEARCH METHODOLOGY

This chapter presents the methodological framework adopted to examine the impact of corporate social responsibility on the corporate reputation of the 7887 Healthcare Call Center. The purpose of this chapter is to explain clearly how the study is designed, how data are collected, how respondents are selected, and how statistical techniques are applied to analyze the relationship between the identified variables.
[bookmark: _Toc223167272]This chapter is organized into several sections. First, it discusses the research approach and explains the rationale for adopting quantitative methodology. Second, it outlines the population, sample size determination, and sampling technique. Third, it explains primary and secondary data collection methods. Fourth, it presents the statistical tools used for data analysis, including reliability testing, descriptive statistics, and multiple regression analysis. Finally, ethical considerations relevant to respondent confidentiality, voluntary participation, and responsible data handling are discussed. Collectively, these methodological components ensure that the study is conducted systematically and that its findings are academically credible.

[bookmark: _Toc232009297]3.1 	Research Approach
Research methodology is a critical component of academic inquiry because it provides the systematic structure through which research objectives are addressed and research questions are answered with scientific rigor (Saunders et al., 2023). Research refers to a systematic process of investigation aimed at discovering new knowledge, validating existing theories, or solving practical problems through structured inquiry (Creswell & Creswell, 2023). In academic studies, research provides a scientific framework for collecting, analyzing, and interpreting data in order to answer specific questions objectively. The selection of an appropriate research approach is essential because it determines how data are gathered, how variables are measured, and how conclusions are formed. 
Since this study focuses on examining the relationship between CSR dimensions and corporate reputation, the methodological design must align with the study’s objective of measuring perception-based constructs systematically. Research methods are generally classified into three primary categories: quantitative, qualitative, and mixed methods. Quantitative research emphasizes numerical measurement, statistical testing, and objective analysis. It is appropriate when researchers seek to examine relationships between variables, test theoretical frameworks, and generalize findings across populations. Qualitative research, by contrast, focuses on non-numerical exploration such as interviews, observations, and thematic interpretation, making it useful for understanding subjective experiences or complex social meanings. Mixed methods combine both quantitative and qualitative approaches to provide broader analytical perspectives. Each method has unique strengths depending on the research problem, objectives, and nature of the variables.
For the present study, a quantitative research approach is adopted because it best aligns with the objective of systematically measuring customers’ perceptions of CSR activities and statistically analyzing their relationship with corporate reputation. Quantitative design is particularly appropriate because CSR dimensions and corporate reputation are conceptualized as measurable latent constructs that can be operationalized through structured questionnaire items. By using numerical data and statistical tools, the study can objectively evaluate the extent to which different CSR dimensions influence corporate reputation.
A quantitative design offers several advantages for this study. First, it enables structured measurement through standardized questionnaires, ensuring consistency across respondents. Second, it supports statistical precision through descriptive and inferential analysis. Third, it enhances objectivity by minimizing interpretive bias. Finally, it allows broader generalizability across a large respondent group. Since this study involves a large beneficiary population across Myanmar, quantitative research provides practical and analytical suitability.
Research design can also be categorized as exploratory, descriptive, or explanatory (Sekaran & Bougie, 2021). Exploratory research is used when limited prior knowledge exists and researchers seek preliminary understanding. Explanatory research focuses on identifying causal relationships between variables. Descriptive research, on the other hand, aims to systematically describe characteristics, perceptions, or phenomena while also identifying patterns or associations. This study primarily adopts a descriptive research design because it seeks to describe customers’ perceptions of CSR dimensions and corporate reputation while statistically analyzing the associations between them.
The descriptive component is particularly relevant because the study investigates how customers perceive CSR activities under the CSR Telemedicine Program of the 7887 Healthcare Call Center. It aims to identify the visibility of CSR dimensions, measure perceived reputation, and assess patterns across respondents. Although regression analysis is used to examine influence, the overall design remains descriptive because the study focuses on perception measurement rather than controlled causality.
Therefore, this study adopts a quantitative descriptive research design as the most appropriate methodological approach for systematically measuring CSR perceptions and corporate reputation while ensuring statistical rigor, reliability, and academic validity.

[bookmark: _Toc232009298]3.2	Population and Sample
Population refers to the total group of individuals, entities, or cases relevant to a particular study and from which data are intended to be collected (Willie, 2024). In research methodology, defining the target population clearly is essential because it establishes the scope of inference and ensures that data collection aligns with the study’s objectives. The population should represent the broader group whose characteristics or perceptions are being investigated. In the context of this study, the target population consists of customers who have utilized the services of the 7887 Healthcare Call Center under its CSR Telemedicine Program. These customers are considered the most appropriate population because the study specifically examines how service users perceive CSR activities and how those perceptions influence corporate reputation.
The customers of the 7887 Healthcare Call Center are geographically dispersed across Myanmar and include diverse users who access telemedicine services through hotline and digital healthcare support platforms. Since the CSR Telemedicine Program aims to improve healthcare accessibility nationwide, the beneficiary population is broad, dynamic, and continuously expanding. Due to the absence of a fixed, publicly accessible, and stable beneficiary database, the exact population size cannot be accurately determined. Therefore, for methodological purposes, the population is treated as infinite or unknown. This classification is consistent with research practice when total population size is large or continuously changing.
A sample refers to a subset of the population selected for participation in the research. Because studying every member of a large population is often impractical due to time, resource, and accessibility limitations, sampling allows researchers to collect representative data efficiently. The quality of the sample significantly influences the reliability and generalizability of research findings. Therefore, determining an appropriate sample size is critical to maintaining statistical validity.
For this study, sample size is determined using Cochran’s (1977) formula, which is widely used for large or unknown population. Cochran’s formula provides a statistically reliable sample size based on confidence level, margin of error, and estimated population variability. The formula is expressed as:


Where:
n₀ = Required sample size for large populations
Z = Z-value corresponding to the selected confidence level
p = Estimated population proportion
q = 1 – p
e = Margin of error

For this study:
Z = 1.96 (95 percent confidence level)
p = 0.5
q = 0.5
e = 0.05

Substituting these values:



[bookmark: _Toc223167273]Based on this calculation, the required sample size is 384 respondents. This sample size is considered statistically adequate because it provides sufficient confidence and acceptable precision while maximizing population variability through the use of p = 0.5. Selecting 384 respondents enables the study to generate reliable quantitative findings while remaining practical within operational constraints.
Sampling methods are generally classified into probability sampling and non-probability sampling. Probability sampling involves random selection, giving all population members equal selection chances, thereby enhancing representativeness and external validity. Common probability methods include simple random sampling, stratified sampling, and cluster sampling. However, probability sampling often requires complete population lists and substantial logistical resources.
Non-probability sampling, by contrast, selects respondents based on accessibility, judgment, or convenience. While non-probability methods may reduce representativeness, they are often appropriate when populations are difficult to access or when practical constraints exist. Common non-probability techniques include convenience sampling, purposive sampling, and quota sampling.
This study adopts convenience sampling, a non-probability sampling technique, due to practical accessibility considerations. Respondents are selected based on their availability through service platforms, telemedicine communication channels, and beneficiary networks associated with the 7887 Healthcare Call Center. Convenience sampling is particularly suitable because customers are geographically dispersed, population databases may not be fully accessible, and time-resource constraints limit the feasibility of probability sampling.
Although convenience sampling may limit full population generalizability, it remains widely used in perception-based service studies where respondent accessibility is a major consideration. Furthermore, the relatively large sample size of 384 respondents helps strengthen statistical reliability despite methodological limitations. The study acknowledges convenience sampling as a limitation while emphasizing its practicality and suitability for the research context.
In summary, the study population consists of customers of the 7887 Healthcare Call Center’s CSR Telemedicine Program, while the sample includes 384 respondents selected through convenience sampling. This population and sampling structure ensures practical feasibility while maintaining sufficient statistical rigor for analyzing the relationship between CSR dimensions and corporate reputation.

[bookmark: _Toc232009299]3.3 	Data Collection Method
Data collection represents a critical stage in quantitative research because the quality, validity, and reliability of findings are directly influenced by the appropriateness of the data sources and instruments employed. In social science and business research, data are generally categorized into primary and secondary forms. Primary data refer to original information collected directly from respondents for the specific purpose of addressing the research objectives of a study (Ajayi, 2023). Such data are first-hand, context-specific, and tailored to the researcher’s variables of interest. Secondary data, by contrast, consist of pre-existing information obtained from published or documented sources such as academic journals, books, organizational reports, and databases. 
For this study, both primary and secondary data collection methods are utilized to ensure comprehensive investigation of the relationship between corporate social responsibility dimensions and corporate reputation at the 7887 Healthcare Call Center. The structured questionnaire is selected as the primary research instrument because it provides a standardized and efficient method for collecting quantitative data from a large sample. Questionnaires are widely used in descriptive and explanatory research because they allow systematic measurement of attitudes, perceptions, and opinions using consistent response categories. In this study, the questionnaire is carefully designed based on validated measurement constructs adapted from prior CSR and corporate reputation studies to ensure content validity and theoretical alignment.
The questionnaire is divided into three major sections. The first section captures demographic information such as gender, age, location, education level, and service usage characteristics. This section enables demographic profiling of respondents and supports descriptive statistical analysis. The second section measures perceptions of CSR activities across the five dimensions of the conceptual framework: social CSR, environmental CSR, workforce CSR, market CSR, and religious CSR. Each dimension is operationalized through multiple statements reflecting specific CSR activities relevant to the healthcare call center context. The third section measures corporate reputation based on perceived trustworthiness, credibility, ethical conduct, organizational responsibility, and overall reputation.
A five-point Likert scale is employed for all construct-related questions, ranging from 1 = strongly disagree to 5 = strongly agree. The Likert scale is particularly appropriate because it captures degrees of respondent agreement and is highly effective for measuring latent psychological and perception-based constructs such as CSR perception and corporate reputation. Furthermore, Likert-scale responses can be statistically analyzed using reliability tests, descriptive statistics, correlation, and regression analysis, making them suitable for SPSS-based quantitative analysis.
Secondary data play an equally important supporting role in this study by providing theoretical, conceptual, and contextual foundations. Secondary sources are essential for constructing the literature review, developing the conceptual framework, designing questionnaire items, and justifying methodological choices. In this research, secondary data are obtained from multiple credible sources, including peer-reviewed academic journals, scholarly books, corporate social responsibility reports, organizational publications, government documents, and reputable online databases. Recent literature published between 2021 and 2025 is prioritized to align with the study’s academic requirement for contemporary references. These sources provide updated perspectives on CSR theory, stakeholder theory, signaling theory, multidimensional CSR constructs, corporate reputation, and empirical findings related to CSR–reputation relationships across industries.
The combination of primary and secondary data strengthens the study’s overall methodological validity. Primary data offer direct empirical evidence from customers, while secondary data ensure theoretical consistency, contextual depth, and scholarly credibility.

[bookmark: _Toc223167274][bookmark: _Toc232009302]3.4 	Data Analysis Method
Data analysis is the systematic process through which collected data are transformed into meaningful findings that address the research objectives and answer the research questions (Alem, 2020). In quantitative research, statistical analysis is essential because it allows researchers to organize data, identify patterns, test relationships, and draw evidence-based conclusions. The choice of data analysis techniques must align with the nature of the variables, research objectives, and methodological design.
For this study, data analysis is conducted using the Statistical Package for the Social Sciences (SPSS), a widely recognized statistical software package commonly used in social science and business research. SPSS is selected because it provides comprehensive tools for reliability analysis, descriptive statistics, and multivariate analysis, making it appropriate for examining the relationship between multiple CSR dimensions and corporate reputation.
The data analysis process consists of three major stages: reliability testing, descriptive statistical analysis, and multiple regression analysis. Each stage serves a distinct analytical purpose while collectively supporting the achievement of the study’s objectives. By applying these analytical techniques systematically, the study ensures statistical rigor, objective interpretation, and empirical relevance.
[bookmark: _Toc232009303]3.4.1	Reliability Test
Reliability testing is conducted to measure the internal consistency of the questionnaire items used in this study. In quantitative research, reliability is a crucial indicator of the stability and consistency of measurement scales, ensuring that the items used to measure each construct produce consistent results across respondents.
In this study, Cronbach’s Alpha coefficient was applied to assess the reliability of each construct, including social CSR, environmental CSR, workforce CSR, Market CSR, religious CSR, and corporate reputation. Cronbach’s Alpha is widely accepted in social science research as a measure of internal consistency, where a value of 0.70 or higher is considered acceptable, 0.80 or above is considered good, and 0.90 or above indicates excellent reliability.

[bookmark: _Toc232009304]3.4.2	Descriptive Statistics
Descriptive statistics is used to summarize and present the basic characteristics of the collected data in a meaningful and organized form (Siregar, 2025). This analysis provides a clear overview of respondents’ demographic profiles and their perceptions of CSR dimensions and corporate reputation. In this study, frequency and percentage analysis are used to describe demographic variables such as gender, age group, education level, geographic location, and service usage patterns of the respondents. This helps to understand the background characteristics of the sample and ensures that the respondents are appropriately represented.
In addition, mean and standard deviation values are used to analyze respondents’ perceptions of each CSR dimension and corporate reputation. The mean value indicates the overall level of agreement or perception among respondents, while the standard deviation shows the degree of variation or dispersion in their responses. A lower standard deviation suggests that respondents have similar perceptions, whereas a higher value indicates more diverse opinions. Overall, the descriptive statistical analysis provides an essential foundation for understanding data distribution and identifying general patterns before conducting inferential statistical analysis such as regression.
[bookmark: _Toc232009305]3.4.3	Regression Analysis
Multiple regression analysis is conducted to examine the relationship between corporate social responsibility dimensions and corporate reputation of the 7887 Healthcare Call Center. This technique is appropriate because the study involves multiple independent variables (CSR dimensions) and one dependent variable (corporate reputation). The regression model is used to determine both the overall effect of CSR practices on corporate reputation and the individual contribution of each CSR dimension. The five independent variables in this study include social CSR, environmental CSR, workforce CSR, market CSR, and religious CSR, while corporate reputation serves as the dependent variable.
The significance level (p-value) is used to test the research hypotheses, where a value of less than 0.05 indicates a statistically significant relationship. In addition, the coefficient of determination (R²) is used to measure how much variation in corporate reputation can be explained by CSR dimensions collectively. Furthermore, standardized Beta coefficients are analyzed to determine the strength and direction of the relationship between each independent variable and corporate reputation. A positive Beta value indicates a positive influence, while a negative value suggests a negative relationship. Among the CSR dimensions, the most influential factors are identified based on the highest Beta values.
Overall, regression analysis provides empirical evidence on how CSR activities contribute to shaping corporate reputation in the context of healthcare telecommunication services in Myanmar.

[bookmark: _Toc232009306]3.5	Ethical Consideration
Ethical considerations are carefully observed throughout the research process to ensure the integrity, credibility, and professionalism of the study. Ethical compliance is particularly important in studies involving human respondents, as it protects their rights and ensures responsible handling of data. Informed consent is obtained from all respondents prior to data collection. Participants were clearly informed about the purpose of the study, the nature of their participation, and their right to withdraw at any time without any consequences.
In addition, confidentiality and anonymity are strictly maintained. No personal identifiers such as names, contact details, or sensitive personal information were collected. All responses were used solely for academic research purposes and were not shared with any third party. The data collected are processed and analyzed with honesty and integrity. The researcher ensured that no data manipulation, fabrication, or misrepresentation occurred at any stage of the study.
Moreover, all secondary data sources used in this research are properly cited and referenced according to academic standards to avoid plagiarism and acknowledge original authors. Finally, the study is conducted in accordance with academic research ethics guidelines, ensuring respect for respondents, data protection, and responsible reporting of findings. These ethical measures strengthen the validity and trustworthiness of the research outcomes.

[bookmark: _Toc232009307]CHAPTER IV
[bookmark: _Toc232009308]ANALYSIS ON IMPACT OF CORPORATE SOCIAL RESPONSIBILITY ON CORPORATE REPUTATION OF 7887 HEALTHCARE CALL CENTER

This chapter presents the analysis, findings, and interpretation of the data collected from 384 customers of the 7887 Healthcare Call Center. The primary purpose of this chapter is to examine how corporate social responsibility dimensions influence corporate reputation based on the perceptions of service customers. In alignment with the research objectives and research questions, the chapter systematically analyzes respondents’ demographic characteristics, reliability of measurement scales, descriptive statistics of study variables, and multiple regression results.
The analysis begins with demographic profiling to provide an overview of respondent characteristics, including gender, marital status, age, education level, occupation, and monthly salary. Understanding demographic composition is important because it provides contextual insight into the background of respondents participating in the study. Next, reliability analysis is conducted using Cronbach’s Alpha to assess the internal consistency of the questionnaire items measuring the six variables: social CSR, environmental CSR, workforce CSR, market CSR, religious CSR, and corporate reputation. This ensures that the measurement scales are statistically reliable for further analysis.
Descriptive analysis is then used to examine customer perception of each CSR dimension and corporate reputation through mean values and standard deviations. The mean interpretation framework by Best (1977) is applied to determine the level of respondent agreement, where higher mean scores indicate stronger positive perceptions.
Finally, multiple regression analysis is employed to evaluate the effect of CSR dimensions on corporate reputation. This analysis identifies the collective explanatory power of CSR dimensions, determines which dimensions significantly influence corporate reputation, and identifies the most influential CSR factor affecting customer perception of the 7887 Healthcare Call Center. The findings of this chapter provide empirical evidence to support the study’s objectives and contribute to strategic managerial understanding of CSR implementation within the telehealth service context.

[bookmark: _Toc232009309]4.1	Demographic Characteristics of Respondents
This section presents the demographic profile of the 384 respondents who participated in the survey. Demographic variables include gender, marital status, age, education level, occupation, and monthly salary. These characteristics are analyzed using frequency and percentage distributions to provide a clear understanding of respondent composition. Such demographic information is important for contextualizing the data and ensuring that the sample reflects diverse customer perception.

[bookmark: _Toc232009310]4.1.1	Gender of the Respondents
Table (4.1) presents the gender distribution of respondents participating in the study. Gender analysis is important because it reflects the representation of male and female customers and helps determine whether perceptions are gathered from a balanced demographic base.

Table (4.1) Gender Statistics
	Sr. No.
	Gender
	No. of Respondents
	Percentage

	1.
	Male
	184
	47.9

	2.
	Female
	200
	52.1

	Total
	384
	100.0


Source: Survey Data (April, 2026)

The findings indicate that out of 384 respondents, 184 respondents (47.9 percent) were male, while 200 respondents (52.1 percent) were female. This demonstrates that female respondents represent a slightly larger proportion than male respondents. The relatively balanced gender distribution suggests that the study captures perceptions from both genders effectively, with female customers slightly more engaged in the survey. This may indicate stronger female utilization or responsiveness toward telehealth services, although both groups are adequately represented for analysis.
[bookmark: _Toc232009311]4.1.2	Marital Status of the Respondents
Table (4.2) presents the marital status distribution of respondents. Marital status is relevant because it may reflect differences in healthcare service usage patterns and social responsibility perceptions among customers.
Table (4.2) Marital Status Statistics
	Sr. No.
	Marital Status
	No. of Respondents
	Percentage

	1.
	Single
	234
	60.9

	2.
	Married
	150
	39.1

	Total
	384
	100.0


Source: Survey Data (April, 2026)

The findings show that 234 respondents (60.9 percent) were single, while 150 respondents (39.1 percent) were married. This indicates that the majority of respondents were single customers. The higher proportion of single respondents may suggest that younger or independent individuals are more actively engaged with telemedicine services, potentially due to greater technological accessibility or digital familiarity.

[bookmark: _Toc232009312]4.1.3	Age of the Respondents
Table (4.3) presents the age distribution of respondents across five categories. Age analysis provides important insights into which customer groups are most actively utilizing the CSR Telemedicine Program.
Table (4.3) Age Statistics
	[bookmark: _Hlk67782536]Sr. No.
	Age (Years)
	No. of Respondents
	Percentage

	[bookmark: _Hlk68726262]1.
	≤ 25 Years
	114
	29.7

	2.
	26 - 35 Years
	117
	30.5

	3.
	36 - 45 Years
	108
	28.1

	4.
	46 - 55 years
	36
	9.4

	5.
	Above 55 Years
	9
	2.3

	Total
	384
	100.0


Source: Survey Data (April, 2026)

[bookmark: _Hlk225333496]The results reveal that respondents aged 26–35 years constituted the largest group with 117 respondents (30.5 percent), followed closely by respondents aged 25 years and below with 114 respondents (29.7 percent). Respondents aged 36–45 years represented 108 respondents (28.1 percent), while 46–55 years accounted for 36 respondents (9.4 percent), and above 55 years represented only 9 respondents (2.3 percent). These findings indicate that the majority of customers are within the economically active and digitally connected age groups, suggesting that telehealth services are particularly relevant to younger and middle-aged populations. 

[bookmark: _Toc232009313]4.1.4	Education Level of the Respondents
Table (4.4) presents respondents’ educational backgrounds. Education level is significant because it may influence awareness of CSR practices and perceptions of corporate reputation.

Table (4.4) Education Level Statistics
	[bookmark: _Hlk67827688]Sr. No.
	Education Level
	No. of Respondents
	Percentage

	1.
	High School
	46
	12.0

	2.
	Undergraduate
	92
	24.0

	3.
	Bachelor Degree
	165
	43.0

	4.
	Master Degree
	63
	16.4

	5.
	PhD
	18
	4.7

	Total
	384
	100.0


Source: Survey Data (April, 2026)

The findings show that the largest proportion of respondents held a Bachelor Degree, representing 165 respondents (43.0 percent). Undergraduate-level respondents accounted for 92 respondents (24.0 percent), followed by Master Degree holders with 63 respondents (16.4 percent), High School level with 46 respondents (12.0 percent), and PhD holders with 18 respondents (4.7 percent). This suggests that the majority of respondents possess moderate to high educational attainment, which may enhance their ability to critically evaluate CSR initiatives and corporate reputation.

[bookmark: _Toc232009314]4.1.5	Occupation of the Respondents
Table (4.5) presents the occupational distribution of respondents. Occupational background provides insight into the socioeconomic diversity of customers.
Table (4.5) Occupation Statistics
	Sr. No.
	Occupation
	No. of Respondents
	Percentage

	1.
	Company Staff
	137
	35.7

	2.
	Government Staff
	49
	12.8

	3.
	NGO/INGO Staff
	34
	8.9

	4.
	Business Owner
	49
	12.8

	5.
	Student
	53
	13.8

	6.
	Dependent
	16
	4.2

	7.
	Others
	46
	12.0

	Total
	384
	100.0


Source: Survey Data (April, 2026)

The analysis indicates that Company Staff formed the largest respondent group with 137 respondents (35.7 percent). Students accounted for 53 respondents (13.8 percent), Government Staff and Business Owners each represented 49 respondents (12.8 percent), Others accounted for 46 respondents (12.0 percent), NGO/INGO Staff represented 34 respondents (8.9 percent), and Dependents accounted for 16 respondents (4.2 percent). These findings suggest that working professionals are the dominant customer group, implying that employed individuals may particularly value accessible telehealth services due to time efficiency and convenience.

[bookmark: _Toc232009315]4.1.6	Monthly Salary of the Respondents
Table (4.6) presents respondents’ monthly income levels. Income level is an important demographic factor because affordability and financial capacity may influence telehealth service accessibility and perceptions of CSR fairness.


Table (4.6) Monthly Salary Statistics
	Sr. No.
	Monthly Salary (Kyats)
	No. of Respondents
	Percentage

	1
	≤ 300,000
	90
	23.4

	2
	300,001 – 600,000
	103
	26.8

	3
	600,001 – 900,000
	68
	17.7

	4
	900,001 – 1,200,000
	37
	9.6

	5
	1,200,001 – 1,500,000
	30
	7.8

	6
	Over 1,500,000
	56
	14.6

	Total
	384
	100.0


Source: Survey Data (April, 2026)

The results show that the largest group of respondents earned between 300,001 and 600,000 Kyats per month, accounting for 103 respondents (26.8 percent), followed by respondents earning 300,000 Kyats or below with 90 respondents (23.4 percent). Respondents earning over 1,500,000 Kyats represented 56 respondents (14.6 percent), while the remaining categories were distributed across middle-income groups. This indicates that the study captures perceptions from a broad income range, with stronger representation from lower- to middle-income customers, which aligns with the social accessibility mission of CSR-based telemedicine services. 

[bookmark: _Toc232009316]4.2 	Reliability Analysis of Variables 
This section presents the reliability analysis of the measurement scales used in this study. Reliability testing is essential to determine the internal consistency of questionnaire items measuring each variable. Cronbach’s Alpha coefficient is applied to assess whether the survey items consistently measure the intended constructs. According to Nunnally (1978), a Cronbach’s Alpha value of 0.70 or above is considered acceptable, while values above 0.80 indicate good reliability and values above 0.90 indicate excellent reliability. Therefore, this analysis ensures that the questionnaire instrument is statistically reliable for further descriptive and inferential analysis.


Table (4.7) Reliability Analysis
	[bookmark: _Hlk71229549]Sr. No.
	Variables
	No. of item
	Cronbach Alpha

	1
	Social CSR
	5
	.894

	2
	Environmental CSR
	5
	.872

	3
	Workforce CSR
	5
	.915

	4
	Market CSR
	5
	.914

	5
	Religious CSR
	5
	.926

	6
	Corporate Reputation
	5
	.921


Source: Survey Data (April, 2026)

The reliability analysis results demonstrate that all six variables exceed the acceptable threshold of 0.70, confirming strong internal consistency across all measurement scales. Social CSR achieved a Cronbach’s Alpha value of 0.894, indicating high reliability. Environmental CSR recorded 0.872, also reflecting strong consistency. Workforce CSR produced a value of 0.915, while Market CSR recorded 0.914, both indicating excellent reliability. Religious CSR demonstrated the highest reliability with a Cronbach’s Alpha value of 0.926, suggesting exceptionally strong internal consistency among its measurement items. Corporate Reputation also showed excellent reliability with a value of 0.921.
These findings confirm that all questionnaire items used to measure the independent and dependent variables are reliable and suitable for statistical analysis. Since each construct demonstrates high to excellent reliability, the measurement instrument is considered valid for assessing customer perception regarding CSR dimensions and corporate reputation. This strong reliability enhances the credibility of subsequent descriptive and regression analyses by ensuring that the observed relationships are based on stable and consistent measurement scales.

[bookmark: _Toc232009317]4.3 	Descriptive Analysis of Corporate Social Responsibility and Corporate Reputation
This section presents the descriptive statistical analysis of the six major variables in the study: social CSR, environmental CSR, workforce CSR, market CSR, religious CSR, and corporate reputation. Mean and standard deviation values are used to assess respondents’ perceptions of each statement and overall variable. Mean values indicate the average level of agreement among respondents, while standard deviation measures response consistency.
The interpretation of mean values follows Best’s (1977) scale:
1.00–1.80 = Very Low
1.81–2.60 = Low
2.61–3.40 = Moderate
3.41–4.20 = High
4.21–5.00 = Very High
This framework enables clear interpretation of customer perception regarding CSR practices and corporate reputation.

[bookmark: _Toc232009318]4.3.1	Social CSR
Table (4.8) presents the descriptive analysis of Social CSR. Social CSR evaluates the extent to which customer perceive the 7887 Healthcare Call Center as contributing to community welfare, healthcare accessibility, and societal wellbeing.

Table (4.8) Descriptive Analysis of Social CSR
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	The 7887 Healthcare Call Center contributes to improving public health in the community.
	3.98
	.772

	2
	The organization provides accessible healthcare services to underserved populations.
	4.17
	.780

	3
	The 7887 Healthcare Call Center actively supports social welfare programs.
	4.00
	.803

	4
	The organization demonstrates concern for the wellbeing of society.
	4.14
	.795

	5
	The telemedicine services help reduce healthcare inequality.
	4.12
	.768

	Overall Mean
	4.08
	


[bookmark: _Hlk199754064]Source: Survey Data (April, 2026)

The findings indicate that Social CSR achieved an overall mean score of 4.08, which falls within the “High” level according to Best’s interpretation framework. This suggests that respondents generally perceive the organization as socially responsible. Among the five statements, the highest mean score was recorded for “The organization provides accessible healthcare services to underserved populations” with a mean of 4.17, indicating strong agreement regarding healthcare accessibility. This is followed by “The organization demonstrates concern for the wellbeing of society” with a mean of 4.14.
The lowest mean score, although still high, was “The 7887 Healthcare Call Center contributes to improving public health in the community” with a mean of 3.98. Standard deviation values ranged from 0.768 to 0.803, suggesting relatively consistent responses among participants. Overall, these findings indicate that customers recognize the organization’s social contributions positively, particularly in improving healthcare accessibility and reducing inequality.

[bookmark: _Toc232009319]4.3.2	Environmental CSR
Table (4.9) presents respondents’ perceptions of Environmental CSR, which reflects the organization’s commitment to environmentally responsible practices and sustainability.

Table (4.9) Descriptive Analysis of Environmental CSR
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	The 7887 Healthcare Call Center promotes environmentally friendly practices.
	3.95
	.833

	2
	The organization uses digital services to reduce environmental impact.
	4.03
	.807

	3
	The organization supports environmental protection initiatives.
	3.82
	.819

	4
	The organization minimizes waste through telehealth services.
	4.02
	.784

	5
	The organization considers environmental impact in its operations.
	3.97
	.791

	Overall Mean
	3.96
	


Source: Survey Data (April, 2026)

The analysis shows that Environmental CSR recorded an overall mean score of 3.96, indicating a “High” level of perception. This suggests that customers generally acknowledge the organization’s environmental responsibility, although it is slightly lower than other CSR dimensions. The highest mean score was for “The organization uses digital services to reduce environmental impact” at 4.03, reflecting recognition that telemedicine contributes to reduced physical travel and resource consumption. Similarly, “The organization minimizes waste through telehealth services” recorded a mean of 4.02.
The lowest mean score was “The organization supports environmental protection initiatives” with a mean of 3.82, suggesting that respondents may be less aware of broader environmental programs beyond digital healthcare operations. Standard deviation values ranged from 0.784 to 0.833, indicating moderate response consistency. Overall, Environmental CSR is positively perceived, but findings suggest opportunities for stronger communication of environmental initiatives.

[bookmark: _Toc232009320]4.3.3	Workforce CSR
Table (4.10) presents descriptive findings for Workforce CSR, which focuses on employee ethics, competence, professionalism, and customer care.

Table (4.10) Descriptive Analysis of Workforce CSR
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	The organization ensures ethical conduct among employees.
	3.95
	.811

	2
	Employees treat customers with respect and care.
	4.07
	.741

	3
	The staff are well-trained and competent.
	4.06
	.789

	4
	The organization ensures confidentiality of employee information.
	4.13
	.730

	5
	The organization values employee responsibility toward customers.
	4.02
	.770

	Overall Mean
	4.05
	


Source: Survey Data (April, 2026)

The results show that Workforce CSR achieved an overall mean score of 4.05, reflecting a “High” level of customer agreement. This indicates that respondents generally perceive employees and workforce practices positively. The highest mean score was “The organization ensures confidentiality of employee information” with a mean of 4.13, followed by “Employees treat customers with respect and care” at 4.07.
The lowest mean score was “The organization ensures ethical conduct among employees” at 3.95, though still within the high range. Standard deviation values ranged from 0.730 to 0.811, suggesting relatively consistent perceptions. 

[bookmark: _Toc232009321]4.3.4	Market CSR
Table (4.11) presents descriptive analysis of Market CSR, which measures ethical market conduct, transparency, fairness, responsiveness, and data privacy.

Table (4.11) Descriptive Analysis of Market CSR
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	The 7887 Healthcare Call Center provides honest information to customers.
	4.16
	.807

	2
	The organization is transparent in its services.
	4.06
	.792

	3
	The pricing and service policies are fair.
	4.14
	.853

	4
	The organization responds effectively to customer needs.
	4.07
	.843

	5
	The organization protects customer data and privacy.
	4.16
	.790

	Overall Mean
	4.12
	


Source: Survey Data (April, 2026)

The findings reveal that Market CSR achieved the highest overall mean score among all CSR dimensions at 4.12, indicating a “High” level nearing “Very High.” This suggests that customers strongly perceive the organization as ethically responsible in its service delivery and customer engagement. The highest mean scores were recorded for “The 7887 Healthcare Call Center provides honest information to customers” and “The organization protects customer data and privacy,” both with a mean of 4.16.
[bookmark: _Hlk228549376]The lowest mean score was “The organization is transparent in its services” at 4.06, although still highly positive. Standard deviation values ranged from 0.790 to 0.853, demonstrating acceptable response consistency. Overall, these findings indicate that ethical service conduct, transparency, and data privacy are particularly strong contributors to positive CSR perception.

[bookmark: _Toc232009322]4.3.5	Religious CSR
Table (4.12) presents the descriptive analysis of Religious CSR, which reflects the extent to which customers perceive the 7887 Healthcare Call Center as respecting religious values, cultural diversity, and belief-based sensitivity in service delivery. Within the Myanmar socio-cultural context, religious and cultural respect are particularly important because healthcare customers may evaluate service providers not only on functional quality but also on their ethical and cultural responsiveness.

Table (4.12) Descriptive Analysis of Religious CSR
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	The organization respects religious values in its services.
	4.04
	.790

	2
	The organization considers cultural and religious sensitivity.
	4.03
	.797

	3
	The organization provides services without religious discrimination.
	4.14
	.748

	4
	The organization supports religious harmony in society.
	4.06
	.765

	5
	The organization respects patients’ beliefs and values.
	4.09
	.790

	Overall Mean
	4.07
	


Source: Survey Data (April, 2026)

The findings indicate that Religious CSR achieved an overall mean score of 4.07, which falls within the “High” category. This suggests that respondents generally perceive the organization as culturally and religiously sensitive. Among the statements, the highest mean score was “The organization provides services without religious discrimination” with a mean of 4.14, indicating that customers strongly agree that the organization delivers inclusive services regardless of religious background. This is followed by “The organization respects patients’ beliefs and values” with a mean of 4.09.
The lowest mean score was “The organization considers cultural and religious sensitivity” with a mean of 4.03, although this remains within the high perception range. Standard deviation values ranged from 0.748 to 0.797, indicating relatively consistent respondent perceptions. Overall, the findings suggest that religious and cultural sensitivity contributes positively to stakeholder evaluation, reinforcing that ethical inclusiveness is an important component of CSR perception within healthcare services.

[bookmark: _Toc232009323]4.3.6	Corporate Reputation
Table (4.13) presents the descriptive analysis of Corporate Reputation, the dependent variable of the study. Corporate reputation reflects customers trust, confidence, credibility perceptions, and overall evaluation of the 7887 Healthcare Call Center.

Table (4.13) Descriptive Analysis of Corporate Reputation
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	I trust the 7887 Healthcare Call Center.
	4.06
	.838

	2
	The organization has a good reputation in society.
	4.14
	.770

	3
	The organization is reliable in providing healthcare services.
	4.06
	.773

	4
	The organization is credible and trustworthy.
	4.13
	.788

	5
	I have a positive overall impression of the organization.
	4.20
	.787

	Overall Mean
	4.12
	


Source: Survey Data (April, 2026)

The results show that Corporate Reputation achieved an overall mean score of 4.12, indicating a “High” level of positive perception. This suggests that respondents generally hold favorable views regarding the organization’s trustworthiness, reliability, and social standing. Among the five statements, the highest mean score was “I have a positive overall impression of the organization” with a mean of 4.20, representing the strongest indicator of corporate reputation. This is closely followed by “The organization has a good reputation in society” with a mean of 4.14 and “The organization is credible and trustworthy” with a mean of 4.13.
The lowest mean scores were “I trust the 7887 Healthcare Call Center” and “The organization is reliable in providing healthcare services,” both at 4.06, though these remain within the high range. Standard deviation values ranged from 0.770 to 0.838, suggesting relatively stable perceptions across respondents. Overall, these findings indicate that customers perceive the organization positively, with strong trust and favorable public image contributing to a high level of corporate reputation.

[bookmark: _Toc232009324][bookmark: _Hlk210585729]4.4 	Analysis on the Effect of Corporate Social Responsibility on Corporate Reputation
This section presents the inferential statistical analysis examining the effect of Corporate Social Responsibility dimensions on Corporate Reputation. Multiple regression analysis is employed to determine the collective explanatory power of Social CSR, Environmental CSR, Workforce CSR, Market CSR, and Religious CSR on corporate reputation. This analysis addresses the study’s second and third research questions by identifying whether CSR dimensions significantly influence corporate reputation and determining which dimensions exert the strongest effect.
The Model Summary table presents the overall explanatory power of the regression model.

Table (4.14) Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.797a
	.636
	.631
	.41920

	a. Predictors: (Constant), Religious CSR, Environmental CSR, Social CSR, Market CSR, Workforce CSR


Source: Survey Data (April, 2026)

The regression results show an R value of 0.797, indicating a strong positive relationship between the combined CSR dimensions and corporate reputation. The R Square value is 0.636, which means that 63.6 percent of the variation in corporate reputation can be explained by the five CSR dimensions included in the model. The Adjusted R Square value of 0.631 confirms that even after adjusting for the number of predictors, the model retains strong explanatory power.
This finding indicates that CSR dimensions collectively play a substantial role in shaping customers perception of corporate reputation. In practical terms, more than half of corporate reputation is explained by CSR-related factors, suggesting that customers strongly evaluate the organization’s reputation based on perceived CSR practices. The remaining 36.4 percent may be influenced by other external factors not included in the model, such as service quality, pricing, healthcare outcomes, or external communication.
The ANOVA table assesses whether the regression model as a whole is statistically significant.

Table (4.15) ANOVA Analysis
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	115.841
	5
	23.168
	131.841
	.000b

	
	Residual
	66.425
	378
	.176
	
	

	
	Total
	182.267
	383
	
	
	

	a. Dependent Variable: Corporate Reputation

	b. Predictors: (Constant), Religious CSR, Environmental CSR, Social CSR, Market CSR, Workforce CSR


Source: Survey Data (April, 2026)

The ANOVA results reveal an F-value of 131.841 with a significance level of 0.000, which is below the threshold of 0.05. This confirms that the overall regression model is statistically significant. Therefore, the combined CSR dimensions significantly predict corporate reputation.
This finding demonstrates that the model is suitable for explaining the relationship between CSR and corporate reputation, and it confirms that CSR dimensions collectively have a meaningful influence on customers evaluation of the 7887 Healthcare Call Center. In other words, CSR is not merely a peripheral activity but a statistically significant strategic determinant of reputation.
The coefficient table examines the individual contribution of each CSR dimension to corporate reputation while controlling for the other variables.


Table (4.16) Coefficient Analysis
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.527
	.144
	
	3.646
	.000

	
	Social CSR
	.384
	.062
	.367
	6.248
	.000

	
	Environment CSR
	.126
	.067
	.120
	1.888
	.040

	
	Workforce CSR
	-.001
	.073
	-.001
	-.019
	.985

	
	Market CSR
	.249
	.063
	.254
	3.942
	.000

	
	Religious CSR
	.124
	.072
	.122
	1.725
	.085

	a. Dependent Variable: Corporate Reputation


Source: Survey Data (April, 2026)

The regression equation is expressed as:
Corporate Reputation = .527 + .384 Social CSR + .126 Environmental CSR + .249 Market CSR
The findings indicate that Social CSR has the strongest positive influence on corporate reputation (Beta = 0.367, Sig. = 0.000). This means that improvements in social CSR activities such as public health contribution, healthcare accessibility, and social welfare are the most influential drivers of positive corporate reputation.
Market CSR is the second strongest predictor (Beta = 0.254, Sig. = 0.000), indicating that ethical service delivery, transparency, fair policies, and customer data protection significantly enhance customer perception of corporate reputation.
Environmental CSR also has a statistically significant positive effect (Beta = 0.120, Sig. = 0.040), although its influence is comparatively weaker than Social and Market CSR. This suggests that environmental responsibility contributes positively to reputation, but customers may prioritize social and ethical healthcare functions more strongly.
Workforce CSR (Sig. = 0.985) and Religious CSR (Sig. = 0.085) do not show statistically significant effects at the 0.05 level. Although customers generally rated these dimensions positively in descriptive analysis, their unique contribution to corporate reputation is not statistically strong when other CSR dimensions are considered simultaneously. This may indicate that workforce competence and religious sensitivity are perceived as baseline expectations rather than primary differentiators of reputation.
Overall, the findings suggest that Social CSR is the most influential CSR activity affecting corporate reputation, followed by Market CSR and Environmental CSR. Therefore, the 7887 Healthcare Call Center should strategically prioritize social welfare initiatives, healthcare accessibility, ethical service transparency, and environmentally sustainable practices to strengthen corporate reputation among customers.


CHAPTER V
CONCLUSION

This chapter presents the conclusion of the study entitled "Impact of Corporate Social Responsibility on Corporate Reputation of 7887 Healthcare Call Center." The chapter summarizes the major findings derived from the analysis presented in Chapter Four and discusses their implications in relation to the research objectives. The chapter is organized into three sections. The first section presents the findings and discussion of the study based on demographic characteristics, descriptive analysis, and regression analysis. The second section provides practical suggestions and recommendations for the management of the 7887 Healthcare Call Center to strengthen its corporate social responsibility (CSR) initiatives and corporate reputation. The final section highlights areas for future research to support further academic investigation into CSR and corporate reputation within healthcare and telecommunication-related service sectors.

[bookmark: _Toc232009330]5.1	Findings and Discussions
	The demographic analysis revealed that respondents were drawn from diverse social and economic backgrounds, indicating that the study captured perceptions from a broad range of customers. The gender distribution was relatively balanced, suggesting that telemedicine services are utilized by both male and female customers. This balanced participation strengthens the reliability of the findings because perceptions were collected from different gender groups.
	The majority of respondents were single and belonged to younger and middle-aged groups. This finding suggests that telehealth services are particularly attractive to individuals who are more familiar with digital technologies and online communication platforms. The increasing adoption of telemedicine among younger populations may reflect the growing acceptance of digital healthcare services in Myanmar. The educational profile indicated that most respondents possessed tertiary-level education. Individuals with higher educational backgrounds are generally more aware of organizational practices, ethical standards, and social responsibility initiatives. As a result, they may be better positioned to evaluate CSR activities and corporate reputation objectively.
	Regarding occupation, the majority of respondents were employed individuals, including company staff, government employees, business owners, and NGO workers. This suggests that telemedicine services are particularly valued by working populations who seek convenient healthcare solutions that reduce travel time and increase accessibility. The income profile showed representation from both lower-income and middle-income groups. This finding aligns with the social purpose of telemedicine services, which aim to improve healthcare accessibility across different socioeconomic segments. The demographic findings collectively indicate that the study successfully captured perceptions from a diverse beneficiary population, thereby enhancing the relevance and applicability of the research findings.
	The descriptive analysis demonstrated that customers generally held positive perceptions toward all CSR dimensions and corporate reputation. Overall, respondents agreed that the organization performs its CSR responsibilities effectively and maintains a favorable reputation among stakeholders.
	Among the CSR dimensions, market CSR received the most favorable evaluation. Customers perceived the organization as transparent, trustworthy, responsive, and committed to protecting customer information. These findings suggest that ethical service delivery and customer-oriented practices are highly visible to customers and play an important role in shaping stakeholder perceptions. Social CSR was also perceived positively. Respondents acknowledged the organization's contribution to healthcare accessibility, social welfare, and community wellbeing. This finding is consistent with stakeholder theory, which emphasizes that organizations can strengthen stakeholder trust and legitimacy by addressing societal needs and creating social value.
	Religious CSR and workforce CSR were likewise viewed positively by customers. Respondents generally believed that the organization respects cultural and religious diversity while maintaining professional standards among employees. These findings indicate that ethical treatment, inclusiveness, and workforce professionalism contribute positively to stakeholder evaluations. Environmental CSR also received favorable evaluations, although respondents appeared less aware of environmental initiatives compared to other CSR dimensions. This may be because environmental practices are often less visible to customers than social programs or direct service interactions. Nevertheless, respondents recognized the environmental benefits associated with digital healthcare delivery and telemedicine services.
	The analysis of corporate reputation revealed that customers generally trust the organization and maintain a positive overall impression of its services. The findings suggest that the organization has successfully established credibility, reliability, and trustworthiness among service users. Since reputation is built upon stakeholder perceptions, the positive reputation observed in this study reflects customers' favorable evaluation of the organization's CSR performance and service delivery practices.
	Overall, the descriptive findings indicate that CSR activities are positively recognized by customers and contribute to the development of a favorable organizational image. These results support existing literature suggesting that socially responsible organizations are more likely to earn stakeholder trust and strengthen their corporate reputation.
	The regression analysis confirmed that corporate social responsibility significantly influences corporate reputation. The overall model demonstrated that CSR dimensions collectively explain a substantial portion of variations in corporate reputation, indicating that customers evaluate organizational reputation partly based on their perceptions of CSR activities.
	Among the CSR dimensions, social CSR emerged as the strongest predictor of corporate reputation. This finding suggests that customers place considerable importance on initiatives that improve community wellbeing, healthcare accessibility, and social welfare. Since healthcare services are directly linked to public wellbeing, customers appear to associate social contributions with organizational credibility and trustworthiness.
	Market CSR was identified as the second most influential factor affecting corporate reputation. This finding highlights the importance of ethical service practices, transparency, fairness, responsiveness, and customer privacy protection. Customers appear to value organizations that demonstrate integrity in their interactions with customers and provide reliable services.
	Environmental CSR was also found to have a significant positive influence on corporate reputation. Although its impact was weaker compared to Social CSR and Market CSR, the result suggests that environmental responsibility contributes positively to stakeholder perceptions. Customers increasingly recognize sustainability practices as indicators of responsible organizational behavior.
	Interestingly, workforce CSR and religious CSR did not demonstrate statistically significant effects on corporate reputation when all CSR dimensions were examined simultaneously. While respondents generally evaluated these dimensions positively, they did not appear to be major differentiating factors influencing overall reputation. One possible explanation is that customers consider workforce professionalism and religious sensitivity as basic expectations that every healthcare service provider should fulfill rather than unique factors that distinguish organizational reputation.
	The results suggest that CSR activities function as signals of organizational responsibility, allowing customers to develop trust and positive perceptions. The findings also confirm that CSR is not merely a philanthropic activity but a strategic organizational tool that contributes significantly to reputation building within the healthcare telecommunication sector.

[bookmark: _Toc232009331]5.2	Suggestions and Recommendations
	Based on the findings of the study, several recommendations are proposed for the management of the 7887 Healthcare Call Center. First, the organization should continue strengthening social CSR initiatives because this dimension was identified as the most influential factor affecting corporate reputation. Greater investment in healthcare accessibility programs, public health awareness campaigns, community health education, and support for underserved populations can further enhance stakeholder trust and organizational reputation.
	Second, management should continue improving market CSR practices by maintaining transparency, ethical communication, service fairness, and customer privacy protection. Since customers highly value these aspects, continuous monitoring of service quality and customer satisfaction is essential for sustaining a positive reputation.
	Third, the organization should increase the visibility of its environmental CSR activities. While customers generally recognized environmental responsibility, awareness appears lower compared to other CSR dimensions. Management may consider communicating environmental achievements more actively through public campaigns, sustainability reports, and awareness programs.
	Fourth, although workforce CSR was not found to be a significant predictor of corporate reputation, management should continue investing in employee training, ethical standards, professional development, and customer service excellence. A competent workforce remains critical for delivering high-quality healthcare services and maintaining long-term organizational performance.
	Fifth, the organization should continue promoting inclusiveness and cultural sensitivity through religious CSR practices. Respect for cultural and religious diversity remains important in Myanmar's socio-cultural environment and contributes to positive stakeholder relationships.
	Finally, management should develop a comprehensive CSR communication strategy that effectively communicates CSR achievements to customers and the public. Stakeholders can only appreciate CSR efforts when they are aware of them. Therefore, clear communication can maximize the reputational benefits of CSR activities.
[bookmark: _Toc232009332]5.3	Needs for Further Research
	This study provides valuable insights into the relationship between Corporate Social Responsibility and corporate reputation within the telehealth service sector. However, several opportunities remain for future research.
	Future studies should expand the geographical scope by including customers from different regions and states across Myanmar to enhance the generalizability of findings. Future researchers may examine additional variables that influence corporate reputation, such as service quality, customer satisfaction, customer trust, perceived value, organizational image, and service innovation.
	In addition. future studies may adopt probability sampling techniques to improve sample representativeness and strengthen external validity. Researchers may conduct comparative studies across different healthcare providers, telemedicine platforms, telecommunications companies, or CSR programs to identify similarities and differences in CSR effectiveness.
	Future studies should employ qualitative or mixed-method approaches to gain deeper insights into stakeholder perceptions and experiences regarding CSR activities. Finally, future researchers may investigate mediating or moderating variables, such as customer trust, customer loyalty, stakeholder engagement, or service satisfaction, to better understand the mechanisms through which CSR influences corporate reputation. In conclusion, further research in these areas would contribute to a more comprehensive understanding of CSR and its strategic role in enhancing corporate reputation within healthcare and service-oriented industries.

2

REFERENCES

Afandi, W. N. H. W., Jamal, J., Kamal, N. M., & Alias, N. Z. I. (2023). Building Trust and Corporate Reputation Through CSR Communication. 326–336.
Ajayi, V. O. (2023). A review on primary sources of data and secondary sources of data. Available at SSRN 5378785.
Alem, D. D. (2020). An overview of data analysis and interpretations in research. International Journal of Academic Research in Education and Review, 8(1), 1-27.
Ali, H., Yin, J., Manzoor, F., & An, M. (2023). The impact of corporate social responsibility on firm reputation and organizational citizenship behavior: The mediation of organic organizational cultures. Frontiers in psychology, 13, 1100448.
Anita, R., Abdillah, M. R., Sari S, P. S., Rizki, S., & Arlendhea, W. (2025). Corporate social responsibility and firm performance: the role of firm reputation. Journal of Global Responsibility, 16(4), 669-685.
Ardiansyah, M. (2024). Integrating corporate social responsibility into business strategy: creating sustainable value. Involvement International Journal of Business, 1(1), 29-42.
Barlas, A., Valakosta, A., Katsionis, C., Oikonomou, A., & Brinia, V. (2023). The effect of corporate social responsibility on customer trust and loyalty. Sustainability, 15(2), 1036.
Brahmi, M., Hussain, Z., Majeed, M. U., Khan, A., Qureshi, M. A., & Bansal, R. (2025). Corporate social responsibility’s influence on brand image in the automotive sector: the corporate reputation and product quality role. Administrative Sciences, 15(4), 121.
Butt, A., Arshad, Z., & Butt, U. (2024). The impact of green transformational leadership on sustainable performance in Pakistan’s manufacturing sector: The mediation effect of green innovation. Qlantic Journal of Social Sciences, 5(3), 137-151.
Caldeira, R., & Infante-Moro, A. (2025). The importance of ethics in organisations, their leaders, and sustainability. Administrative Sciences, 15(9), 372.
Chen, W., Xie, Y., & He, K. (2024). Environmental, social, and governance performance and corporate innovation novelty. International Journal of Innovation Studies, 8(2), 109-131.
Creswell, J. W., & Creswell, J. D. (2023). Qualitative, quantitative, and mixed methods approaches (6th ed.). Sage Publications Ltd. 
Ernst, C. A., Kunz, J., Fischer, T. M., & Ludwig, L. M. (2025). Investors’ reactions to CSR reputation and disclosure assurance: An experimental analysis. Journal of Management and Governance, 1-44.
Ervits, I. (2023). CSR reporting in China’s private and state-owned enterprises: A mixed methods comparative analysis. Asian Business & Management, 22(1), 55-83.
Etikan, J. (2024). Corporate social responsibility (CSR) and its influence on organizational reputation. Journal of Public Relations, 2(1), 1-12.
Fatima, T., Badar, K., Waqas, M., Ayub, A., & Haris, M. (2023). CSR communication matters! An examination of CSR, organisational pride, and task-related pro-environmental behaviour nexus. Sustainability, 15(12), 9665.
Fatma, M., & Khan, I. (2023). Corporate social responsibility and brand advocacy among consumers: The mediating role of brand trust. Sustainability, 15(3), 2777.
Foroudi, P., Tzempelikos, N., Melewar, T. C., & Dennis, C. (2025). Branding with purpose: corporate reputation, CSR, and SDGs in advertising. International Journal of Advertising, 44(8), 1395-1406.
Freeman, R. E., Dmytriyev, S. D., & Phillips, R. A. (2021). Stakeholder theory and the resource-based view of the firm. Journal of management, 47(7), 1757-1770.
Gamachu, Z. W., & Kurse, Y. M. (2024). Impact of corporate social responsibility (CSR) on organizational sustainability in Ethiopia. International Journal of Social Science, Management and Economics Research, 2(1), 35-53.
Ganesh, M. K., & Venugopal, B. (2024). Challenges, practice and impact of corporate social responsibility on sustainable development of environment and society. Revista De Gestão Social E Ambiental, 18(1), 1-13.
Ganu, J. (2024). Corporate social responsibility: A paradigm shift towards organizational care for employees’ wellbeing. East African Journal of Education and Social Sciences, 5(3), 23-32.
Joyner, B. E., & Payne, D. (2002). Evolution and implementation: A study of values, business ethics and corporate social responsibility. Journal of business ethics, 41(4), 297-311.
Kalra, P. (2024). Corporate social responsibility and stakeholder theory: An integrated review. Journal of Management & Entrepreneurship, 10.
Khalis, T., Halim, B. B. A., Sanaullah, A., & Hammad, M. (2025). Corporate reputation and employee behavior: a theoretical review of key perspectives and research insights. Int J Acad Res Bus Soc Sci, 15(3), 1107-1133.
Kim, Y. J., Park, Y. S., & Park, S. P. (2026). Enhancing data governance through transparency: An empirical study of the data trust model. Technological Forecasting and Social Change, 225, 124551.
Kunjumon, S. K. (2025). The Role of Spirituality: Towards a Biblical Model of Collective Social Responsibility (CSR). International Journal of Research and Innovation in Social Science, 9(5), 1718-1731.
Latapi, M., Johannsdottir, L., & Davíðsdóttir, B. (2021). The energy company of the future: Drivers and characteristics for a responsible business framework. Journal of Cleaner Production, 288, 125634.
Mayi, K., Kumar, N. A., & Reddy, M. B. (2026). Corporate social responsibility reporting and stakeholder trust: an empirical study of listed companies. International Journal of Economic Social Science and Management Law, 7(2), 1-11.
Msambali, I. M., & Mwonge, L. A. (2025). Corporate social responsibility initiatives: strategies and mechanisms for promoting public health in Jordan University College in Morogoro Municipality, Tanzania. Discover Health Systems, 4(1), 44.
Nicolaides, A. (2021). Corporate social responsibility and ethical business conduct on the road to sustainability: A stakeholder approach. International Journal of Development and Sustainability, 10(5), 200-215.
Nuortimo, K., Harkonen, J., & Breznik, K. (2024). Exploring corporate reputation and crisis communication. Journal of Marketing Analytics, 1-22.
Nurye, T. M., & Zegeye, B. (2026). Exploring what drives Corporate Social Responsibility (CSR) in private healthcare institutions: insights from Dessie City, Ethiopia. Journal of Sustainable Business, 11(1), 4.
Sánchez-Mateos, H. M., & Pulpón, Á. R. R. (2025). The challenge of access to healthcare services as a condition for territorial equity. A methodological approach for sparsely populated rural areas. Health policy, 156, 105310.
Saunders, M. N., Lewis, P., & Thornhill, A. (2023). research methods for business students (9th ed.). Pearson.
Sekaran, U., & Bougie, R. (2021). Research methods for business: A skill-building approach (9th ed.). Wiley.
Selvalakshmi, V., Gayathri, S., Anitha, L., & Ramachandran, S. (2023). Sustainable strategy: analyzing the role of CSR communication of select companies to the stakeholders. International Journal of Professional Business Review: Int. J. Prof. Bus. Rev., 8(4), 42.
Shatila, K., Martínez-Climent, C., & Enri-Peiró, S. (2025). The mediating roles of corporate reputation, employee engagement, and innovation in the CSR—Performance relationship: Insights from the middle eastern banking sector. Journal of Risk and Financial Management, 18(10), 534.
Siregar, T. (2025). Descriptive statistics: Concepts, data collection methods, and sampling techniques in quantitative research. Jurnal Aplikasi Matematika Dan Statistik, 1-43.
Srivastava, V. K. (2024). Impact of Corporate Social Responsibility (CSR) initiatives on brand reputation: A study on how CSR activities enhance brand reputation and consumer loyalty in the context of sustainable marketing practices. International Journal of Science and Research Archive, 13(1), 1910-1930.
Sukmana, P., & Hakim, A. (2023). The influence of work quality and employee competence on human resources professionalism at the ministry of defense planning and finance bureau. International Journal of Social Science and Business, 7(1), 233-242.
Szőke, J., & Lakosy, D. (2025). Corporate Social Responsibility from the Aspect of Sustainability—Evidence from the Hungarian HR Sector. Administrative Sciences, 15(5), 159.
Tuong Vy, P. N., & Thanh, P. T. (2026). Linking corporate social responsibility to customer behaviours: evidence from fashion industry in a developing economy. International Journal of Organizational Analysis, 34(3), 983-1001.
Turzo, T. (2025). Corporate social responsibility and spirituality: emerging paradigms and a future research agenda author. Journal of Sustainable Business, 10(1), 1-16.
Klaysung, C., Klaysung, S., & Promsiri, T. (2022). Corporate social responsibility (CSR) relationship between customer trust and customer satisfaction on customers loyalty in retail business in Thailand. International journal of health sciences, 6(S5), 286-298.
Velnampy, T. (2024). Corporate social responsibility and stakeholder engagement: Impact on organizational performance. Journal of Advanced Management Studies, 1(3), 23-26.
Vuong, T. K., & Bui, H. M. (2023). The role of corporate social responsibility activities in employees’ perception of brand reputation and brand equity. Case studies in chemical and environmental engineering, 7, 100313.
Wang, S., Liao, Y. K., Wu, W. Y., & Le, K. B. H. (2021). The role of corporate social responsibility perceptions in brand equity, brand credibility, brand reputation, and purchase intentions. Sustainability, 13(21), 11975.
Willie, M. M. (2024). Population and target population in research methodology. Golden Ratio of Social Science and Education, 4(1), 75-79.
Wirba, A. V. (2024). Corporate social responsibility (CSR): The role of government in promoting CSR. Journal of the Knowledge Economy, 15(2), 7428-7454.
Ye, F., Han, X., & Li, X. (2024). Constraints under the Halo: The Constraining Effect of Corporate Reputation on Corporate Social Responsibility Behavior. Sustainability, 16(19), 8405.
Yikilmaz, I., Surucu, L., Maslakci, A., & Cetinkaya, B. (2025). Corporate Social Responsibility as a Driver of Business Innovation: The Mediating Role of Corporate Reputation on Employee Performance in the Hospitality Sector. Systems, 13(6), 475.



APPENDIX (A)
Questionnaire

Impact of Corporate Social Responsibility on Corporate Reputation of 7887 Healthcare Call Center

Respected Sir / Madam
I am pleased to inform you that I am a student at Swiss School of Business Research pursuing a degree in Master in Business Administration (MBA). As partial fulfillment of my degree, I am conducting research on “Impact of Corporate Social Responsibility on Corporate Reputation of 7887 Healthcare Call Center”. I assure you that this is purely academic research and participation in this study is voluntary.
Please note that any information you give will be treated confidentially. Your assistance will be highly appreciated. Thank you for your cooperation.
Yours faithfully,

Section (A) - Demographic Profile of Respondent
Please tick (√) the appropriate answer.

Gender
· Male
· Female

Marital Status
· Single
· Married

Age (Years)
· 20 ≤ 25 Years
· 26 — 35 Years
· 36 — 45 Years
· 46 — 55 Years
· Above 55 Years
Education Level
· High School
· Under Graduate
· Bachelor Degree
· Master Degree
· PhD Degree
· Other: __________

Occupation
· Company Staff
· Government Staff
· NGO/INGO Staff
· Business Owner
· Student
· Dependent
· Other: __________

Monthly Income (Kyat)
· ≤ 300,000
· 300,001 - 600,000
· 600,001 - 900,000
· 900,001 - 1,200,000
· 1,200,001 - 1,500,000
· Over 1,500,000



Section (B) - Corporate Social Responsibility
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
· 1 - Strongly Disagree      
· 2 - Disagree                      
· 3 - Neutral                       
· 4 - Agree                           
· 5 - Strongly Agree

1. Social CSR
	Sr.
	Statement
	1
	2
	3
	4
	5

	1
	The 7887 Healthcare Call Center contributes to improving public health in the community.
	
	
	
	
	

	2
	The organization provides accessible healthcare services to underserved populations.
	
	
	
	
	

	3
	The 7887 Healthcare Call Center actively supports social welfare programs.
	
	
	
	
	

	4
	The organization demonstrates concern for the wellbeing of society.
	
	
	
	
	

	5
	The telemedicine services help reduce healthcare inequality.
	
	
	
	
	



2. Environmental CSR
	Sr.
	Statement
	1
	2
	3
	4
	5

	1
	The 7887 Healthcare Call Center promotes environmentally friendly practices.
	
	
	
	
	

	2
	The organization uses digital services to reduce environmental impact.
	
	
	
	
	

	3
	The organization supports environmental protection initiatives.
	
	
	
	
	

	4
	The organization minimizes waste through telehealth services.
	
	
	
	
	

	5
	The organization considers environmental impact in its operations.
	
	
	
	
	


3. Workforce CSR
	Sr.
	Statement
	1
	2
	3
	4
	5

	1
	The organization ensures ethical conduct among employees.
	
	
	
	
	

	2
	Employees treat customers with respect and care.
	
	
	
	
	

	3
	The staff are well-trained and competent.
	
	
	
	
	

	4
	The organization ensures confidentiality of employee information.
	
	
	
	
	

	5
	The organization values employee responsibility toward customers.
	
	
	
	
	



4. Market CSR
	Sr.
	Statement
	1
	2
	3
	4
	5

	1
	The 7887 Healthcare Call Center provides honest information to customers.
	
	
	
	
	

	2
	The organization is transparent in its services.
	
	
	
	
	

	3
	The pricing and service policies are fair.
	
	
	
	
	

	4
	The organization responds effectively to customer needs.
	
	
	
	
	

	5
	The organization protects customer data and privacy.
	
	
	
	
	



5. Religious CSR
	Sr.
	Statement
	1
	2
	3
	4
	5

	1
	The organization respects religious values in its services.
	
	
	
	
	

	2
	The organization considers cultural and religious sensitivity.
	
	
	
	
	

	3
	The organization provides services without religious discrimination.
	
	
	
	
	

	4
	The organization supports religious harmony in society.
	
	
	
	
	

	5
	The organization respects patients’ beliefs and values.
	
	
	
	
	





Section (C) - Corporate Reputation 
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
· 1 - Strongly Disagree      
· 2 - Disagree                      
· 3 - Neutral                       
· 4 - Agree                           
· 5 - Strongly Agree
	Sr.
	Statement
	1
	2
	3
	4
	5

	1
	I trust the 7887 Healthcare Call Center.
	
	
	
	
	

	2
	The organization has a good reputation in society.
	
	
	
	
	

	3
	The organization is reliable in providing healthcare services.
	
	
	
	
	

	4
	The organization is credible and trustworthy.
	
	
	
	
	

	5
	I have a positive overall impression of the organization.
	
	
	
	
	



Thank you for your time and cooperation. Please ensure that all questions have been answered.


APPENDIX (B)
SPSS Output
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.797a
	.636
	.631
	.41920

	a. Predictors: (Constant), Religious CSR, Environmental CSR, Social CSR, Market CSR, Workforce CSR




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	115.841
	5
	23.168
	131.841
	.000b

	
	Residual
	66.425
	378
	.176
	
	

	
	Total
	182.267
	383
	
	
	

	a. Dependent Variable: Corporate Reputation

	b. Predictors: (Constant), Religious CSR, Environmental CSR, Social CSR, Market CSR, Workforce CSR




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.527
	.144
	
	3.646
	.000

	
	Social
	.384
	.062
	.367
	6.248
	.000

	
	Environment
	.126
	.067
	.120
	1.888
	.040

	
	Work
	-.001
	.073
	-.001
	-.019
	.985

	
	Market
	.249
	.063
	.254
	3.942
	.000

	
	Religious
	.124
	.072
	.122
	1.725
	.085

	a. Dependent Variable: Corporate Reputation
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