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ABSTRACT 

 

In spite of its critical role in the efficient and effective functioning of marketing 

systems, supplier social responsibility (SSR) remains as a neglected topic in the extant 

literature, particularly in the context of developing countries. While there have been 

some general discussions in the extant literature on this topic, academic research into 

the conceptualisation and measurement mechanism for this vital topic is scant. This 

research addresses this unexplored subject within the social responsibility domain in 

terms of conceptualising and identifying the underlying dimensions of SSR. The aim 

is to develop and validate scales for measuring supplier social responsibility. To this 

end, this study scanned and reviewed the relevant literature to understand the possible 

dimensions underlying supplier social responsibility. The study then utilised nine initial 

dimensions emerging from the literature as well as from the author’s professional and 

research experience.  

 

The database used in this research comprises 202 responses of garment 

manufacturers operating in Bangladesh. A mixed method approach comprising both 

qualitative and quantitative techniques is used to analyse the data using approaches 

and techniques employed in prior scale development literature. The preliminary scales 

and items representing the scales are refined first via the qualitative technique (e,g., 

focus group, expert opinion, face validity) and then refined through a pilot study 

followed by validation of the scales with sophisticated statistical techniques such as 

structural equation modelling (SEM). The research phase resulted in the emergence 

of ten scales: legal compliance-based supplies, ethics oriented supplies, 

environmentally friendly supplies, supply of healthy products, disseminating correct 



vi 

 

information to buyers, community welfare driven supplies, supply of safe products, 

buyer social demand-based supplies, sustainable supplies, and community 

philanthropy-driven supplies. In the final validation process, one of the nine initial 

scales (community-driven supplies) re-emerged into two scales ‘community welfare-

driven supplies’ and ‘community philanthropy-driven supplies. They are included in the 

ten final validated scales of supplier social responsibility. This research establishes 

these ten measurements scales and introduces them to the literature to fill the gap in 

the measurement mechanism of supplier social responsibility, principally to advance 

research in this nascent area. Theoretical and practical implications of this research 

along with the limitations as well as future research directions of this topic are 

highlighted in the thesis. 
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Chapter 1 

Introduction 

1.0 Chapter overview 

Social responsibility issues are increasingly generating attention from academics and 

researchers. Responsibilities of various stakeholder groups have been addressed in 

the extant literature. These responsibilities are corporate social responsibility, 

consumer social responsibility, employee social responsibility and government social 

responsibility. However, suppliers who represent a critical stakeholder group of 

business due to its role in business, whose responsibility has not been explored to 

date in the literature, which has been further highlighted in the introduction section 

below.  Against this backdrop, this research addresses this relatively unexplored social 

responsibility arena. Thus, the focus of this research is to conceptualise and develop 

valid scales for assessing supplier social responsibility. 

This chapter begins with an introduction and background of the study (1.1), 

followed by a description of the significance of this research (1.2). This in turn is 

followed by justifying the rationale of the study (section 1.3). Then the research 

objectives and research questions are outlined in sections 1.4 and 1.5, respectively. 

Section 1.6 concludes the chapter with a summation of the themes covered here. 

 

1.1 Introduction & background to the study 

Responsibilities of the various stakeholder groups have attracted much attention 

from academics, researchers and practitioners worldwide. The responsibilities of several 

stakeholder groups have been researched and explained in the extant literature. These 

include: responsibility of businesses in general (Zenisek, 1979; Carroll, 1999; Friedman, 

1970; Panda et al., 2019), responsibility of business in developing countries (Jamali and 
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Mirshak, 2007; Panda et al., 2019), social responsibility of consumers (Quazi et al., 2016; 

Vitell, 2015), consumer reaction to CSR (Carvalho et al., 2010), employee social 

responsibility (Rupp et al., 2006; Mueller et al., 2012; Glavas, 2016; Wang et al., 2017; 

Youn et al., 2018), government social responsibility (Esa and Anum Mohd Ghazali, 2012; 

Gond et al., 2011; Hamann and Acutt, 2003), creditors’ social responsibility (Strine Jr, 

2001), logistic social responsibility (Carter, 2005; Carter; 2004, Carter and Jennings, 

2002b; Carter and Jennings, 2002a; Carter and Jennings, 2004), socially responsible 

supplier development  (Lu et al., 2012, Yawar and Kauppi, 2018), supply chain social 

sustainability (Mani, August 2016; Mani et al., 2018; Mani et al., 2016), and finally, supply 

chain social responsibility (Basta, 2019). However, hardly any research has been 

undertaken on supplier social responsibility.  

 

Suppliers are considered to be a critical stakeholder in the business system 

(Awasthi et al., 2018) in general and marketing system in particular. The strategic role 

of suppliers in how the marketing system functions is well documented (Müller, 2019; 

Demircioglu and Wang, 2013; Wieters and Ostrom, 1979; Möller and Törrönen, 2003). 

As an important part of the marketing system, suppliers’ activities directly influence 

product quality as well as firms’ performance (Rosenzweig et al., 2003; Shafer et al., 

2005; Möller and Törrönen, 2003; Tseng, 2014). Since suppliers have a critical stake 

in the marketing system, they have responsibilities like those of other stakeholders. If 

suppliers do so, corporations would feel comfortable to obtain supplies from the 

responsible suppliers. Corporates also recognize that their objectives cannot be met 

without identifying and ensuring specific responsibilities of suppliers. Through 

assuming social responsibility suppliers can contribute to efficiency and effectiveness 

of the marketing system. Corporations also want suppliers to behave responsible as 
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part of  their socially responsible supplier development (Lu et al., 2012, Yawar and 

Kauppi, 2018). However, suppliers and corporates are not well informed about the 

distinctive social responsibility of suppliers. For this reason, the current literature lacks 

research in this vital area of the business world. This gap in our knowledge prompts 

this research.     

 

By dint of their critical role of supplying the marketing system which is linked to 

the interests of the broader community in terms of receiving good quality goods and 

services from suppliers. This proposition is valid in that community and suppliers are 

integral parts of the social and economic system (Russo and Perrini, 2010; Freeman 

and Velamuri, 2006; Brown and Forster, 2013). It is important to note here that social 

responsibilities of each stakeholder are not similar. Therefore, as stated earlier prior 

research addressed the responsibilities of individual stakeholders separately from the 

CSR perspective. Early researchers measured the social responsibility of various 

stakeholders with reference to CSR, such as retailers’ social responsibility (Ailawadi 

et al., 2014; Bowd et al., 2006; Elg and Hultman, 2011; Makgopa, 2018; Martinuzzi et 

al., 2011; Poolthong and Mandhachitara, 2009), supply chain’s social responsibility 

(Ciliberti et al., 2008; Cruz and Wakolbinger, 2008; Feng et al., 2017; Fontana & Egels-

Zandén, 2018; Spence & Bourlakis, 2009), and social responsibility of suppliers 

(Baden et al., 2009; Homburg et al., 2013). Suppliers are also considered to be 

corporations and in this sense there is an indirect link between CSR and SSR.  

However, since suppliers are different types of business with a distinctive role in the 

marketing system, unique scales that measure SSR deserve attention and exploration 

for two reasons, which are explained in more detail below. 
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First, CSR is only one of the issues within the SR domain which has been 

highlighted in the literature but ignores the fact that other stakeholder groups have 

responsibilities that are also critical from the point of view of both businesses and the 

wider community. Since SSR and CSR are two different topics within the social 

responsibility realm, these two sets of responsibilities cannot be understood using the 

same criteria. More specifically, since the supply chain has a specific function in 

business, the social responsibility criteria of the entire supply chain would also differ 

from those of mainstream corporations (Pishvaee et al., 2012; Park-Poaps & Rees, 

2010; Wieland & Handfield, 2010; Sancha et al., 2016 ). Likewise, while the roles of 

the supplier in business are generally varied, their responsibility will differ from that of 

corporations. Second, every stakeholder has a distinct role in the business or an 

industry (Freudenreich et al., 2019) as well as in the community. For this reason, each 

stakeholder’s responsibility should be discussed separately and measured using 

distinctive scales. Researching supplier social responsibility (SSR) is critical given the 

strategic role of suppliers in marketing and the wider economic system in which 

industries operate.  Supplier social responsibility has multidimensional and distinctive 

facets, imparting unique benefits for suppliers, for businesses and for the wider 

community.  

In view of the above discussion, this research aims to conceptualise and 

develop scales for measuring supplier social responsibility. This research strives to 

achieve the above objectives by answering the following research questions: firstly, in 

what ways can SSR be identified and conceptualised? and secondly, how can the 

scale for measuring SSR be developed and validated?  

These questions will guide this analysis to conceptualise and measure scales of 

supplier social responsibility. These scales will provide an opportunity for suppliers to 
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understand their responsibilities better and help suppliers determine their level and 

extent of their obligations to customers. In addition, these scales will enrich the theory 

of social responsibility and open a new research domain within the social responsibility 

arena. In this way the development of a measurement scale of supplier social 

responsibility will make significant contributions to our knowledge.  

 

This research will use a mixed research paradigm in a sequential manner where 

quantitative research will predominate over the chosen qualitative techniques. To this 

end, this research initially conceptualises and defines SSR based on certain 

dimensions using published literature and observations of the researcher. The 

dimensions are then placed before focus group for discussions, the outcomes of which 

will serve to refine the dimensions and items representing the dimensions. The 

refinement process will also take into account the relevant literature and expert 

opinions. The refined items constituting the factors will then be further placed to the 

researchers and practitioners for face value determinations of the items. A set of 

dimensions and items representing the dimensions are then prepared for inclusion in 

the preliminary questionnaire. The questionnaire is pretested with a sample of 30 

representative respondents. The outcomes of the pilot survey are used to make 

amendments to the questionnaire constituting the final study instrument which are then 

used to research the garments sector of Bangladesh for empirical validation of the 

measurement scales. Bangladesh is the second-largest garments exporter in the 

world after China. Garment sector makes significant contributions to the economic 

growth that Bangladesh is currently experiencing. Therefore, this sector is considered 

as the critical context for this research. Therefore, this thesis focuses on this vital 

sector and its supply chain mechanism. Understanding of supplier social responsibility 
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in this sector would be instrumental in developing an effective and efficient supply-

based system in the country. To this end, this research is designed to develop and 

empirically validate the measurement scales for supplier social responsibility in the 

context of this critical sector.  

 In this research, CSR and stakeholder theories have been set as background 

theories because this research is not intended to extend any existing theories or 

developing any new theory rather this study opens up a new domain of research in the 

broader theoretical arena of CSR. Therefore, theories are not considered as a critical 

issue in this research. However, the stakeholder theory, cross-cultural CSR theory, 

Classical CSR theory, Pyramid CSR theory, and Triple bottom theory are utilized in 

this research to show the significance of this research as well as to identify the key 

concepts used in this study. 

 

1.2 Significance of the study 

This research has enormous significance nationally and internationally when 

taking marketing operations into account. Research into supplier social responsibility 

(SSR) has three distinctive significance. First, the study on supplier social 

responsibility contributes to advancement of our knowledge on social responsibility in 

general and SSR in particular. This study extended the concept of CSR in exploring 

and establishing the supplier social responsibility (SSR) as a unique concept. 

Specifically, this research opens a new sub-domain within the greater social 

responsibility arena in terms of conceptualising and developing measurement scales 

for SSR.  
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Second, exploring SSR will have national and international significance in terms 

of providing suppliers with a clear idea about their social responsibilities. Assuming 

these responsibilities will contribute to their economic and social performance through 

serving customers’ needs in a better way. Thus, responsible behaviour of suppliers 

will result in better business growth leading to better economic prosperity at the 

national and international levels. 

 

Third, exploring supplier social responsibility will have significance for 

marketing in terms of improving the value chain and its operations by identifying the 

social responsibility of suppliers which will make marketing system more efficient.  

Furthermore, this research will assist suppliers in using their responsibility programs 

to attract more customers through SSR as a differentiated strategy. Marketers will 

learn how to avoid further unnecessary hindrances on their operations through 

proactive action on SSR. Also, possible costs of litigation for irresponsible behaviour 

and improving customer satisfaction level in relation to suppliers can be minimised. 

Finally, the development and validation of the SSR scales will help suppliers build a 

standard code of self-regulatory conduct concerning the socially responsible behavior 

in their relevant industry. 

 

1.3 Rationale of the study 

The motivation for this study primarily stems from a lack of knowledge published 

in the specific area of SSR. As mentioned earlier, social responsibility research has 

focused on the various types of responsibilities such as corporate social 

responsibility(Zenisek, 1979; Carroll, 1999; Friedman, 1970; Panda et al., 

2019)(Jamali and Mirshak, 2007; Panda et al., 2019), consumer social responsibility 

(Quazi et al., 2016; Vitell, 2015), employee social responsibility (Rupp et al., 2006; 
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Mueller et al., 2012; Glavas, 2016; Wang et al., 2017; Youn et al., 2018),  logistic social 

responsibility (Carter, 2005; Carter; 2004, Carter and Jennings, 2002b; Carter and 

Jennings, 2002a; Carter and Jennings, 2004) , supply chain social sustainability (Mani, 

August 2016; Mani et al., 2018; Mani et al., 2016), socially responsible supplier 

development  (Lu et al., 2012, Yawar and Kauppi, 2018). However, not much research 

has been undertaken on supplier social responsibility. This discrepancy in the 

literature prompted the author to undertake an empirical research into the sub-domain 

of supplier social responsibility, especially with reference to develop and validate 

scales to measure supplier social responsibility. Figure 1.1 below demonstrates the 

flow of the social responsibility concept leading an investigation of suppler social 

responsibility. 

 

 

 

 

 

 

 

It is clear from Figure 1.1 that the social responsibility concept has travelled a 

long way from its inception to where it is currently at. Social responsibility has 

embraced several concepts, for example corporate social responsibility, consumer 

social responsibility, logistics social responsibility, supply chain social sustainability, 

and socially responsible sourcing (procurement from socially responsible suppliers). 

Yet social responsibility concept has not integrated or addressed supplier social 

Supply chain  

social 

sustainability 

Socially 

responsible 

Sourcing 

Purchasing 

Social 

responsibility 

Supplier Social 

Responsibility 

(SSR) 

Social 

Responsibility 
Corporate 

social 
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social 
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Customer 

social 
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 Future Trends Present and Past  

Figure 1.1: Evolution of Social Responsibility concepts prompting the 
SSR concept 



9 

 

responsibility, which is the subject of this thesis. Subsequently, the concept of supply 

chain social sustainability (SCSS), socially responsible sourcing (procuring supplies 

from socially responsible organisations), supply chain social responsibility as well as 

socially responsible supplier development (SRSD) have emerged as contemporary 

concepts in the realm of social responsibility research.  A  recent rsearch by Kraft et 

al., (2020) has found a relationship between supplier social responsibility and firms’ 

motivation for their social responsbility. Zhang et al., (2020) found that buyers intend to 

audit the supplier social reponsibility because their business is affected  by violation of  

social responsibility obligations by suppliers. Thus, disclosing and assuming 

responsibilities by suppliers are considered critical for sustaining their relationship with 

buyers. 

\  

1.4 Objectives of the study 

Ogbeiwi (2017) referred to a guideline for devloping a good research 

objectives based on SMART criterai: specific, measurable, achievable, relevant and 

timeworthy, for designing a good research objectives. Therefore, SMART criteria have 

been  followed in definiting the objective of the research.  

 

The broad objective of this study is to conceptualise, develop and validate 

scales to measure supplier social responsibility (SSR). The specific research 

objectives are: firstly, define and conceptualize SSR; secondly, develop a scale to 

measure supplier social responsibility (SSR); and thirdly, empirically validate the 

scales for SSR. 

These specific objectives are set in measurable and achivable terms reflecting 

the themes portrayed in Figure 1 above. These themes are the reflection of the 
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problems and issues driving this research which have been explored in section 1.3 

above. The research question of this study are then set aligining the research 

objectives established on the basis of the problem and issues identified in this thesis. 

 

1.5 Research questions 

In terms of the research questions developed for this study, the overarching 

question is stated here: How can the SSR scale be measured and validated? The 

specific questions are: (i) in what ways can SSR be identified and conceptualised? 

and (ii) how can the scale for measuring SSR be developed and validated?  

 

These research questions have driven the current study aimed at answering 

these questions and reflecting on the findings as well as interpretation of the findings 

in developing valid conclusion. 

 

1.6 Concluding remarks 

Previous research has assessed the facets of social responsibility of various 

stakeholder groups including corporate social responsibility, consumer social 

responsibility, employee responsibility, public sector social responsibility and 

accountability. However, supplier social responsibility and how it impacts on business 

performance, marketing and value chain efficiency has remained largely unexplored 

in the current literature. No prior study has yet conceptualised and identified the 

possible dimensions underlying supplier social responsibility or attempted to develop 

a measurement scales for supplier responsibility. Since measurement scales for 

supplier social responsibility would be strategically important for suppliers to 

understand the nature and extent of their responsibilities in order to inform themselves 

about the specific obligations, they must undertake and communicate issues to their 
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customers to remain competitive in the marketplace. Measurement of supplier social 

responsibilities and their validation will constitute a well-defined and structured charter 

of responsibilities that customers can use in evaluating suppliers in terms of their 

commitment to their obligations. Thus, this study will set the stage for advancing 

research in this relatively new area of business. 
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Chapter 2 

Literature Review and Theories  

2.0 Chapter outline  

This chapter reviews the literature on three important aspects of SSR: 

definitional, conceptual, dimensional and theoretical. Initially, the theories relating to 

supplier social responsibility are presented. Then, the dimensions of developing the 

scale of supplier social responsibility (SSR) are synthesised by studying the literature 

published on corporate social responsibility (CSR), global CSR, logistics social 

responsibility, supply chain social sustainability (SCSS), and socially responsible 

supplier development (SRSD). A definition of SSR is derived from the relevant 

literature and conceptualisation of the critical concepts concerning SSR. Finally, a list 

of possible dimensions of assessing social responsibility as well as potential scale 

items representing the dimensions of social responsibility are devised for further 

conceptualisation.  

The structure of this chapter is as follows: 

In section 2.1, issues relating to supplier social responsibility are summarised. 

In section 2.2, the concept of supplier social responsibility is defined based on a review 

of articles to establish a valid conception of SSR. Then, the theories that best deal with 

the concept of SSR are discussed in section 2.3. The dimensions of SSR are then 

synthesised based on a review of the literature in section 2.4. Finally, the implications 

of the broad and specific literature are stated in the conclusion, in section 2.5.  

2.1 Supplier social responsibility issues 
 

As indicated in Chapter 1, the topic of supplier social responsibility has very 

limited literature However, there are some studies that are broadly linked to social 
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responsibility which can assist to develop the SSR scales. This section has two 

specific purposes. First, it identifies the theories relating to supplier social responsibility 

and will provide theoretical support for researching “supplier social responsibility 

(SSR)”. Second, it locates the specific dimensions of supplier social responsibility 

which will contribute to our understanding of the scale items for measuring supplier 

social responsibility. The purpose of the literature review is to broaden our knowledge 

about SSR which will help further advance research on SSR. Although the two specific 

issues identified above are relevant for researching SSR, identification and discussion 

of the research methodology is critical (see Chapter 3). A summary of literature review 

is presented in the following table (Table 2.1), which have been synthesised and 

critically discussed in the relevant section of literature review. 

Coverage of 

literature 

Description References 

Theories as an 

indicator of SSR 

Identifying and discussing the 

theory of corporate social 

responsibility, stakeholder 

theory and institutional theories 

that recognise the necessity of 

SSR  

(Friedman, 1970; Elkington,1998; 

Carroll,1979; Jamali et al., 2016; Quazi 

& O’Brien, 2000; Mitchell et al., 1997; 

Donaldson & Preston, 1995; Wheeler & 

Sillanpaa, 1997; Halt, 2011; Gallucci & 

Perugini, 2003; Aguilera et al., 2007;  

DiMaggio & Powell, 1983; Scott, 2004)  

Dimensions of 

supplier social 

responsibility 

Previous literature indicating 

some factors that are 

inadequately discussed in the 

literature. 

(Mani, 2018; Carter, 2002, 2004; Zorzini, 

2015; Govindan et al., 2013; Chiou et al., 

2011; Park-Poaps et al., 2010; Rainy, 

2012; Öberseder et al., 2014) 

Scale 

development 

procedures 

Research concerning scale 

development and measurement 

(Mani, 2018; Chiou et al., 2011; Matthias 

Ehrgott et al., 2011; Churchills,1979; 

Rainy et al., 2012; Turker, 2008, 
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in the social responsibility 

domain. 

Öberseder et al., 2014; Quazi et al., 

2016, Hair et al., 2006; 2010; 2016; 

2019) 

Table 2.1 SSR issues and relevant studies 

2.2 Defining supplier social responsibility (SSR) 

Supplier social responsibility (SSR) is an emerging concept in the domain of 

social responsibility. Its meaning is defined by linking it to the concepts that are 

important to this field, i.e. corporate social responsibility (CSR), logistics social 

responsibility (LSR) or purchasing social responsibility (PSR), and supply chain social 

responsibility or sustainability (SCSR/SCSS). Corporate social responsibility has a 

long history and it incorporates many dimensions that affect what CSR means in 

practice. CSR is a misnomer in that fundamentally social responsibility is the root term 

and when it comes to responsibility of corporations, we refer to this as corporate social 

responsibility.  

 

CSR has been defined from several viewpoints. In conceptual terms, Brown 

(2013) in his book Social Responsibilities of the Businessman defined CSR as a “duty 

of businessmen to pursue their policies, to make their decisions, or to follow the lines 

of action that are desirable for the objectives and values of our society” (p. 6). From 

the dimensional perspective, Carrol (2016) defined CSR as a responsibility with four 

dimensions: economical, legal, ethical, and discretionary. From the perspective of 

impact, CSR is defined as business activities reaching beyond economical and legal 

attributes to include sustainable social and environmental imperatives (Ghadimi, 

Pezhman, Wang, Chao, Lim, & Ming, 2019). Based on the functional viewpoint, CSR 

is identified as a framework which defines various responsibilities of organisations in 
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terms of their power and social involvement (Turker, 2009). Using the holistic 

perspective, CSR is defined as an umbrella which describes the complex and 

multifaceted relationship between firms and society concerning economic, social, and 

environmental imperatives that businesses encounter daily (Jamali et al., 2015).   

 

The CSR concept is then extended to the realm of social responsibility, 

specifically to logistics and purchasing exercise (Carter, 2002; 2004; 2011). Carter 

(2002; 2004) pointed out that corporations cannot be socially responsible unless their 

purchasing and logistics functions are also socially responsible. Specifically, Carter 

(2002) defined logistics social responsibility (LSR) as those logistics functions of a 

corporation or company that address safety, diversity, ethics, philanthropy, production 

methods, purchase and maintenance of inventory. 

 

Subsequently, CSR research has expanded to include supply chain social 

responsibility (SCSR) and supply chain social sustainability (SCSS). In this regard, 

Tang (2018) has described SCSR as the responsibility of upstream supply chain 

partners for the betterment of society and for the environment. Conversely, Mani et al. 

(2018) defined supply chain social sustainability (SCSS) as an objective where the 

social responsibility of all functional units along the supply, for instance manufacturers, 

suppliers, and customers will influence the chain’s sustainability. These two concepts 

(SCSS and SCSR) signposted the importance of suppliers’ social responsibility (SSR). 

Since supply chain functions of firms would not be socially responsible unless 

suppliers behave in a socially responsible way, it can be assumed that suppliers will 

be regarded as socially responsible if they operate all their functions and practices in 

a proper manner.  
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A summary of the literature concerning the definition of SSR is presented in 

Table 2.2. According to the table, business pundits defined social responsibility as a 

managerial function of an organisation (Awaysheh & Klassen, 2010; Mani & 

Gunasekaran, 2018), incorporating some dimensions (Mani & Gunasekaran, 2018; 

Carter, 2002; 2004) linking them to benefit: firstly, the wider society (Awaysheh & 

Klassen, 2010; Tang, 2018; Zenko et al., 2013); secondly, the environment and the 

planet (Guo et al., 2015; Kraft et al., 2019; Tang., 2018); thirdly, people (Awaysheh 

& Klassen, 2010; Tang, 2018); and fourthly, businesses (Tang, 2018; Yawar & 

Kauppi, 2018; Zenko et al., 2013).  

 

Taking the extant literature and personal, professional and research experience 

of the author into consideration, for the purpose of this research supplier social 

responsibility (SSR) is defined as those activities and commitments of suppliers that 

are in line with the expectations of society and buyers in social, economic, legal, 

ethical, communicational, ecological and sustainable terms. These are reflected in 

the following diagram.  

 

 

 

  

 

 

Supplier social 

responsibility (SSR) 

Ethical Managerial Obligation 

Social Legal Ethical Ecological Professional 

Responsibility 

 

Specifically 

Planet People Society Business 

 

For ensuring the benefit of  

Figure 2.1: Conceptualisation of SSR 

Source: Developed for this study 
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 Author 

(Year) 

Context Definitional clues Important aspect  Findings Comments 

1. Awaysheh & 

Klassen 

(2010) 

Impact of supply 

chain structure 

on supplier 

social 

responsibility 

practices 

Supplier responsibility is 

basically a management 

function where business 

actions affect human and 

social wellbeing. 

> Management practice 

> firms’ actions on: 

> human and social 

well-being 

 

This research identified three factors of 

supply chain structure: transference, 

distance and dependency. It also 

identified four social responsibility 

practices of suppliers: human rights, 

labour practices, ethical code and 

social audit.  

Significance of SSR has been 

emphasised throughout the 

research. Also, some social 

responsibility practices are 

identified having relevance to 

the development of scale items 

for SSR. 

2. Guo et al. 

(2015) 

Responsible 

sourcing of 

supplies 

Suppliers’ social 

responsibility implies 

obtaining supplies from 

responsible sources. 

 Adherence to the 

social and 

environmental 

practices of suppliers’ 

supply.  

This study identified four sourcing 

strategies of buyers: low cost sourcing 

(sourcing from the risky supplier), dual 

sourcing, responsible niche sourcing 

(sourcing from a responsible supplier 

and selling only to socially conscious 

consumers), and responsible mass 

market sourcing (sourcing responsibly 

and selling to all consumers). 

This research emphasised the 

critical role of suppliers in 

designing a supply chain 

strategy.  

3. Tang (2018) Socially 

responsible 

supply chains in 

emerging 

markets 

Socially responsible supply 

chain creates social value 

for the wider society and 

business enterprises.   

 

Creates social value for 

society and enterprises. 

This study found if Tier 1 and Tier 2 

suppliers are concerned about social 

and sustainability issues, they are 

deemed to be socially responsible. 

 

This research is related to the 

current study. 
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4.   Mani & 

Gunasekaran 

(2018) 

Supply chain 

social 

sustainability 

Supply chain social 

sustainability (SCSS) is a 

management process 

where social issues   such 

as equity, health and 

safety, human rights, and 

philanthropy are 

incorporated into the 

supply chain 

administration.  

- Managerial process 

- Integration of equity, 

safety and health, 

product responsibility, 

human rights, and 

philanthropy 

This study found that adaptation of 

supply chain social sustainability 

results from customer, cultural, 

regulatory and external stakeholder 

pressure, which impact on a suppliers’ 

social performance and buyers’ social 

reputation.  

The issues identified in this 

research are relevant to the 

definition of SSR. 

 

5. Yawar & 

Kauppi 

(2018) 

Socially 

responsible 

suppliers’ 

development 

(SRSD)  

Socially responsible 

supplier development is a 

process for developing 

suppliers’ social and 

economic performance in 

order to improve 

organisational 

performance.  

- A process  

- Improving social and 

economic performance  

of an organisation.  

Findings reveal that firms are engaged 

in enhancing supplier social 

performance so that buyer-supplier 

relationship is also better.  

This research provides the 

background of supplier social 

responsibility using institutional 

theory to describe SRSD, 

which is instrumental in 

developing a definition of SSR.  

6. Yawar & 

Seuring 

(2018) 

The role of 

supplier 

development in 

managing social 

and societal 

issues in supply 

chains 

Suppliers improve their 

supplier social and 

economic capabilities 

through better relationships 

with buyers.  

-A practice of buying 

organisation 

- improvement of the 

supplier social and 

economic capabilities 

 

Buying firm should develop the 

technical, financial, and general 

assessment criteria to improve the 

social and economic performance of 

suppliers.  

This research identified the 

criteria that the buying firm 

considers for developing 

socially responsible suppliers. 

Those criteria are useful in 

identifying the dimensions of 

SSR.  



20 

 

7 

 

Kraft et al. 

(2019) 

Motivating 

supplier social 

responsibility 

under incomplete 

visibility 

Supplier development 

refers to improving the 

supplier’s ability to reduce 

costs of social 

responsibility. Supplier 

social responsibility is a 

function of improving a 

supply business’s social 

and environmental 

performance.  

Supplier development: 

> improving supplier 

capability 

> reduce costs of 

supplier social 

responsibility. 

Supplier social 

responsibility: 

> function of supplier 

> improve social and 

environmental 

performance. 

 

 

If a supplier conducts poor social 

responsibility, firms should invest in 

improving business and community 

relationships. If the supplier has a 

moderate amount of social 

responsibility, businesses should 

invest profits in disclosing supplier SR 

information. When suppliers are highly 

socially responsible, businesses could 

use this information to ensure the 

visibility of their supply chain visibility.    

To ensure supply chain 

visibility, supplier social 

responsibility is important. 

Thus, supply companies are 

investing in ensuring their 

socially responsible practices.  

8 Zenko, et al. 

(2013) 

Social 

responsibility 

Social responsibility means 

responsibility of an 

organisation that impact on 

decisions and society.  

> Responsibility of an 

organisation  

> Impact on decisions 

and society. 

This research drafts some 

measurement criteria of social 

responsibility. Also, significance of 

social responsibility is discussed 

herein.   

To develop the meaning of 

SSR and identify the criteria of 

social responsibility is an 

important research.  

9 Dankova et 

al. (2015) 

Corporate social 

responsibility  

Social responsibility of 

corporations is rooted in the 

relationship between 

business and society. 

 -Relationship between 

business and society. 

This research identified three criteria 

for CSR standards: sustainability 

standards based on political will; CSR 

management standards; and 

sustainability reporting standards 

based on professional judgement. 

The criteria for CSR standards 

identified in this research are 

useful for identifying SSR 

criteria.  
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10 Tang (2018) Socially 

responsible 

supply chain 

(SRSC) in 

emerging 

markets 

SRSC denotes 

responsibility of supply 

chain members to maintain 

the right balance amongst 

the three Ps (profit, planet 

and people). 

Balancing profit, planet 

and people.  

This research found that large firms 

should invest in assisting producers 

and distributors to improve their social 

responsibility in the supply chain.   

Since the concept supplier 

social responsibility (SSR) is 

linked with socially responsible 

supply chain (SRSC) and 

CSR, the findings of this 

research is instrumental in 

identifying the dimensions of 

SSR. 

11. Carter 

(2002;2004) 

Logistics social 

responsibility 

Logistics social 

responsibility (LSR) 

suggests that safety, 

diversity, ethics, and 

philanthropic issues are 

important considerations in 

purchasing and maintaining 

inventory. 

-Safety, diversity, 

ethics, and 

philanthropy are critical 

issues in logistic 

management. 

This study defined the dimensions of 

social responsibility in the logistics 

function of corporations. In particular, it 

identified safety, diversity, ethics, and 

philanthropy as critical dimensions of 

logistics social responsibility. 

This study is useful in 

identifying the research gaps 

as well as the underlying 

dimensions of supplier social 

responsibility. 

Table 2.2: A summary of literature concerning definitions and dimensions of SSR. 
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2.3 Background theories of supplier social responsibility 

Supplier social responsibility (SSR) is a novel theme within the context of social 

responsibility. As indicated earlier in Chapter 1, no single theory is directly related to SSR. 

However, there are some existing theories that inform us about SSR and to some extent 

do offer a background. These are CSR, stakeholder and institutional theories and they 

are explained in more detail below. 

 

2.3.1 The theory of corporate social responsibility  

A supplier as a business organisation has specific social responsibilities like those 

of larger corporations. Thus, theories on the domain of corporate social responsibility 

(CSR) have directly guided this research. Specifically, literature on CSR has identified 

four theories which reinforced the conceptualisation of SSR: Classical theory of Friedman 

(1970), Carroll’s pyramid theory (1979; 2016), Triple bottom-line theory of Elkington 

(1998), and Quazi and O’Brien’s (2000) cross-cultural theory of CSR. The logic for 

referring to these theories that can support supplier social responsibility (SSR) are 

delineated below. 

 

2.3.1.1 Classical theory of CSR 

In general, corporations are responsible and accountable to their internal 

stakeholders (employees, stakeholders and so on) and external stakeholders 

(suppliers, society, creditors, governments, etc.) and must reach beyond the 

needs of profit-making in the short-term. Friedman (1970) pioneered the 

development of the classical concept of CSR by arguing that the real social 
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responsibility of business is to increase profit through regulatory compliance and 

to advance the wealth of shareholders. This argument is rooted in the premise that 

business is basically an economic institution; hence its responsibility should be 

confined to supplying goods and services at a profit. Society will be better off if 

profit is maximised which will create employment opportunities and generate 

incomes for people and ensure maximisation of return on investment.  

 

Friedman’s classical arguments can be indirectly linked to SSR as suppliers 

are categorised as corporations and making profits is their most important goal. 

However, research shows that suppliers have other responsibilities. Jajja et al. 

(2016) contends there are four core responsibilities of suppliers, these being 

quality assurance, ensuring cost effectiveness, and flexibility in delivering goods 

and services to clients. These facts of a business have a direct effect on the quality, 

operational performance of the supply chain, in turn impacting on financial 

performance. It can be argued that suppliers have unique responsibilities because 

of their critical role in the marketing systems in terms of ensuring efficient and 

effective marketing operations that are properly carried out.  

 

2.3.1.2 Carroll’s theory of CSR (1979) 

Carroll (1979) argued that corporations have four sets of responsibilities 

which are cumulative in nature and all businesses are obliged to undertake them: 

(1) Economic responsibilities: Corporations must conduct economic 

responsibilities as their fundamental obligations to remain viable and profitable in 

the community. Undertaking other responsibilities rests on effective performance 
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of this responsibility. (2) Legal responsibilities: businesses must operate within the 

legal boundaries to make sure that they are doing their duties by obeying the rules 

and regulations that society wants them to comply with in order to remain viable in 

and acceptable. (3) Ethical responsibilities: corporations should operate their 

businesses within socially accepted ethical and moral boundaries because people 

expect businesses to do so even if ethical responsibility is not bound by law. (4) 

Discretionary responsibilities: These responsibilities refer to corporate giving which 

are altruistic and voluntary in nature. Although these responsibilities are not 

required by law, corporations should take on this activity as they have the 

resources to enact such humanitarian activities.  

 

2.3.1.3 Triple bottom-line theory (Elkington, 1998) 

Elkington (1998) argued that corporations are obliged to undertake three 

responsibilities, namely economic, social and environmental responsibilities. This 

theory goes beyond the Friedmanite view of the ‘business of business is business’ 

and includes broader duties. Elkington argues that purely focused economic 

responsibilities will not be enough for businesses to survive in today’s dynamic 

social landscape. Modern businesses need to address social and environmental 

issues along with their financial responsibility and business performance should 

be measured in terms of their commitment to financial, social and environmental 

arenas. The triple bottom-line theory is relevant to SSR in that as businesses, 

suppliers are under similar obligations to successfully and ethically operate in a 

new socio-economic and environmental context.  
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2.3.1.4 Cross-cultural theory of CSR   

The cross-cultural theory of Quazi and O’Brien (2000) has some relevance 

to SSR research. This theory posits that CSR is a universal concept and as 

such corporations have similar responsibilities irrespective of the differing 

environmental settings in which businesses operate. This theory contributed to 

expansion of the classical theory of CSR from its narrow profit focus to a wider 

horizon. The theory argues that companies are socio-economic institutions 

devoted to economic imperatives as well as social welfare, and there is no 

apparent conflict between profit-making and caring for the community, such as 

altruistic and environmental protection programs. Thus, this theory applies to the 

study of SSR as the literature suggests that suppliers have wider responsibilities 

to its clients as well as to the community at large. In particular, Quazi and O’Brien’s 

theory of CSR implies that suppliers are required to go beyond the single pursuit 

of profit-making, and function in a society where contributions to societal welfare 

are expected. 

 

The theories discussed above are relevant to researching supplier social 

responsibility especially in terms of development of measurement scales for SSR. 

Work of Friedman (1970), Carrol (1979), Elkington (1989) and Quazi and O’Brien 

(2000) helped develop an important basis for developing the measurement scales 

for corporate social responsibility. 
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2.3.2 Stakeholder theory  

Stakeholder theory is rooted in the premise that although stakeholders do not hold 

any formal stock in an organisation, they have important stakes in firms in that corporate 

actions may affect stakeholders’ interests, and in the same way stakeholder action can 

impact on business interests (Mitchell et al. 1997, Donaldson and Preston, 1995). Since 

suppliers are regarded as the primary stakeholders of an organisation (Wheeler and 

Sillanpaa, 1997), suppliers’ actions and practices can critically influence business’s 

operations. In this regard, Halt (2011) developed an integrated stakeholder theory, which 

emphasised that all stakeholders have distinctive interests and roles to play; and those 

roles should integrate to achieve larger objectives. Holt also referred to the social 

exchange theory developed by Gallucci and Perugini (2003) which posits that norms and 

values which may be similar among stakeholders lead to strong relationships between 

them. This strong relationship helps to build trust among the stakeholders resulting in the 

creation of value partnership. Aguilera et al. (2007) noted that similarity in ethical values 

builds stakeholders’ belongingness, which is an essential factor for successful business 

operations. Thus, socially responsible suppliers would be instrumental in building a 

common bond between buyers and suppliers, helping to improve business performance. 

According to the theory it is also argued that specific social responsibility knowledge that 

is understood by suppliers is critical for integrating the socially responsible behaviours of 

buyers and suppliers. Development of a valid scale for measuring supplier social 

responsibility (SSR) will thus help to develop a socially responsible behaviour among 

supplier which leads to integrate their performance with the buyer for achieving a broader 

common objective of them.  
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2.3.3 Institutional theory 

Institutional theory is a popular theory in social responsibility and supplier 

development domains which describes why each stakeholder of a business organisation 

should be involved in socially responsible activities. Institutional theory explains three 

causes of isomorphism (Coercive isomorphism, Mimetic isomorphism, and normative 

isomorphism), which explain the factors leading an organisation to adopt similar 

structures, strategies and processes. According to this theory, the first cause of 

Isomorphism is coercive isomorphism which puts pressure on businesses by key 

regulators or other powerful stakeholders such as international buyers to behave 

responsibly (DiMaggio and Powell, 1983). Corporation-level suppliers demand 

responsible behaviour from other suppliers so that they latter are socially responsible in 

their actions, policies, procedures, etc. Thus, the coercive component of institutional 

theory leads this research to develop the concept of supplier social responsibility and 

identify and validate the dimensions underlying social responsibility of suppliers. In 

addition, mimetic isomorphism refers to the pressure wielded by competitors and peers 

(Bose et al., 2018), and normative isomorphism refers to the pressure of social networks 

(Bose et al., 2018), also ensure the demand of socially responsible behaviour of suppliers, 

since suppler should ensure their social performance to compete with other supplier as 

well as to serve in the broader community according to their expectations. However, the 

key factor in conceptualising supplier social responsibility is coercive isomorphism 

because modern corporations are experiencing challenges posed by a changing ethical 

and social climate which puts extra pressure on business to behave responsibly (Rainy 

et al., 2016).    
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2.3.4 Concluding remarks on theories 

The theories outlined above are important to this study since they do to some 

extent refer to the underlying dimensions of supplier responsibility. Specifically, classical 

theory of CSR emphasises the need of suppliers to make profits for their survival as well. 

Carroll’s (1979) pyramid theory and Elkington’s (1998) triple-bottom line theory also 

provide bases for suppliers to argue that they should ensure social responsibility 

encompassing economic, legal, ethical, discretionary and environmental obligations. 

These bases are also relevant in determining the underlying dimensions of social 

responsibility of suppliers. Also, cross-cultural theory terms CSR as a universal issue and 

this has been explored in the Bangladesh and Australian contexts. These dimensions 

have some relevance to SSR which this research is aimed at identifying and validating. 

Stakeholder theory is linked to this research in that suppliers are stakeholders in how 

corporations’ function. Another important theory providing support is institutional theory. 

This theory referred to coercive isomorphism and is relevant because corporations’ call 

for suppliers to be socially responsible is rising. Therefore, suppliers are committing to 

developing socially responsible supply strategies as they are key stakeholder in 

marketing systems.   

 

2.4 Literature concerning possible factors of SSR 

This research broadly reviewed the scale development literature in social 

responsibility domain to identify the dimensions of supplier social responsibility. Evidence 

was found regarding twelve studies relating to scale development. This study also 

discovered other relevant analyses relating to supplier development, socially responsible 
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supplier, supply chain social sustainability, logistics social responsibility as well as socially 

responsible sourcing. The literature search revealed the following dimensions of supplier 

social responsibility, even if they are subject to further exploration, measurement and 

validation. It should be noted that the final dimensions will emerge after this preliminary 

scale are verified and validated through rigorous methods. The list of possible SSR 

factors are presented in Table 2.4. 

 

2.4.1 Supply of environmentally friendly products 

Supply companies consider the environmental consequences of their actions and 

especially in terms of cost reduction and product quality improvement (Wong, Shang & 

Leung, 2012). Previous research has also emphasised supply chain social sustainability 

linking it to environmental management (Mani et al., 2016). Socially responsible sourcing 

of supplies has also reported the environment is an important social issue (Henkle, 2005; 

Park & Lennon, 2006; Park & Stoel, 2005; Zorzini, Hendry, Huq & Stevenson, 2015). 

Furthermore, Lamming and Hampson (1996), Florida (1996), Geffen and Rothenberg 

(2000), and Hall (2000) specifically focused on the concept of collaborative waste 

reduction, environmental innovation, cost-effective environmental solutions, innovation in 

environmental technologies, and environmental management practices of the supply 

chain.  

 

Businesses are also increasingly concerned about the environmental 

consequences of their operations and to this end they also want to reduce production 

costs as well as to increase their product quality (Wong et al., 2012) and to these ends 

organisations are increasingly being engaged in enhancing environmental management 
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capabilities (EMC) of their supplies (Lee & Klassen, 2008). The present research also 

scans literature on green operations (GO) and green supply chain management (GSCM). 

Torres-Ruiz and Ravindran (2018) and de Oliveira et al. (2019) found that the majority of 

firms’ environmental negligence occurred due to their suppliers’ environmental 

irresponsibility. Failure of suppliers to provide eco-friendly products result in increasing 

operating costs, financial losses and long-standing damage to the reputation of their 

buyers (Catton, 2008). Thus, environment-friendly supplies constitute a critical dimension 

of SSR. Therefore, social responsibility issue of supply chain has generated so much 

discussion in the extant literature (Awaysheh & Klassen, 2010; Yawar & Seuring, 2017, 

2018). Furthermore, supply chain social sustainability (Mani, August 2016) integrating 

environmentalism constitutes a critical factor for assessing the social responsibility of 

supply chain.  

 

Since the supplier is a vital stakeholder in the supply chain domain, 

environmentally friendly product supplies emerge as a significant factor for determining 

suppliers’ social responsibility (Yawar & Seuring, 2018). This is why corporate social 

responsibility (CSR), logistics social responsibility (LSR), purchasing social responsibility 

(PSR) and socially responsible sourcing (SRS) concepts have integrated 

environmentalism as a significant aspect of social responsibility. Henceforth, 

environmentally friendly product supplies must play a part in supplier social responsibility. 

Research by Lamming and Hampson (1996), Florida (1996), Geffen and Rothenberg 

(2000), and Hall (2000) have supported the concept of collaborative waste reduction, 

environmental innovation, cost-effective environmental solutions, innovative 

environmental technologies, and better environment management practices. Also, as a 
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pioneer of the concept of LSR, Carter (2002) identified environmentally friendly products 

suggesting the focus should be on waste reduction, designing recycling/reusing of 

products. Since the concept of waste reduction, cost-effective environmental solutions, 

environmental innovation, and environmentally friendly decisions are the most commonly 

used measure of environmentalism, environmentally friendly product supplies constitute 

a critical dimension of SSR. 

 

Possible items resulting from the above literature review on supply of 

environmentally friendly products are as follows: 

 

1. Suppliers should supply those products or services which use 

recycled materials. 

2. Suppliers should supply those products or services which conserve 

water and energy. 

3. Suppliers should ensure that their products or services dispose of 

waste materials properly. 

4. Suppliers will make every effort to reduce the pollution caused by 

their operations. 

5. Suppliers should not supply those products which harms the natural 

environment. 

6. Suppliers should make decisions that consider environmental 

impacts. 

7. Suppliers should incorporate environmental concerns in their 

business operations. 

8. Suppliers should incorporate environmental performance objectives 

in their organisational plans. 

9. Suppliers should not supply those products/services which harm the 

environment. 

10.  Suppliers should supply ecologically friendly products. 
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2.4.2 Community-driven supplies  

Suppliers operate within the local community and contribute to its development 

(Yawar & Seuring, 2018; Rainy et al., 2012). Hence, community development constitutes 

a factor for assessing SSR. More specifically, since suppliers work in a local community, 

ensuring community development enhances the propensity of supplier’s business 

sustainability (Wagner et al., 2005; Thornton et al., 2013). Furthermore, community 

engagement contributes to improving the social performance of suppliers (Wagner et al., 

2005, Thornton et al., 2013). Carter (2002, 2004) has identified donating obsolete 

products to the community as a charity, which serves as an important socially responsible 

activity. Research has identified donations and charity as examples of socially 

responsible supplier development (Rainy et al., 2012). Other research into CSR 

(Mahoney & Thorne, 2005; Öberseder et al., 2014) identified community development as 

a critical factor affecting businesses’ social responsibility, where both community 

development and charity must be built on. Since community engagement or philanthropic 

activities are good examples of social responsibility, they can definitely be inferred as a 

critical aspect of suppliers’ social responsibility.  

 

To sum up, “community development” has been identified as an important 

dimension of CSR (Mahoney & Thorne, 2005; Öberseder et al., 2014) where creating 

jobs, investing in developing the economic status of communities, and local sourcing 

emerge as important indicators. Bonol (2005), Turker (2008), Lu et al. (2012), Berseder 

et al. (2013), and Carter (2002, 2004) found that suppliers have the responsibility to 

become involved in developing local communities such as generating employment and 
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making donations. The above literature suggests that suppliers are obliged to ensure that 

community development issues are integrated into their supply chain strategies. 

Responsibilities representing community development are as follows:  

1.Suppliers should ensure their social responsibility to the community. 

2.Suppliers should preserve and create jobs in the region in which they 

operate. 

3.Suppliers should source products and raw materials locally to ensure their 

social responsibility to the community. 

4.Respecting the regional values, customs, and culture is suppliers’ social 

responsibility. 

5.Suppliers should communicate openly and honestly with the local 

community. 

6.Suppliers should extend financial support for education and cultural 

activities that are important to the community. 

7.Suppliers should help to improve the quality of life in the communities. 

These items have emerged following the gap of knowledge in the relevant 

area. 

2.4.3 Sharing the right information with buyers 

Soh, Jayaraman, Yen, and Kiumarsi (2016) noted the role of suppliers in building 

buyer-supplier relationship in terms of sharing accurate information between them. Alsop 

(2002) conducted an extensive survey of customers and found that customers demanded 



34 

 

information about the specific social and environmental practices of businesses in order 

to make informed investment decisions. Elsewhere, Julia Wolf (2011) recommended that 

suppliers should provide information to the supply chain to ensure its operations remained 

sustainable. Other analyses have emphasised the need for communicating and sharing 

accurate information with clients (Maignan and Ferrell, 2001; Sethi, 1975; Longo et al., 

2005; Carter, 2002; and Rainy et al., 2012).  

The possible items emerging from the literature are as follows: 

1. Suppliers shall not provide false or misleading information to clients. 

2. Suppliers should provide full and accurate information to all customers. 

3. Suppliers should provide full and accurate information about its products 

or goods/services to its customers. 

4. Suppliers should ensure transparency in all communication with 

customers. 

5. Suppliers should share authentic information with clients. 

6. Suppliers should not provide any information to their buyers which is 

untrue. 

The above items stem from literature gap in this area. 

2.4.4 Health and safety issues for suppliers 

Suppliers must ensure they wield good influence in the quality of goods or services 

being produced (Tse, Y. K. et al., 2019). The primary requirement of ensuring product 

quality is to ensure safety and security of supplies. Businesses expect suppliers to 

maintain healthy and safe environments (Carter 2002, 2004). In other words, suppliers 
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would not be regarded as socially responsible unless their workplaces are safe and 

hygienic. Wanger et al. (2008) measured the irresponsible behaviour of firms where 

unhealthy and unsafe product supplies are identified as evidence of irresponsible 

behaviour of certain suppliers. Likewise, Govindan et al. (2013) measured the social 

criteria for developing sustainable suppliers in which employee benefits, health and 

safety, community benefit, and contractual stakeholder were incorporated in workplace 

practices. Since sustainability is an issue that complements social responsibility, health 

and safety issues should be treated as an important dimension for measuring social 

responsibility of suppliers. Recently, Mani et al., (2018) emphasised the importance of 

health and safety issues as critical factors for SSR. Zorzini et al., (2015) identified human 

rights and safety as a valid dimension of socially responsible sourcing of materials. Thus, 

health and safety can be considered as an important issue for the SSR dimension which 

is reflective of the gap in the literature. 

 

The following items for measuring health and safety issues are noted in terms of 

responsible practices for suppliers to carry out: 

1. Suppliers should provide health and safety-related information to clients.  

2. Suppliers should ensure a safe environment in the workplace.  

3. Suppliers should ensure a health and hygiene environment in their locations. 

4. Suppliers should source healthy products to all businesses and people. 

5. Suppliers need to deliver healthy and safer products to the buyers. 

6. Suppliers should not deliver any products or services that are unhealthy and 

unsafe. 
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2.4.5 Ethics oriented supplies  

Carroll’s (1979, 1991) and Elkington’s (1998) milestone research stated that ethics 

is one of the important constructs for measuring corporate social responsibility. Since 

suppliers are businesses, ethical issues are an essential part of their behaviour and 

actions. Corporate ethics and social responsibility are the central focal points in various 

studies on this topic (Hunt & Vitell, 1986; Vitell & Singhapakdi, 2001; Quazi et al., 1997, 

2000). Ethical issues have also emerged as an important consideration in sustainable 

relationships between suppliers and their buyers (Bendixen & Brat, 2007; Saini, 2010). 

The importance of ethical behaviour of suppliers has also been reported elsewhere (Lu, 

Lee, and Cheng, 2012). It is apparent from the above discussion that ethical issues 

constitute a critical dimension measuring supplier social responsibility. Possible items for 

measuring ethics-oriented suppliers based on the above literature scan are as follows:  

1. Suppliers should not be involved in any unethical activities. 

2. Suppliers must not provide any gift, meal or entertainment to any employee 

of a purchasing firm.  

3. Suppliers shall not provide false or misleading information to buyers. 

4. Suppliers should not compromise ethical standards under any 

circumstances. 

5. Suppliers should commit to well-defined ethical principles. 

6. Suppliers should know and respect the ethical standards of buying firms. 
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2.4.6 Legal compliance-based supplies  

The issue of complying with regulations in the supply chain has been noted in 

numerous studies with a greater emphasis on issues such as child labour, human rights, 

wages, employment conditions, etc. (Salmones et al., 2005; Maignan and Ferrell, 2001; 

Sethi, 1975; Turker, 2008; Singh and Bosque, 2008; Carter, 2002, 2004; Lu et al., 2012). 

Compliance with regulations in supplies has been emphasised in many specific areas. 

For example, Hitchcock (2012) emphasised the needs for compliance with regulations in 

terms of green supplies to customers. Businesses should comply with legal rules and 

regulations of the country in which they operate as well as with organisational legal norms. 

In social terms, business scholars argue that corporations can avoid imposition of further 

regulations through proactive engagement with the wider society (Maignan et al., 2011; 

Sethi, 1975). Firms are increasingly concerned about unethical and unlawful practices of 

suppliers which often result in payment of fines and deterioration of corporate reputation 

(Rainy et al., 2012). Literature on CSR, LSR and SRSD has identified some scale items 

that relate to measuring the legal compliance-based suppliers.  

The following items relating to legal compliance-based suppliers originate from 

literature: 

1. Suppliers should respect the law and norms defined in it.  

2. Suppliers should comply with legal rules and regulations. 

3. Suppliers should comply with child labour laws. 

4. Suppliers should not supply those products/ services that are 

prohibited by law. 
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5. Suppliers should follow all rules and regulations concerning supply 

functions. 

6. Suppliers are obliged to obey the regulations concerning supplies of 

good and services, etc. 

2.4.7 Sustainable supplies 

Turker (2009) identified sustainability or long-term orientation of corporations as 

an important aspect of assessing corporate social responsibility. This long-term 

perspective in the social responsibility domain has relevance to suppliers’ sustainability 

and their business strategies. Given that social responsibility and sustainability are two 

interlinked concepts; pundits consider sustainability as an outcome of social responsibility 

(Veldhuizen et al., 2015; Basta, 2019; Málovics et al., 2008), and Others consider 

sustainability as a self-evident facet of social responsibility (Montiel, 2008). In today’s 

world, sustainability implies integration of environmental and social issues into the 

overarching economic model and government policy (Ghadimi et al., 2019). Thus, 

conceptualisation of sustainability involves a careful assessment of social issues.  

 

 

Ciliberti et al. (2008) developed a framework for logistics social responsibility (LSR) 

by addressing various aspects of sustainable supply chain management. Rainy (2012) 

constructed a scale for assessing socially responsible supplier development (SRSD) in 

connection with sustainability and ethical perspectives. Since sustainability and social 

responsibility complement each other, sustainability is a significant factor constituting 

suppliers’ social responsibility. As well, sustainability has many benefits when it comes to 

SSR (Mani et al., 2016) ensuring ethical practices enable suppliers to improve their 
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practices and performance (Rainy, 2012). Anisul-Huq et al. (2014) suggested that buyers’ 

pressure on suppliers to act responsibly is a critical part of supply chain social 

sustainability. Thus, sustainable suppliers are those who function with social 

responsibility.  

 

Below is a list of the possible items for measuring sustainable suppliers as 

revealed above: 

1. Suppliers should participate in activities that aim to protect and improve 

the quality of the environment and future generations. 

2. Suppliers should invest in programs that create a better life for future 

generations. 

3. Suppliers should target sustainable growth, which considers future 

generations.  

4. Suppliers’ decisions must be directed to ensure social sustainability. 

5. Suppliers should ensure sustainable growth and long-term success. 

6. Suppliers should aim to plan for long-term goals. 

2.4.8 Buyer social demand-based supplies 

Rainy et al. (2012) noted that since buyer and supplier have higher 

interdependence in the value chain, one party could not achieve its social and ethical 

objectives without the other. Supplies are no longer considered as a one-sided matter 

because buyers are increasingly asking suppliers to behave responsibly and on buyers’ 

terms. This shift in the buyer-supplier relationship paradigm leads to a new reality in the 

social responsibility domain of suppliers. Furthermore, increasing competition in the 
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supplier market has led to the development of a buyers’ paradise in supply chain 

management practices. Diversely, Rainy et al. (2012) developed a model of socially 

responsible supplier development in which they identified socially responsible information 

sharing has a positive effect on developing socially viable suppliers. Knowing about the 

social practices of a buying firm is essential for ensuring suppliers’ social responsibility. 

Furthermore, Awaysheh and Klassen (2010) emphasised the need for a social audit to 

ensure suppliers’ socially responsible practices are real. In a social audit, the key factor 

is to identify how much a supplier is aware of the social expectations of buyers. For this 

reason, social demand-based suppliers are an important factor of measuring suppliers’ 

social responsibility.   

 

The possible measurement items for social demand-based suppliers emerging 

from the foregoing literature scan are documented here:  

1. Suppliers should ensure product quality and timely delivery of supplies as 

required by buyers.  

2. Suppliers should be aware of social responsibility concerns of their 

buyers. 

3. Suppliers should clearly and accurately know about the requirements of 

buyers. 

4. Suppliers should adhere to buyers’ social expectations. 

In addition to the specific set of items measuring each of the above dimensions, 

more literature researching, and the author’s personal experience resulted in a 
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comprehensive list of items that refer to the dimensions of supplier social responsibility 

(SSR). The outcomes are presented in Table 2.3 below. 
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Dimensions Items representing the dimensions References Key findings 

Environmentally 
friendly product 
suppliers 
 

1. Suppliers should deliver products/services that are 
good for the environment. 

Wagner et al. (2008); 
Rainy et al. (2012) 

The major findings 
emphasized the need for 
incorporation of 
environmental issues in 
supplies. The findings 
specifically cover such 
issues as not supplying 
environmental harmful 
product and services, 
supplying products that are 
not harmful for environment. 

2. Suppliers should describe themselves as 
environmentally responsible suppliers.  

Rainy et al. (2012) 

3. Suppliers should try to protect the environment at any 
cost. 

Mohr and Webb 
(2005); Carter (2002); 
Öberseder et al. 
(2014) 

4. Suppliers should not supply those products/services 
which harm the environment.  

Wagner et al. (2008) 

5. Suppliers should supply environmentally friendly 
products. 

Wagner et al. (2008); 
Rainy et al. (2012) 

6. Suppliers should incorporate environment concerns 
into their business operations. 

Rainy X.A. Lu et al. 
(2012) 

7. Suppliers’ decisions should take environmental 
impacts into account. 

Öberseder et al. 
(2014); Rainy X.A. Lu 
et al. (2012); Turkey 
(2009) 

8. Suppliers should minimise the environmental impact 
on their supply operations 

Rainy X.A. Lu et al. 
(2012); Mohr and 
Webb (2005) 

Community-
driven suppliers 

1. Suppliers should supply those products/services that 
benefit the community. 

Mariolina Longo, 
Matteo Mura, 
Alessandra Bonol 
(2005) 

Findings referred to ensuring 
community benefit, 
supporting community 
welfare programs, 
incorporating community 
interest in supplies, ensuring 
quality of life in the 
communities along with 

2. Suppliers should support welfare programs in the 
community 

Rainy X.A. Lu et al. 

(2012); Carter (2002, 

2004) 
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Dimensions Items representing the dimensions References Key findings 

3. Ensuring the benefit of community is suppliers’ social 
obligation 

Mariolina Longo, 
Matteo Mura, 
Alessandra Bonol 
(2005); Öberseder et 
al. (2014); Rainy et al. 
(2012) 

preserving jobs for the 
community and donating to 
community organizations 
and ensuring community-
driven supplies overall. 

4. Suppliers should help to improve the quality of life in 
the communities. 

Rainy et al. (2012) 

5. Suppliers should incorporate the interests of the 
communities in their supply strategies. 

Öberseder et al. 
(2014); Rainy et al. 
(2012) 

6. Suppliers should keep in mind the community 
development issuess when making supply. 

Öberseder et al. 
(2014); Rainy et al. 
(2012) 

7. Supplier should preserve jobs in the region in which 
they operate to ensure their social responsibility. 

 

8. Suppliers should donate to community organizations 
as their social obligation. 

Carter (2002; 2004); 

Mariolina Longo, 

Matteo Mura, 

Alessandra Bonol 

(2005) 

9. Suppliers should donate excess or obsolete inventory 
to charity 

Mariolina Longo, 
Matteo Mura, 
Alessandra Bonol 
(2005) 

Disseminating 
correct 
information to 
buyers 

1. Sharing accurate information to buyers is suppliers’ 
obligation.  

Maignan and Ferrell 
(2001); Sethi (1975) 

Findings emphasised the 
need for sharing full, 
accurate and correct 
information to the buyer as 

2. Suppliers should disclose correct product information 
to buyers.  

Turker (2008) 
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Dimensions Items representing the dimensions References Key findings 

3. Suppliers should provide full and accurate information 
to all customers. 

Maignan and Ferrell 
(2001); Sethi (1975); 
Turker (2008) 

well as maintaining 
transparency of information 
as important items 
constituting the factor of 
disseminating correct 
information to the buyer.   

4. Suppliers should ensure the transparency of 
information they provide to their customers 

Mariolina Longo, 
Matteo Mura, 
Alessandra Bonol 
(2005) 

5. Suppliers should not provide any information to their 
buyers which is untrue. 

3M science 

6. Suppliers should take caution in providing accurate 
information to clients.  

Maignan and Ferrell 
(2001); Sethi (1975) 

Supply of safe 
products/ 
services 

1. Suppliers will not supply any products or services that 
are harmful for general people.  

Wagner et al. (2008) Findings referred to ensuring 
supply of non-harmful 
products to buyers. Taking 
safety issues in supplying 
seriously. 

2. Suppliers should avoid delivering harmful products. Carter (2002, 2004) 

3. Suppliers should supply any products or services that 
are not safe.  

Carter (2002, 2004) 

4. Suppliers should ensure that products or services they 
supply are safe. 

Carter (2002, 2004) 

5. Suppler should take safety issues seriously in 
supplying goods and services to customers.     

Venkatesh Mani et al. 
(2018); Carter 
2002;2004; 3M 
sciences; CIPS  

Supply of 
heathy products 

1. Suppliers should source healthy products for supplies. Wagner et al. (2008) Findings emphasised the 
need for sourcing and 
delivering healthy products 
and avoid serving unhealthy 
products to buyers. 

2. Suppliers need to deliver healthy products to the 
buyers. 

Wagner et al. (2008) 

3. Supplying healthy products is suppliers’ social 
obligation.  

Wagner et al. (2008) 

4. Suppliers should not deliver any product or services 
that are unhealthy. 

Wagner et al. (2008) 
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Dimensions Items representing the dimensions References Key findings 

5. Suppliers should make sure that the products they 
deliver are healthy.  

Wagner et al. (2008) 

Ethics oriented 
supplies 

1. Suppliers should follow an ethical code while 
supplying. 

Maignan (2001); 
Salmones et al. 
(2005) 

Findings suggested the 
importance of maintaining 
ethical standards in 
supplying products and 
avoiding unethical activities 
in supplying good and 
services..    

2. Suppliers should not supply any products that are 
unethical. 

 

3. Suppliers should maintain the ethical standards in 
supplying products to customers. 

Maignan (2001); 
Salmones et al. 
(2005) 

4. Suppliers should ensure that they supply those 
products that are demanded by buyers on ethical 
considerations.  

Maignan (2001); 
Salmones et al. (2005 

5. Suppliers should be obliged to supply ethical-based 
products to their customers. 

Maignan (2001); 
Salmones et al. (2005 

6. Ethical supply should be the social obligation of 
suppliers 

Rainy et al. (2012) 

Legal 
compliance-
based suppliers 

1. Suppliers should follow the legal requirements in 
supplies.  

Maignan & Ferrell 
(2001); Sethi (1975) 

Findings put emphasis on 
knowing, following and 
maintaining the legal rules 
and regulation of supplying. 

2. Suppliers should not supply those products/ services 
that are prohibited by law. 

Rainy et al. (2012) 

3. Supply should follow all rules and regulation 
concerning supply. 

Turker (2008) 

4. Following the rules and regulation of supplies should 
be the suppliers’ social obligation 

Salmones et al. 
(2005); Singh and 
Bosque (2008) 

5. Knowing the legal requirements of supplying is 
suppliers’ social responsibility. 

Maignan and Ferrell 
(2001); Sethi (1975); 
Turker (2008) 

6. Suppliers should not break the rules and regulation 
relating with supplies.   
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Dimensions Items representing the dimensions References Key findings 

Sustainable 
suppliers 

1. Suppliers need to supply those products or 
goods/services that have long-term benefits. 

Arli and Lasmono 
(2010) 

Findings pointed to ensuring 
implementation of 
sustainable policy in 
supplies. 

2. Suppliers should not do those activities that will not 
sustain in the long run. 

 

3. Suppliers need to ensure the sustainable products in 
their supplies.  

 

4. Suppliers should ensure that their policies relating to 
supply will sustain in the long run.  

Öberseder et al. 
(2014) 

5. Sustainable supplies are a social obligation of 
suppliers. 

 

6. The process of supplying should be sustainable. Quazi et al,. (2016) 

Buyer social 
demand-based 
supplies 

1. Supplying products based on customers’ social 

demands is the social obligation of suppliers. 

Awaysheh & Klassen 
(2010) 

Findings refereed to 
Identifying buyers’ social 
demand and direct supplies 
to that end.   

2. Suppliers should know the social needs of buyers 

before supplying goods/services. 

Rainy et al.,  (2012) 

3. Identifying buyers’ demands is suppliers’ social 
obligation. 

Mani et al., (2016) 

4.Suppliers should not supply those products that are not 
consistent with buyer’s social demand. 

Amrou Awaysheh, 
Robert D. Klassen 
(2010) 

5. Knowing the social demand of buyers is suppliers’ 
social responsibility. 

Amrou Awaysheh, 
Robert D. Klassen 
(2010) 

                                                    Table 2.3 Initial dimensions of suppliers social responsibility  

The above variables used in this research are developed through rigorous literature review which are then verified 

through focus group interview and expert opinion. Therefore, these variables are deemed conceptualised in Bangladesh 
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context. It is to be noted that the variables are also tested through data collected from respondents operating their 

businesses in Bangladesh. 
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2.5 Some reflections on Bangladesh: The focus of the study 

This scope and boundaries of this research are reflected in the broader focus of the 

study delineated below: 

 

Bangladesh is a small country with 160 million people and is situated in the South 

East Asian region. Since independence in 1971, Bangladesh has faced many challenges 

including political instability and environmental disasters. Despite these challenges, 

Bangladesh has undergone tremendous economic growth in recent years. Its annual 

growth rate is around 7% per annum (https://tradingeconomics.com/ Bangladesh/gdp-

growth). According the World Bank, Bangladesh has succeeded in reducing its poverty 

level from 44.2% in 1991 to 14.8% in 2016/17. Bangladesh experienced significant 

increase in its people’s life expectancy, literacy rates and per capita food production. In 

2015 Bangladesh was ranked as a lower middle-income country, but it has now 

successfully met the three criteria for transition from the UN’s Least Developed Countries 

(LDC) list which will be effective from 2024. (https://www.worldbank.org/en/ 

country/bangladesh/overview).  

In line with its economic growth, Bangladesh industry has made great strides in 

recent times.  The garments sector which is the focus of this research is not an exception 

to its national growth trend. Current foreign exchange reserves in Bangladesh stand at 

US$20334.31 million (https://tradingeconomics.com/bangladesh/foreign-exchange-

reserves). Garments constitute the largest industry in Bangladesh and is the world’s 

second largest readymade garment (RMG) exporter, just behind China (Bala et al., 2019). 

Garment manufacturing companies have both domestic and international (export) 

https://www.worldbank.org/en/%20country/bangladesh/overview
https://www.worldbank.org/en/%20country/bangladesh/overview
https://tradingeconomics.com/bangladesh/foreign-exchange-reserves
https://tradingeconomics.com/bangladesh/foreign-exchange-reserves
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operations, so these manufacturers are the nation’s largest supply firms. Furthermore, 

the sector has emerged as the highest export earner for Bangladesh with earnings of 

US$34,257.18 million (Bala et al., 2019, Hossain and Roy, 2016) constituting 80% of total 

national exports earnings (Alamgir and Banerjee, 2019; Mowla, 2019). The sector 

currently employs over 4 million people (Bala et al., 2019). It is an industry that has 

witnessed rising labour unrest due to lack of fair wages, inadequate employees’ health 

and safety provisions in the workplace, and their rights and privileges are being 

threatened. The sector is now under increasing scrutiny from home and abroad especially 

since the Rana Plaza tragedy in 2013, resulting in the death of 1,125 workers because of 

lack of adequate infrastructure, safety and security measures.  

This state of affairs reinforces the need for socially responsible behaviour in the 

supply chain of garment manufacturers in Bangladesh. Research has shown a lack of 

corporate accountability and abuse of human rights on the part of garment employers in 

terms of poor working environments and inadequate safety and security measures 

(Siddiqui & Uddin, 2016). Pressures are mounting from foreign buyers and international 

agencies on the Bangladesh government as well as on the garment industry for greater 

commitment to socially responsible initiatives to secure life and safety of their workers 

(Siddiqui & Uddin, 2016; Jacobs & Singhal, 2017).  Recent initiatives include changes to 

the Labour Law requiring all employers to pay adequate wages to employees in case of 

any accident occurring (https://www.ilo.org/global/topics/geip/WCMS_614394/lang-en/ 

index.htm). In this vein, the current study aims to identify the underlying dimensions of 

supplier social responsibility, in order to establish and validate scales measuring supplier 

social responsibility.  

https://www.ilo.org/global/topics/geip/WCMS_614394/lang-en/%20index.htm
https://www.ilo.org/global/topics/geip/WCMS_614394/lang-en/%20index.htm
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To sum up, the boundaries of this research constitute the supply chain of 

Bangladesh Garment sector and its participating organisations. These organisations, as 

mentioned in the introduction section form the basis of this study from which the samples 

are drawn, and data are collected and analysed.  

2.6 Conclusion 

This chapter explained what SSR means, theories best relating to SSR, and its 

relevant dimensions. A rigorous investigation was undertaken to describe SSR thoroughly 

and its dimensions. SSR is defined as a managerial and ethical obligation of suppliers 

which ensures that the planet, people, society as well as business all benefit. Eight 

concepts of assessing the SSR were developed and now the focus in the next chapter is 

to explain the research methodology. 
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Chapter 3 

Research Methodology 

3.0 Chapter outline 

This chapter discusses the underlying research methods and research framework. 

Following the research objectives and research questions, this study adopts a mixed 

research paradigm where both qualitative and quantitative techniques are implemented. 

This chapter includes a detailed description regarding the research philosophy, research 

framework, scaling techniques, sampling technique, questionnaire development, data 

collecting data entry and data screening procedures.  In section 3.1, a general description 

of the research methodology is provided, followed by section 3.2 where the methodology 

of the research design and method are explained. In section 3.3 the research framework 

and scale development procedures are set out. In section 3.4, qualitative research 

techniques are discussed while in section 3.5, the research questionnaire design process 

is explained. In section 3.6, target population and samping technique are covered, while 

in section 3.7, the quantiative research method is presented. Section 3.8 finishes this 

chapter.  

3.1 Introduction to research methodology 

 

Methodology is an aspect of a research philosophical guidline and it helps to 

develop a framework within logical arguments (Chilisa and Kawulich, 2012). 

Epistomology of methodology expain the different tools of conducting a research study 

with logical explainations and relevant tools. This research develops a measurment scale 

for supplier social responsibility and uses different methods supporting the pardiagamatic 
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position in line with the research objectives set for this thesis. Covered here are the 

epistemology for developing a scale which guides this research and the actual tools 

employed to measure the data. The methodological discussion is presented in eight sub-

sections. The first sub-section focuses on the philosophical aspects of the research 

deleneating its paradiagametic position (section 3.2). Then the specific method to be used 

is identified and justified as the epistemological framework in section 3.3. Finally, this 

research sequentially expalins the data collection approach, questionniare design, 

sample selection and data analysis process (sections 3.4 to 3.8).  

3.2 Research philosophy 

This study uses a mixed methodology research paradigm which is sequential in 

nature and relects the positivist (quantitative) research paradigm. Johnson and 

Onwuegbuzie (2004) developed a mixed research paradigm which is adopted in this 

research to identify the method and sequence of the research undertaken. Johnson’s 

paradigm can be seen in the follwing figure. Although the objective of the study is to 

develop a scale for supplier social responsibility (SSR) as required by quantitative 

research, a qualitative aspect to this study helps to identify the initial dimensions of scale 

items for measuring suppliers’ social responsibility.  
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Regarding the qualitative research strategy, this study utilised constructionism 

philosophy which is inductive in nature (Antwi and Hamza, 2015) to identify the 

dimensions of supplier social responsibility. To construct the dimensions and items of the 

scale, this research undertakes a qualitative study involving a literature review, focus 

group interview and expert interview. In social constructionism, researchers identify the 

realism of the construct in its natural environment. To construct the scale items, a rigorous 

qualitative analysis is reveals the dimensions of supplier social responsibility. These 

dimensions are then measured and validated through a quantitative research technique. 

A structured questionnaire is designed on the basis of qualitative findings. The 

questionnare is pretested and the outcomes of pretest are utilised in updating the scales 

which are  then finalised and included in the final questionnaire. This questionnaire is 

used to collect data  from garment manufacturers in Bangladesh. Standard procedures 

reported in the scale development  literature are utilised to develop the SSR scales. 

 

 

 

Source : Johnson and Onwuegbuzie (2004) 



54 

 

3.3 Epistemological framework for developing the scale of supplier 
social responsibility 

Developing a scale is a systematic and methodologically rigorous process where 

an extensive research methodology that combines qualitative and quantitative 

procedures is used to construct dimensions for a particular domain. The procedure 

developed by Quazi et al. (2016) in relation to consumer social responsibility scales is 

followed in identifying, measuring and validating SSR scales. It should be noted that 

Quazi et al. (2016) developed their procedures based on the work undertaken by others 

(Rosen et al., 2013, Nejati and Nejati, 2013, Linderbaum and Levy, 2010, Ashill and 

Jobber, 2010) both in general and specific terms. The phases of the process are reported 

in section 3.8. Based on the standard scale development procedures discussed earlier, 

the research comprises the following steps: 
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3.4 Qualitative phase  

Qualitative research is designed to investigate in-depth subject areas that are 

broad and complex (Öberseder et al., 2014). Since the scale items representing the 

dimensions of SSR are unknown in this research, an initial qualitative research strategy 

helps with the analysis. Previous scale development studies (Luo, 2018; Anderson, 2018; 

Alvarado-Herrera et al., 2017; Sudbury-Riley and Kohlbacher, 2016; Quazi et al., 2016, 

Vitell, 2015; Öberseder et al., 2014; Dincer and Dincer, 2012; Turker, 2009; Du et al., 

2007; Lu et al., 2012; Mani et al., 2016; Churchill Jr, 1979) noted that scale development 

research should begin with qualitative analysis. The qualitative research strategy 

undertaken in this study is explained in more detail below. 

3.4.1 Literature review 

Table 2.3 in the previous chapter (possible dimensions of the SSR scale) lists a 

summary of the literature associated with identifying possible SSR dimensions. These 

analyses have been utilised to refine each dimension and possible items describing those 

relevant dimensions. A list of possible items for all dimensions has been developed based 

on the literature review, personal observations and the researcher’s personal experience. 

These items along with the dimensions then become the subject of a focus group 

discussion.  

3.4.2 Focus group interview 

Focus group interview is considered a rigorous procedure for identifying the scale 

items for measuring an issue (Churchill Jr, 1979).  In particular, when the scale items are 

unknown for a large population, the focus group emerges as an appropriate mechanism 
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to explore and identify the underlying dimensions of a phenomenon (Fuller et al., 1993; 

Desvousges and Frey, 1989). In this research two focus groups each with eight members 

are interviewed (see Fuller et al., 1993). The possible items comprising each dimension 

will be presented before the focus groups for discussion. Following the outcomes of the 

focus group the items and dimensions are refined in terms of wording and sentence 

construction. The researcher personally moderated the focus group discussions. 

Membership of the focus group is restricted to manufacturers in the Bangladesh garment 

industry. The reasons for choosing suppliers from this industry are noted in the sample 

design section. The sample for the focus group interview has been selected by using 

purposive sampling techniques. From the listed population, several companies are 

contacted for participation focus group discussions. Companies assigned individuals 

responsible for supply related responsibilities to act as members of the focus groups. In 

this way, two focus groups are formed for interviews. The items and dimensions of SSR 

emerging from the literature review are presented to the focus group discussions for 

obtaining their views on the items as well on the dimension. A rough questionnaire was 

designed incorporating focus group outcomes for further refinement of the items and 

dimensions.    

3.4.3 Expert survey 

The refined scales and items resulting from the focus group discussion were tested 

and refined through HDR candidates and an expert panel consisting of five academic 

researchers and five practitioners working in the area of social responsibility using 

purposive sampling technique. Initially, a group of five HDR students undertaking 

research in the marketing/management area were given a draft questionnaire consisting 
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of the dimensions and items emerging from the focus groups. The constructive feedback 

received from the HDR panel in terms of assessing the individual items of each dimension 

have garnered initial face validity. Then, the initial items gaining face validity are 

distributed to five academics and five practitioners for second round face validity of the 

scale items.  

3.4.5 Finalising the scale 

After confirming the face validity of the items through the above procedures, a 

questionnaire consisting of the dimensions and items is developed for the purpose of pilot 

testing. 

3.5 Designing final questionnaire  

On the basis of the outcomes of pilot testing, a final questionnaire is developed 

confirming the dimensions and items representing those dimensions. The self-

administered questionnaire comprises three sections. The first section consists of SSR 

dimensions. Respondents assess the SSR dimensions on a five-point Likert scale 

representing 1 ‘strongly disagree’ and 5 ‘strongly agree’. The second section refers to 

personal and demographical information of all respondents (age, education level, level of 

employment, income, gender and occupation). The third section will be concerned with 

the company information in terms of size (number of employees), level of operations 

(domestic/international), and type of operation.  
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3.6  Sample design 

The population of this study constitutes 4,721 members of the Garment 

Manufacturers and Exporters Association of Bangladesh. This is the only exhaustive list 

of garment manufacturers available in Bangladesh. This is the largest industry in 

Bangladesh and it is the most export oriented. Bangladesh is the world’s second largest 

Readymade Garment (RMG) exporter, second behind China (Bala et al., 2019). Garment 

manufacturing companies are devoted to supply goods domenstically and internationally. 

In this sense, garment manufacturers can be catagorised as the largest supplying 

organisations in Bangladesh. Furthermore, the garments sector is the highest export 

earner of Bangladesh since it earns at least 80% of total exports (Alamgir and Banerjee, 

2019). Total earnings amounted to US$34,257.18 (Bala et al., 2019; Hossain and Roy, 

2016) and this sector provides employment to millions of people (Mowla, 2019) who are 

mostly female (Nasrin et al., 2019).  Bangladesh is one of the few countries  in the world 

with a annual growth rate of over 7% per year (https://tradingeconomics.com/bangladesh 

/gdp-growth). This is why this study uses a Bangladesh sample.  Given the sensitivity of 

the topic of this research, 10% of the sample is drawn from the population of 4,721 by 

using Random Sample Table  The 10% level is based on previous research in the similar 

area (Lu et al., 2012; Turker, 2009; Mani et al., 2016). Questionnaires were then lodged 

with 472 suppliers constituting 10% of 4721 population.  A total of 240 questionnaires 

were returned .After reviewing all 240 questionniares 220 were deemed usable for 

analysis.  

 

 

https://tradingeconomics.com/bangladesh
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3.7 Quantitative phase  

The quantitative phase will comprise two distinct activities which are explained with 

more precision below.  

3.7.1 Pilot testing of the questionnaire  

The questionnaire is pilot tested using 30 suppliers drawn from the list of garment 

manufacturers on a convenience basis. The data arising out of the pilot test are entered 

the SPSS software for assessing the exploratory factor analysis, inter-item reliability and 

normality of the data. To test the normativity of the data set, value of central tendencies 

(e.g. mean, median, mode, skewness, kurtosis, and normal distribution curve) has been 

investigated for measuring the quality of data at this pilot stage. Then, exploratory factor 

analysis was carried out. In this process, the formation of factors is assessed in terms of 

the items comprising each factor. The factor loading of those items representing every 

dimension are checked by assessing the Eigen value, the percentage of the total variance 

explained, KMO value, P value and the rotated value of each factor. Based on these 

measurement criteria, the items below cut off point of factor loading value (0.50) are 

removed from the scale item list to enhance the value of sampling adequacy and 

Cronbach’s alpha scores. Finally, a list of dimensions and scale items is developed based 

on the factor analysis which is reliable and explainable.   

3.7.2 Final qualitative analysis 

The final questionnaire has been administered to the target sample. The 

responses are entered into SPSS and are then transferred into AMOS software. The 

quantitative steps are explained in more detail below. 
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3.7.2.1 Exploratory factor analysis (EFA) 

EFA is undertaken to identify the dimensions of the data set. To this end, 

the results of the factor analysis are assesed in terms of factor loading of individual 

items representing a particular dimension. The Eigen value of each factor and the 

total variance of each factor are considered for analysis. The cross-loading and 

double loading of the items are removed. This removal process continues until 

cross-loading and double loading items are fixed. Confirmatory factor analysis is 

then undertaken. 

3.7.2.2 Confirmatory factor analysis (CFA) 

CFA is undertaken to confirm further validity of the factor structures. The 

data entered into the SPSS earlier are transferred to AMOS software for the 

confirmatory factor analysis, which involves assessment of quality of measurments 

through convergent validity, discriminant validity and reliability.  The fit indexes are 

also checked to ensure the threshold level (eg: RMSE,CFI, NNFI, EFI, etc.). 

Validation of scales for measuring supplier social responsibility (SSR) is 

undertaken with specific referene to the items describing the respective 

dimensions.  
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3.8 Details of empirical research outline 

The main purpose of this chapter is to identify the appropriate methods in line with the scale development and validation 

literature. The details of the methods followed at the various stages of the above process are presented in the Table 3.1 as follows:  
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 Literature reviews: 

Corporate social Responsibility, Supply 

chain social sustainability, socially 

responsible supplier development, socially 

responsible sourcing, Logistics social 

responsibility, purchasing social 

responsibility,  supplier social responsibility 

issue, and so on   

 Literature-related references: Quazi and O’Brien, 2000; 

Turker, 2009; Öberseder et al., 2014; Mani et al., 2016, 

2018; Carter, 2002, 2004, 2005 

Methodology-related references: Hanzaee et al., 2013; 

Rainy et al., 2012; Turker, 2009; Öberseder et al., 2014; 

Andrea Pérez et al., 2014; Patricia Martínez et al., 2013; V. 

Mani et al., 2016; Ali Quazi et al., 2016; Churchill Jr, 1979; 

Carter, 2002, 2004 
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Interviewing HDR candidates and 

academics.  

Hanzaee et al. 2013; Öberseder et al., 2014; Martínez et 

al., 2013; Mani et al., 2016; Quazi et al., 2016 
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Surveying 10 postgraduate students and 

20 suppliers operating in Bangladesh. 

Turker, 2009; Öberseder et al., 2014; Martínez et al., 2013; 

Mani et al., 2016; Quazi et al., 2016 
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Factor analysis using SPSS software Pérez et al., 2013; Turker, 2009; Mani et al., 2016; Quazi 

et al., 2016 
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CFA using AMOS: 

1. Develop CFA diagram 

2. Validate the CFA diagram via the values 

of CMIN/DF, GFI, AGFI, CFI, RMSEA and 

chi- square value.   

Pérez et al., 2013; Turker, 2009; Mani et al., 2016; Quazi 

et al., 2016; Lu et al., 2012 
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Measuring reliability based on Cronbach’s 

alpha value and composite reliability value. 

Pérez et al., 2013; Turker, 2009; Mani et al., 2016; Quazi 

et al., 2016; Lu et al., 2012 
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Measurement based on the value of Factor 

Loading, Composite reliability, AVE and 

Cronbach’s alpha with PLS software. 

Turker, 2009; Martínez et al., 2013; Mani et al., 2016; Quazi 

et al., 2016 
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Measurement based on the value of 

Fornell-Larcker criteria. 

Turker, 2009; Martínez et al., 2013; Mani et al., 2016; Quazi 

et al., 2016 

Table 3.1: Scale development method 
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Chapter 4 

Data analysis and discussion 

4.0 Introduction  

This chapter discusses the outcomes of the data analysis. The purpose of the 

survey is to develop valid scales for assessing the supplier social responsibility (SSR). 

To this end, data are collected from a sample comprising 202 garment professionals 

in Bangladesh. A scale for measuring supplier social responsibility is developed 

following a rigorous process suggested in the literature. The raw data are transferred 

into SPSS software for analysis. Then the missing values of the data set were 

assessed and replaced using a missing value imputation model. This is followed by 

assessing the validity of the data by measuring the frequency of the demographic 

variables. The nature of the data is measured through normality test. Then single 

factor exploratory factor analysis is conducted to identify the underlying dimensions 

and validity of the factors.  

After assessing all single factor analyses, a combined exploratory factor 

analysis measures the identified dimensions of suppliers’ social responsibility. Based 

on the exploratory factor analysis, some items are deleted to remove the problem of 

cross-loading (Costello and Osborne, 2005; Taherdoost et al., 2014). The reliability of 

the data set is also assessed and then the initial confirmatory factor analysis (CFA) 

model using AMOS software is done. To validate the CFA model, some items are 

removed based on modification index (MI) value. Thus, a valid model of CFA results 

in a valid measurement scale for supplier social responsibility. This valid scale can 

help propel research on this growing topic and especially identifying the social 

obligations of suppliers to their buyers. The rest of this chapter is structured as follows. 

In section 4.1, data entry process is explained, followed by data screening process 



 

66 

(section 4.2), and examining the data nature (4.3). Then demographics of the research 

are explored in section 4.4. Following the demographic profile, single factor analysis 

and reliability checking (section 4.5), exploratory factor analysis (section 4.6) and 

confirmatory factor analysis (section 4.7) are explained.  

4.1 Data preparation: 

 Data preparation involved the following procedures:  

4.1.1 Data entry: 

 A total of 240 cases are entered manually in the SPSS software. To minimise the 

data entry error and ensure data accuracy, data are checked by the researcher.  

4.1.2 Data screening 

4.1.2.1 Missing value analysis and treatment 

 Before assessing the missing value, missing data are scrutinised. Cases with 

incomplete responses in more one entire scale items are deleted from the data set as 

suggested by Hair et al. (2013). After deleting twenty (20) such missing values, a set 

of 220 responses is retained for further analysis. Furthermore, missing values in one 

or more items within a construct are replaced using the regression weight missing 

value treatment procedures as suggested by Hair et al. (2010). Thus, a total of fifteen 

(15) missing data is replaced from 220 cases.  

4.1.2.2 Detection and treatment of outliers 

 Detection and treatment of outliers are managed in two different processes. 

Initially, univariate outliers having extreme tendency of respondents on one variable is 

identified by “Box plot” and “Stream and Leaf plot” tests (Qiu, 2013; Hall and Wang, 
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2005). Ten (10) cases are deleted from the data set. Second, multivariate outliers 

having extreme tendency of two or more variables is identified by assessing the 

significance value of Mahalanobis distance, as suggested by Aguinis et al. (2013). In 

the second stage, eight (8) cases are deleted from the data set. Finally, 202 responses 

are retained for analysis. 

 

4.2 Examining data nature 

4.2.1 Normality of the data set  

 Here the nature of the data is examined by assessing its level of normality. Bai 

and Ng (2005), Hair et al. (2010), and Tabachnick and Fidell (2001) suggested that 

normality of the data set must be assessed before conducting any statistical analysis. 

Accordingly, normality is tested by checking the summary statistics of the scale items. 

To check normality, maximum, minimum, skewness and kurtosis value are measured 

for each Likert scale item.   

Descriptive Statistics 

Name of 
Variable Minimum Maximum Mean 

Std. 
Deviation Skewness Kurtosis 

Std. 
Error 

Environment 1 3 7 6.3 1.013 -1.437 1.33 0.341 

        

Environment 2 2 7 6.12 1.007 -1.314 2.256 0.341 

Environment 3 2 7 5.99 1.124 -1.127 0.965 0.341 

Environment 4 3 7 6.25 0.915 -1.114 0.729 0.341 

Environment 5 2 7 6.11 1.047 -1.228 1.55 0.341 

Environment 6 2 7 5.94 1.17 -1.182 1.088 0.341 

Environment 7 2 7 5.95 1.208 -1.357 1.665 0.341 

Environment 8 1 7 5.89 1.185 -1.208 1.372 0.341 

Community1 2 7 5.96 1.123 -1.006 0.439 0.341 

Community2 1 7 5.88 1.093 -1.185 1.865 0.341 

Community3 1 7 5.65 1.201 -1.255 2.3 0.341 

Community4 1 7 5.85 1.208 -1.214 1.698 0.341 
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Community5 2 7 5.8 1.193 -1.156 1.148 0.341 

Community6 1 7 5.78 1.165 -1.081 1.674 0.341 

Community7 1 7 5.85 1.084 -1.015 1.413 0.341 

Community8 3 7 5.88 0.892 -0.476 -0.268 0.341 

Community9 1 7 5.78 1.126 -0.986 1.27 0.341 

Information1 1 7 6.14 1.003 -1.239 2.472 0.341 

Information2 1 7 6.23 1.006 -1.625 3.705 0.341 

Information3 3 7 6.24 0.939 -1.195 1.026 0.341 

Information4 4 7 6.29 0.897 -0.987 -0.13 0.341 

Information5 4 7 6.32 0.846 -0.956 -0.106 0.341 

Information6 4 7 6.31 0.783 -0.863 -0.05 0.341 

Safesupplies1 3 7 6.01 0.964 -0.769 -0.042 0.341 

Safesupplies2 3 7 5.97 0.914 -0.692 0.298 0.341 

Safesupplies3 1 7 5.98 1.139 -1.521 3.125 0.341 

Safesupplies4 3 7 6.31 0.917 -1.431 1.83 0.341 

Safesupplies5 3 7 6.24 0.884 -1.412 2.2 0.341 

Healthyproduct1 3 7 6.26 0.848 -1.113 0.983 0.341 

Healthyproduct2 3 7 6.26 0.844 -1.182 1.255 0.341 

Healthyproduct3 3 7 6.05 0.961 -1.086 0.958 0.341 

Healthyproduct4 3 7 6.24 0.877 -1.109 1.032 0.341 

Healthyproduct5 4 7 6.17 0.899 -0.921 0.082 0.341 

Ethics1 4 7 6.26 0.795 -0.806 -0.068 0.341 

Ethics2 3 7 6.03 0.869 -0.517 -0.321 0.341 

Ethics3 3 7 6.27 0.81 -0.99 0.774 0.341 

Ethics4 3 7 6.26 0.855 -1.159 1.079 0.341 

Ethics5 4 7 6.25 0.817 -0.828 -0.08 0.341 

Ethics6 4 7 6.32 0.786 -0.948 0.23 0.341 

Legal1 3 7 6.28 0.865 -0.942 0.157 0.341 

Legal2 3 7 6.31 0.868 -1.021 0.267 0.341 

Legal3 3 7 6.27 0.857 -0.928 0.207 0.341 

Legal4 3 7 6.24 0.856 -1.067 1.044 0.341 

Legal5 3 7 6.22 0.915 -1.272 1.677 0.341 

Legal6 3 7 6.3 0.881 -1.06 0.397 0.341 

Sustainable1 1 7 5.9 1.172 -1.436 3.14 0.341 

Sustainable2 3 7 6.01 0.881 -0.504 -0.367 0.341 

Sustainable3 3 7 6.07 0.922 -0.676 -0.296 0.341 

Sustainable4 3 7 6.02 0.938 -0.707 -0.213 0.341 

Sustainable5 3 7 5.98 0.982 -0.724 -0.056 0.341 
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Sustainable5 1 7 5.83 1.182 -1.228 1.941 0.341 

Buyerdemand1 3 7 5.83 0.998 -0.444 -0.605 0.341 

Buyerdemand2 2 7 5.95 1.006 -0.995 1.06 0.341 

Buyerdemand3 1 7 5.87 1.149 -1.027 1.232 0.341 

Buyerdemand4 3 7 6.03 0.925 -0.593 -0.421 0.341 

Buyerdemand5 2 7 5.9 1.084 -0.939 0.739 0.341 

Valid n (202) 

 Table 4.1: Descriptive statistics: Normality check table 

4.2.2 Test of multicollinearity 

 Multicollinearity assesses the intercorrelation or relationships among the 

independent variables (Mansfield & Helms,1982). If a high level of association is found 

among the independent variables, it can cause difficulties when assessing the effect 

of independent variables on dependent variables. Multicollinearity is tested using two 

procedures: first, assessing the correlation among the variables (Hair et al., 2010, 

2013); and second, calculating the variance of inflation factor (VIF) value as 

recommended by Jamal and Naser (2002). According to Hair et al. (2010; 2013) if the 

correlation between two or more variables is less than 0.80, the items or variables then 

have no multicollinearity problem. Using the above criteria, this study does not find 

any multicollinearity issue. Details about this are documented in Table 4.2 immediately 

below. 

Latent Variable Correlations 
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Table 4.2: Latent variables correlation 

n=202 
 

  Another way of testing multicollinearity is by calculating the variance of inflation 

factor (VIF). Jamal and Naser (2002) suggested that multicollinearity exists if the VIF 

value exceeds ten. Multicollinearity is not an issue of concern for this study, since the 

VIF value of each variable in the data set is less than 10 (as shown in Table 4.3).   

Model Unstandardized 
Coefficients 
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ts

 95.0% 
Confidence 

Interval for B 

Correlations Collinearity 
Statistics 

B Std. 
Error 

Beta Lower 
Bound 

Upper 
Bound 

Zero-
order 

Partial Part Tolerance VIF 

 Environment 1 .014 .000 .026 .014 .014 .536 1.000 .015 .319 3.137 

Environment 2 .014 .000 .026 .014 .014 .581 1.000 .012 .218 4.581 

Environment 3 .014 .000 .029 .014 .014 .549 1.000 .015 .252 3.967 

Environment 4 .014 .000 .024 .014 .014 .589 1.000 .011 .199 5.019 

Environment 5 .014 .000 .027 .014 .014 .585 1.000 .013 .219 4.561 

Environment 6 .014 .000 .031 .014 .014 .655 1.000 .015 .251 3.986 

Environment 7 .014 .000 .032 .014 .014 .550 1.000 .014 .184 5.429 

Environment 8 .014 .000 .031 .014 .014 .557 1.000 .015 .249 4.012 

Community1 .012 .000 .026 .012 .012 .514 1.000 .015 .351 2.850 

Community2 .012 .000 .025 .012 .012 .602 1.000 .013 .244 4.102 
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Community3 .012 .000 .028 .012 .012 .547 1.000 .015 .274 3.645 

Community4 .012 .000 .028 .012 .012 .517 1.000 .015 .275 3.642 

Community5 .012 .000 .028 .012 .012 .502 1.000 .016 .316 3.161 

Community6 .012 .000 .027 .012 .012 .556 1.000 .014 .270 3.701 

Community7 .012 .000 .025 .012 .012 .392 1.000 .017 .482 2.075 

Community8 .012 .000 .021 .012 .012 .471 1.000 .013 .386 2.594 

Community9 .012 .000 .026 .012 .012 .403 1.000 .017 .416 2.402 

Information1 .019 .000 .035 .019 .019 .460 1.000 .023 .421 2.373 

Information2 .019 .000 .035 .019 .019 .436 1.000 .025 .504 1.985 

Information3 .019 .000 .033 .019 .019 .544 1.000 .016 .238 4.197 

Information4 .019 .000 .031 .019 .019 .555 1.000 .015 .229 4.359 

Information5 .019 .000 .029 .019 .019 .436 1.000 .012 .165 6.069 

Information6 .019 .000 .027 .019 .019 .478 1.000 .013 .213 4.705 

Safesupplies1 .022 .000 .040 .022 .022 .507 1.000 .026 .419 2.387 

Safesupplies2 .022 .000 .038 .022 .022 .467 1.000 .026 .483 2.071 

Safesupplies3 .022 .000 .048 .022 .022 .301 1.000 .035 .544 1.839 

Safesupplies4 .022 .000 .038 .022 .022 .621 1.000 .021 .293 3.412 

Safesupplies5 .022 .000 .037 .022 .022 .526 1.000 .021 .336 2.973 

Healthyproduct1 .028 .000 .044 .028 .028 .643 1.000 .015 .120 8.332 

Healthyproduct2 8.205E-
16 

.000 .000 .000 .000 .646 1.000 .000 .133 7.534 

Healthyproduct3 .028 .000 .050 .028 .028 .637 1.000 .025 .249 4.020 

Healthyproduct4 .028 .000 .046 .028 .028 .624 1.000 .016 .126 7.946 

Healthyproduct5 .028 .000 .047 .028 .028 .639 1.000 .021 .208 4.810 

Ethics1 .019 .000 .028 .019 .019 .566 1.000 .011 .149 6.727 

Ethics2 .019 .000 .030 .019 .019 .383 1.000 .020 .444 2.253 

Ethics3 .019 .000 .028 .019 .019 .535 1.000 .012 .190 5.268 

Ethics4 .019 .000 .030 .019 .019 .476 1.000 .013 .206 4.857 

Ethics5 .019 .000 .028 .019 .019 .498 1.000 .013 .200 5.012 

Ethics6 .019 .000 .027 .019 .019 .455 1.000 .011 .173 5.767 

Legal1 .019 .000 .030 .019 .019 .618 1.000 .011 .138 7.258 

Legal2 .019 .000 .030 .019 .019 .652 1.000 .011 .138 7.266 
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Legal3 .019 .000 .030 .019 .019 .624 1.000 .011 .137 7.278 

Legal4 .019 .000 .030 .019 .019 .605 1.000 .015 .242 4.124 

Legal5 .019 .000 .032 .019 .019 .627 1.000 .016 .252 3.963 

Legal6 .019 .000 .031 .019 .019 .664 1.000 .012 .152 6.563 

Sustainable1 .019 .000 .041 .019 .019 .450 1.000 .030 .544 1.840 

Sustainable2 .019 .000 .031 .019 .019 .614 1.000 .012 .143 6.977 

Sustainable3 .019 .000 .032 .019 .019 .602 1.000 .013 .162 6.179 

Sustainable4 .019 .000 .033 .019 .019 .550 1.000 .015 .219 4.566 

Sustainable5 .019 .000 .034 .019 .019 .616 1.000 .018 .284 3.516 

Sustainable5 .019 .000 .041 .019 .019 .538 1.000 .024 .329 3.044 

Buyerdemand1 .022 .000 .042 .022 .022 .664 1.000 .023 .312 3.210 

Buyerdemand2 .022 .000 .042 .022 .022 .619 1.000 .022 .282 3.541 

Buyerdemand3 .022 .000 .048 .022 .022 .556 1.000 .023 .236 4.242 

Buyerdemand4 .022 .000 .039 .022 .022 .588 1.000 .022 .335 2.986 

Buyerdemand5 .022 .000 .045 .022 .022 .608 1.000 .022 .230 4.346 

Table 4.3: Normality check 
n= 202 

 

4.3 Respondents’ profiles 

A detailed breakdown of profiles of respondents is presented in Table 4.4. The 

table indicates the dominance of male respondents in the sample (92.2% males and 

7.8% females) which is understandable given the fact that historically employers prefer 

to employee males in managerial positions in Bangladesh.  In terms of age distribution, 

most respondents (76.2%) are in the 21 to 40 age group. For the educational 

distribution of respondents, the vast majority of managers (98%) have a tertiary level 

of education ranging from Bachelor to Masters/PhD degrees. As far as company 

demographics are concerned, this study detected the great majority of responding 

firms (84%) have an international orientation in terms of exports (63%) are involved in 

both supplies and manufacturing.  
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Variables Categories Frequency Percentage 

Gender Male  186 32.1 

 Female 16 7.9 

Total  202 100% 
    

Age 21 To 30 53 26.2 

 31 to 40 101 50.0 

 41 to 50 37 18.3 

 over 50 11 5.4 

Total  202 100% 
    

Education level SSC 0 0 

 HSC 2 1.0 

 Bachelor 38 18.8 

 Master/PhD 162 80.2 

Total  202 100% 
    

Level of Operation Domestic 32 15.8 

 International 170 84.2 

    
    

Types of operation Manufacturing 75 37.1 

 Supplying 5 2.5 

 Both 122 60.4 

Total  202 100.0 

Table 4.4 Demographic Profiles of Respondents 

4.4 Single factor analysis and reliability checking 

Single factor analysis is undertaken to identify the underlying dimensions of 

each fact separately. Outcomes of the single factor analysis are presented in Table 

4.5. This table reveals that a single dimension is established in all factors excepting 

one (community-driven supplies construct) where two dimensions are emerged. 

These dimensions are then assigned suitable names taking into consideration the 

items subscribing to the relevant dimensions. The new factors are community welfare-

driven supplies and community philanthropic-driven supplies. Thus, total factors stand 

at 10 at this stage of analysis. The factors with an Eigen value more than 1 are retained 

for further analysis. Results of single factor analysis along with factor loadings, 

communalities, KMO sampling adequacy, Cronbach’s alpha, and composite reliability 

are documented in Table 4.5.  
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  Component 1 Component 2       

Factor Name/ 
Item 

Environmentall
y friendly 
product 
supplies 

 

      

Environment1 0.731 

No 

0.534 6.3 1.013 

0
.9

1
6
 

0
.9

3
3
 

0
.8

9
6

 

Environment2 0.804 0.647 6.12 1.007 

Environment3 0.817 0.668 5.99 1.124 

Environment4 0.84 0.706 6.25 0.915 

Environment5 0.866 0.75 6.11 1.047 

Environment6 0.801 0.642 5.94 1.17 

Environment7 0.747 0.557 5.95 1.208 

Environment8 0.773 0.598 5.89 1.185 

Factor Name/ 
Item 

Community 
welfare-driven 

supplies 

Community 
philanthropic-

driven 
supplies 

      

Community1 
0.562 

 

0.51 5.96 1.123 

0
.8

7
5

 

0
.8

7
9 

0
.8

8
9

 

Community2 
0.589 0.549 5.88 1.093 

Community3 0.783 0.691 5.65 1.201 

Community4 
0.827 0.707 5.85 1.208 

Community5 
0.752 0.637 5.8 1.193 

Community6 
0.806 0.701 5.78 1.165 

Community7 

 

0.753 0.603 5.85 1.084 

0
.7

4
1

 

0
.8

0
6

 

Community8 0.727 0.622 5.88 0.892 

Community9 
0.805 0.694 5.78 1.126 

Factor Name/ 

Item 

Disseminating 
Correct 

Information 
 

      

Information1 0.695 

No 

0.483 6.14 1.003 

0
.8

8
9

 

0
.9

1
7

 

0
.8

6
6

 

Information2 
0.681 0.463 6.23 1.006 

Informatio3 
0.85 0.723 6.24 0.939 

Information4 
0.858 0.736 6.29 0.897 

Information5 
0.868 0.754 6.32 0.846 

Information6 
0.858 0.735 6.31 0.783 

Factor Name/ 
Item 

Supplying of 
safe products 

       

Safesupplies1 
0.754 No 0.569 6.01 0.964 0 . 7 9

 
0 . 8 1 7

 

0 . 7 8 
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Safesupplies2 
0.755 0.57 5.97 0.914 

Safesupplies3 0.587 0.345 5.98 1.139 

Safesupplies4 
0.81 0.656 6.31 0.917 

Safesupplies5 
0.771 0.595 6.24 0.884 

Factor Name/ 
Item 

Ethics 
oriented 
supplies 

 

      

Ethics1 
0.901 

No 

0.812 6.26 0.795 

0
.9

2
2

 

0
.9

3
2

 

0
.8

9
3

 

Ethics2 
0.735 0.54 6.03 0.869 

Ethics3 0.886 0.785 6.27 0.81 

Ethics4 
0.811 0.658 6.26 0.855 

Ethics5 
0.876 0.767 6.25 0.817 

Ethics6 
0.882 0.778 6.32 0.786 

Factor Name/ 
Item 

Legal 
compliance-

based supplies 
 

      

Legal1 
0.919 

No 

0.844 6.28 0.865 

0
.9

4
9

 

0
.9

5
3

 

0
.9

2
8 

Legal2 0.925 0.855 6.31 0.868 

Legal3 
0.915 0.837 6.27 0.857 

Legal4 
0.839 0.705 6.24 0.856 

Legal5 
0.843 0.71 6.22 0.915 

Legal6 
0.922 0.849 6.3 0.881 

Factor Name/ 
Item 

Supply of 
Healthy 
products 

 

      
Healthyproduct1 

0.915 

No 

0.837 6.26 0.848 

0
.9

2
3

 

0
.9

3
0

 

0
.8

5
 

Healthyproduct2 
0.917 0.842 6.26 0.844 

Healthyproduct3 
0.804 0.647 6.05 0.961 

Healthyproduct4 
0.913 0.834 6.24 0.877 

Healthyproduct5 
0.832 0.692 6.17 0.899 

Factor Name/ 
Item 

Sustainable 
supplies 

 

      

Sustainable1 
0.625 

No 

0.391 5.9 1.172 

0
.8

6
 

0
.8

7
6

 

0
.8

2
5

 

Sustainable2 
0.877 0.769 6.01 0.881 

Sustainable3 
0.872 0.76 6.07 0.922 

Sustainable4 0.843 0.71 6.02 0.938 

Sustainable5 
0.785 0.616 5.98 0.982 

Sustainable6 
0.676 0.457 5.83 1.182 
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Factor Name/ 
Item 

Buyer 
Demand-

Based 
Supplies 

       

Buyerdemand1 
0.76 

No 

0.577 5.83 0.998 

0
.8

6
9

 

0
.8

8
9

 

0
.8

1
3

 

Buyerdemand2 0.811 0.658 5.95 1.006 

Buyerdemand3 
0.843 0.711 5.87 1.149 

Buyerdemand4 
0.764 0.583 6.03 0.925 

Buyerdemand5 
0.872 0.76 5.9 1.084 

Table 4.5: Single factor model of SSR 

n=202 

4.5 Exploratory factor analysis 

Exploratory factor analysis (EFA) helps to facilitate data reduction in this study’s 

factors. In EFA, all items belonging to the ten factors are included in the analysis 

ignoring the relevant constructs. Outcomes of EFA along with factor loadings, total 

variance explained, and communalities are reported in Table 4.7. All items belonging 

to these ten factors emerging from single factor analysis are retained for EFA. The 

formation of factors is summarised in Table 4.6. 

Factor Initial 

number 

of items 

Items 

deleted 
Reason Final 

items 

Comments 

1. Environmentally 

friendly product 

supplies 

8 1 Cross-loading 7 One item is represented 

in another factor. 

However, a solid factor is 

formed.   

2. Community 

welfare-driven 

supplies  

6 2 Low loading for 

one (below 0.5) 

and cross-

loading for the 

other 

4 This factor is explained 

by four interrelated items 

3. Community 

philanthropy-driven 

supplies  

3 0 All items above 

0.50 

3 A newly emerged factor 

with a solid structure. 

4. Disseminating 

correct information to 

buyers 

6 0 All items above 

0.50 

6 All six items fully 

represent this factor.  

5. Supply of safe 

products 

5 0 All items above 

0.50 

5 A unique construct forms.  
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6. Ethics oriented 

supplies 

6 0 All items above 

0.50 

6 A robust factor formed.  

7. Legal compliance-

based supplies 

6 0 All items above 

0.50 

6 This is a solid 

component. 

8. Supply of healthy 

products 

5 0 All items above 

0.50 

5 A solid component is 

formed. 

9. Sustainable supplies 6 1 Low loading 

(below 0.5) 

5 A unique factor is 

formed. 

10. Buyer social 

demand-based supplies 

5 0 All items above 

0.50 

5 A new factor is formed 

Table 4.6: Summarising the formation of factors 
Note: Factor 1: Environmentally friendly product supplies, Factor 2: Community welfare-driven supplies, Factor 3: 

community philanthropic-driven supplies, Factor 4: Disseminating correct information to buyers, Factor 5: Supply of 

safe products, Factor 6: Ethics oriented supplies, Factor 7: Legal compliance-based supplies, Factor 8: Supply of 

healthy products, Factor 9: Sustainable supplies, Factor 10: Buyer social demand-based supplies. 
 

  

The above table clearly shows the data reduction process and the reason why 

deleted items help to develop a solid base for the factors. In factor 1 “Environmentally 

friendly product supplies”, there are 8 items, in which 1 item is cross loaded with 

another factor. In order to overcome the problem of cross-loading, the item is deleted 

from the factor analysis and the sampling adequacy value increased due to deleting 

the item. In factor 2, there are 6 items representing Community welfare-driven 

supplies. Among the 6 items, one item is cross loaded with another factor, while 

another item has a low loading value. These two items are removed from the factor.  

In factor 3 “Community philanthropy-driven supplies”, 3 items describe the factor. This 

factor appears to be solid because there is no issue of cross-loading and low loading. 

In factor 4 “Disseminating correct information”, there are 6 items which have no cross-

loading and low loading issues; hence this factor seems to be well structured. Factor 

5 “Supply safe products” consists of 5 items that have a high factor loading value and 

no cross-loading. Therefore, this factor is a trouble-free factor. Factor 6 “Ethics 

oriented supplies “is explained by 6 items. In this case no cross-loading and no low 

loading issues are found, so factor 6 is a robust dimension. Factor 7 “Legal 

compliance-based supplies “is formed with 6 items, which have no cross-loading, low 
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loading or any other problems. Therefore, this factor is deemed a solid factor. Similar 

to factor 7, factor 8 “Supply healthy products” also has no issues of concern. Therefore, 

5 items constituting this factor are deemed to be acceptable. Factor 9 “Sustainable 

supplies” contains 6 items of which one has a low loading value, so it is deleted. Factor 

10 “Buyer social demand-based supplies” has no issue with the items that this factor 

contains. Therefore, this is a solid factor. Table 4.7 shows the structures of factors 

emerging from EFA after rotation. 

 Items 

Component 
Communalities 

1 2 3 4 5 6 7 8 9 10 

Environment1     0.720               0.643 

Environment2     0.751               0.723 

Environment3     0.750               0.683 

Environment4     0.821               0.812 

Environment5     0.805               0.754 

Environment6     0.604               0.726 

Environment8     0.633               0.620 

Community3             0.742       0.734 

Community4             0.752       0.707 

Community5             0.678       0.676 

Community6             0.729       0.690 

Community7                   0.716 0.640 

Community8                   0.662 0.681 

Community9                   0.694 0.632 

Information1       0.635             0.543 

Information2       0.647             0.490 

Information3       0.762             0.730 

Information4       0.803             0.756 

Information5       0.843             0.794 

Information6       0.792             0.757 

Safesupplies1                 0.694   0.608 

Safesupplies2                 0.670   0.583 

Safesupplies3                 0.675   0.553 

Safesupplies4                 0.593   0.654 

Safesupplies5                 0.626   0.577 

Healthyproduct1         0.826           0.837 

Healthyproduct2         0.805           0.831 

Healthyproduct3         0.672           0.691 

Healthyproduct4         0.845           0.846 

Healthyproduct5         0.712           0.711 

Ethics1   0.836                 0.821 
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Ethics2   0.717                 0.567 

Ethics3   0.836                 0.793 

Ethics4   0.747                 0.677 

Ethics5   0.834                 0.787 

Ethics6   0.871                 0.808 

Legal1 0.840                   0.849 

Legal2 0.825                   0.854 

Legal3 0.841                   0.844 

Legal4 0.754                   0.707 

Legal5 0.752                   0.722 

Legal6 0.818                   0.852 

Sustainable1           0.537         0.480 

Sustainable2           0.819         0.852 

Sustainable3           0.817         0.817 

Sustainable4           0.746         0.700 

Sustainable5           0.656         0.636 

Buyerdemand1               0.568     0.641 

Buyerdemand2               0.699     0.694 

Buyerdemand3               0.803     0.779 

Buyerdemand4               0.604     0.662 

Buyerdemand5               0.808     0.793 

Sum of squares 
(eigenvalues) 

4.9666 4.699 4.658 4.154 4.051 3.324 3.20 3.105 2.870 1.99  

Percentage of 
trace 

9.549 9.036 8.958 7.989 7.791 6.393 6.155 5.971 5.520 3.827 71.188 

Note: Factor 1: Legal compliance-based supplies, Factor 2: Ethics oriented supplies, Factor 3: 
Environmentally friendly product supplies, Factor 4: Supply of healthy products, Factor 5: Disseminating 
correct information, Factor 6: Community welfare-driven supplies, Factor 7: Supply of safe products, Factor 
8 : Buyer social demand-based supplies, Factor 9: Sustainable supplies, Factor 10: community philanthropic-
driven supplies. 

Table 4.7: Exploratory factor analysis 

n = 202 

4.6 Confirmatory factor analysis 

Confirmatory factor analysis (CFA) serves to validate the factors. More 

specifically, CFA confirms that factors are internally related with each other. Structural 

equation modelling-based software AMOS is used to analyse the CFA. To validate the 

CFA model, reliability of the factor, initially, should be assessed with Cronbach’s alpha 

coefficient and composite reliability score. As per the recommendation of Hair et al. 

(2006, 2010), Cronbach’s alpha coefficient value and composite reliability value should 

be greater than 0.70, which will confirm internal consistency of the factor items and 
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reliability of each factor (see Table 4.8).  Confirmation of reliability of data means that 

data has no random error. Absence of randomised error is one of the prime conditions 

for generalisability of any quantitative findings. After confirming the data’s reliability, 

validity should be ensured to confirm there are no systematic errors. When a model is 

free of these as well as randomisation errors, it means the model has no measurement 

error (Malhotra, 2012). This is the second condition of an error-free model and an 

error-free model is the condition of generalisability. There are four means to ensure 

the validity of a model: content validity, convergent validity, discriminant validity, and 

construct validity.   

 

Content validity assess how efficiently the contents of a scale represents a 

concept. Previous scale development studies show that content validity will be 

ensured when the contents of the scale is documented in relevant literature, or, are 

developed from focus groups and expert interviews or the contents where the results 

are identical. It can be assumed that content validity of the scales in this research is 

ensured because this study is based on sequential method consisting of literature 

review, two focus groups and expert interviews.  

 

Convergent validity assesses how the scale items correlate with each other 

towards constructing a particular concept. While pundits have used different methods 

to assess convergent validity, the most popular approach is to use the value of 

composite reliability and AVE (see Table 4.8). The rationale for using these values is 

that when two of more items are related, variations between all items will be similar. 

Since the relationship of two or more items and variations in the value of those items 

is the same, those items would belong to a member of the same group. The constructs 

have convergent validity when the composite reliability exceeds the criterion of 0.70 
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(Hair et al., 2006) and the average variance extracted is above 0.50 as suggested by 

Bagozzi and Heatherton (1994). 

 

Discriminant validity refers to the extent to which the scale of one concept is 

theoretically unrelated to the scales for other concepts. In particular, factor analysis 

extracts some dimensions relating to a concept, and discriminant validity identifies the 

variations among the dimensions. Discriminant validity assesses the square root value 

of each AVE and the correlation of all pair of latent constructs. According to Driana 

Ziat and Elena Bertea (2011) discriminant validity is ensured, when square root value 

of each AVE is greater than the correlation of all pairs of latent constructs. In order to 

measure the value of discriminant validity, Fornell-Larcker criterion (Table 4.9) is a 

common measurement technique (see Appendix 5). The final criterion for assessing 

validity is construct validity. Construct validity is confirmed when the model statistically 

fits, and the construct is reliable and has convergent and divergent validity. Various fit 

indices are used for model fit (Table 4.10). 

4.6.1 Reliability of the scales 

Following Hair et al. (2006), this research assesses Cronbach’s alpha 

coefficient and composite reliability value so that the reliability of the constructs can 

be assessed. Since Cronbach’s alpha value is greater than 0.70 for all constructs 

examined in this study, it can be concluded that the items within the constructs are 

reliable. Reliability of the construct is also assessed through composite reliability. 

Since composite reliability value is greater than 0.80, this confirms that factor-items 

cumulatively explain the constructs.  
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SL  Constructs Cronbach's 
Alpha 

rho_A Composite 
Reliability 

Average 
Variance 
Extracted 
(AVE) 

1 Community welfare-driven supplies 0.875 0.877 0.906 0.616 

2 Legal compliance-based supplies 0.935 0.936 0.951 0.795 

3 Buyer social demand-based supplies 0.869 0.870 0.905 0.657 

4 Community philanthropic-driven supplies. 0.741 0.749 0.852 0.658 

5 Disseminating correct information to 
buyers 

0.889 0.896 0.916 0.648 

6 Environmentally friendly product supplies 0.918 0.920 0.933 0.637 

7 Ethics oriented supplies 0.922 0.933 0.940 0.723 

8 Supply of healthy products 0.897 0.897 0.928 0.764 

9 Supply of safe products 0.796 0.809 0.867 0.621 

10 Sustainable supplies 0.872 0.881 0.905 0.617 

Table 4.8: Reliability and validity of the scales 

4.6.2 Validity of constructs 

For validity assessment we use AVE value and composite reliability value to 

measure convergent validity. Since composite reliability value of each factor is greater 

than 0.80 which is greater than the referred value of 0.70, the AVE value of each factor 

is greater than 0.60 which is larger than the recommended value of 0.50 (see Table 

4.8), so convergent validity is confirmed.  As well, discriminant validity is measured by 

using the Fornell-Larcker Criterion. According to this method, when off-diagonal 

correlation value is less than the on-diagonal correlation value, discriminant validity is 

established.  

SL  Factors 1 2 3 4 5 6 7 8 9 10 

1. Community welfare-driven supplies 

0
.7

8
5
                   

2. Legal compliance-based supplies 

0
.3

4
5
 

0
.8

9
2
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3. Buyer social demand-based supplies 

0
.4

3
2

 

0
.4

5
2

 

0
.8

1
1

               

4. community philanthropic-driven supplies. 

0
.6

1
6
 

0
.2

2
4
 

0
.3

6
5
 

0
.8

1
1
             

5. Disseminating correct information 

0
.3

2
3
 

0
.5

1
9
 

0
.3

8
8
 

0
.3

2
8
 

0
.8

0
5
           

6. Environmentally friendly product supplies 

0
.5

4
4
 

0
.3

5
0
 

0
.4

9
7
 

0
.3

3
1
 

0
.2

9
3
 

0
.7

9
8
         

7. Ethics oriented supplies 

0
.4

1
7

 

0
.3

1
8

 

0
.3

7
0

 

0
.2

6
4
 

0
.3

0
7

 

0
.3

9
2

 

0
.8

5
0

       

8. Supply healthy products 

0
.4

3
5
 

0
.4

7
9
 

0
.4

6
3
 

0
.3

3
7
 

0
.3

0
9
 

0
.5

2
1
 

0
.3

1
7
 

0
.8

7
4
     

9. Supply safe products 

0
.3

3
0
 

0
.4

9
2
 

0
.4

5
2
 

0
.2

3
3
 

0
.3

4
3
 

0
.3

8
2
 

0
.2

7
5
 

0
.5

0
3
 

0
.7

8
8
   

10 Sustainable supplies 

0
.4

2
5
 

0
.4

5
5
 

0
.5

4
3
 

0
.3

0
6
 

0
.3

1
7
 

0
.4

4
0
 

0
.2

6
6
 

0
.5

0
1
 

0
.5

0
3
 

0
.7

8
5
 

Table 4.9: Discriminant validity of the scale  

4.6.3 CFA model and model fits 

Since the scale items ensure reliability and validity of the scales, a model can 

be devised using these scales. Based on the concept of Single EFA, CFA output, and 

the outcomes of EFA analysis, a CFA model is created to justify the model fit. To 

identify an appropriate CFA model based on the scales, initially the standard model fit 

criteria (for example, Chi-square, CMIN/DF, RMSEA) of the outcomes are assessed. 

When the initial model is found not to fit with the measurement criteria, the model is 

modified based on a modification index (MI) value. It is important to note here that 

attempts are being made to continuously revise the model, keeping in mind the value 

of fit indices which can be seen in Table 4.9. 
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Factor analysis check list 

SL Code Variable Name Singl
e 
EFA 

EF
A 

CFA 
1 

CFA 
2 

CFA 
3 

Comments 

1 Environment1 Suppliers should deliver products/services that are good for the environment. ✓ ✓ ✓ ✓ ✓  Only four items are 

extracted to define the 

factor “environmentally 

friendly product supplies”.  

2 Environment2 
Suppliers should describe themselves as environmentally responsible 

suppliers.  
✓ ✓ ✓ ✓ ✓ 

3 Environment3 Suppliers should try to protect the environment at any cost. ✓ ✓ ✓ ✓ ✓ 

4 Environment4 
Suppliers should not supply those products/services which imbalance the 

environment.  
✓ ✓ ✓ ✓ x 

5 Environment5 Suppliers should supply ecologically friendly products. ✓ ✓ ✓ ✓ ✓ 

6 Environment6 
Suppliers should incorporate environmental concerns into their business 

operations. 
✓ ✓ ✓ ✓ x 

7 Environment7 Suppliers take any decisions by considering the environmental impacts. ✓ X x x x 

8 Environment8 
Suppliers should minimize the environmental impact on their supply 

operations. 
✓ ✓ ✓ ✓ x 

9 Community1 Suppliers should supply those products/services that benefits the community. ✓ X x x x  Three items define the 

factor of “community 

welfare-driven supplies”  
10 Community2 Suppliers should support for the welfare programs for the community. ✓ X x x x 

11 Community3 Ensuring the benefit of community is suppliers’ social obligation. ✓ ✓ ✓ ✓ ✓ 

12 Community4 Suppliers should help to improve the quality of life in the communities. ✓ ✓ x x x 

13 Community5 
Suppliers should incorporate the interests of the communities in their supply 

strategy. 
✓ ✓ ✓ ✓ ✓ 

14 Community6 
Suppliers should keep in mind the community development issues when 

making supply. 
✓ ✓ ✓ ✓ ✓ 

15 Community7 
Supplier should preserve jobs in the region in which they operate to ensure 

their social responsibility. 
✓ ✓ ✓ ✓ ✓  Three items are internally 

consistent and define the 

factor of “community 

philanthropic-driven 

supplies”. 

16 Community8 Suppliers should donate to community organizations as their social obligation. ✓ ✓ ✓ ✓ ✓ 
17 Community9 Supplier should donate excess or obsolete inventory to charity. ✓ ✓ ✓ ✓ ✓ 

18 Information1 Sharing the accurate information to buyers is suppliers’ obligation.  ✓ ✓ ✓ x x 

19 Information2 Suppliers should disclose correct product information to buyers.  ✓ ✓ ✓ ✓ ✓ 
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20 Informatio3 Suppliers should provide full and accurate information to all customers. ✓ ✓ ✓ ✓ ✓ 
 This factor “disseminating 

correct information” is 

defined by four items. 

21 Information4 
Suppliers should ensure the transparency of information they provide to their 

customers. 
✓ ✓ ✓ ✓ ✓ 

22 Information5 Suppliers should not provide any information to their buyers which is untrue. ✓ ✓ ✓ x x 

23 Information6 Suppliers should take caution in providing accurate information to clients.  ✓ ✓ ✓ ✓ ✓ 

24 Safesupplies1 
Suppliers will not supply any products or services that are harmful for general 

people.  
✓ ✓ ✓ ✓ ✓  Three variables (1, 2, 4, 

5) are defined in the factor 
“Safe product supplies”  25 Safesupplies2 Suppliers should avoid delivering harmful products.  ✓ ✓ ✓ ✓ ✓ 

26 Safesupplies3 Suppliers should supply any product or services that are not safe.  ✓ ✓ x x x 

27 Safesupplies4 Suppliers should ensure that products or services they supply are safe. ✓ ✓ ✓ ✓ ✓ 

28 Safesupplies5 
Suppler should take safety issues seriously in supplying goods and services to 

customers.  
✓ ✓ ✓ ✓ ✓ 

29 Healthyproduct1 Suppliers should source healthy products for supplies. ✓ ✓ ✓ ✓ ✓ The factor healthy product 
supplies are described by 
three variables (1, 2, 4) 

30 Healthyproduct2 Suppliers need to deliver healthy products to the buyers. ✓ ✓ ✓ ✓ ✓ 

31 Healthyproduct3 Supplying healthy products is suppliers’ social obligation.  ✓ ✓ ✓ x x 

32 Healthyproduct4 Suppliers should not source healthy products. ✓ ✓ ✓ ✓ ✓ 

33 Healthyproduct5 Suppliers should make sure that the products they deliver are healthy.  ✓ ✓ ✓ x x 

34 Ethics1 Suppliers should follow the ethical code while supplying goods/services. ✓ ✓ ✓ ✓ ✓  The factor “ethics-oriented 
supplies” is developed by 
a relationship between the 
variables concerning 
ethics (1, 3, 4, 5, 6) 

35 Ethics2 Suppliers should not supply any products that are unethical. ✓ ✓ ✓ x x 

36 Ethics3 
Suppliers should maintain the ethical standards in supplying products to 

customers 
✓ ✓ ✓ ✓ ✓ 

37 Ethics4 
Suppliers should ensure that they supply those products that are demanded by 

buyers on ethical considerations.  
✓ ✓ ✓ ✓ ✓ 

38 Ethics5 
Suppliers should be obliged to supply ethically-based products to their 

customers. 
✓ ✓ ✓ ✓ ✓ 

39 Ethics6 Ethical supply should be the social obligation of suppliers. ✓ ✓ ✓ ✓ ✓ 

40 Legal1 Suppliers should follow the legal requirements in supplies.  ✓ ✓ ✓ x x Critical factor “Legal 
compliance-based 
supplies” is developed for 
the variables concerning 
this factor (2, 3, 4) 

41 Legal2 Suppliers should not supply those products/ services that are prohibited by law ✓ ✓ ✓ ✓ ✓ 

42 Legal3 Suppliers should follow all rules and regulation concerning supply. ✓ ✓ ✓ ✓ ✓ 

43 Legal4 
Following the rules and regulations of supplies should be the suppliers’ social 

obligation 
✓ ✓ ✓ ✓ ✓ 

44 Legal5 
Knowing the legal requirements of supplying is suppliers’ social 

responsibility. 
✓ ✓ ✓ x x 
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45 Legal6 Suppliers should not break the rules and regulations relating with supplies.   ✓ ✓ ✓ ✓ ✓ 

46 Sustainable1 
Suppliers need to supply those products or services that have long-term 

benefits. 
✓ ✓ x x x  Sustainable supplies 

factor is defined by four 
variables ( 3, 4,5) 47 Sustainable2 Suppliers should not do those activities that will not sustain in the long run. ✓ ✓ ✓ ✓ x 

48 Sustainable3 Suppliers need to ensure the sustainable products in their supplies.  ✓ ✓ ✓ ✓ ✓ 

49 Sustainable4 
Suppliers should ensure that their policies relating to supply will sustain in the 

long run.  
✓ ✓ ✓ ✓ ✓ 

50 Sustainable5 Sustainable supplies are a social obligation of suppliers. ✓ ✓ ✓ ✓ ✓ 

51 Sustainable6 The process of supplying should be sustainable. ✓ x X x x 

52 Buyerdemand1 
Supplying products based on customers’ social demands is the social 

obligation of suppliers. 
✓ ✓ X ✓ ✓  The factor “Buyer 

demand-based supplies” is 
developed for the items 
1,3,4,5.  

53 Buyerdemand2 
Suppliers should know the social needs of buyers before supplying 

goods/services. 
✓ ✓ ✓ ✓ x 

54 Buyerdemand3 Demand identification of buyers is suppliers’ social obligation. ✓ ✓ ✓ ✓ ✓ 

55 Buyerdemand4 
Suppliers should not supply those products that are not consistent with buyers’  

social demands.  
✓ ✓ ✓ ✓ ✓ 

56 Buyerdemand5 Knowing the social demands of buyers is suppliers’ social responsibility. ✓ ✓ ✓ ✓ ✓ 

Table 4.10: Factor analysis check list 
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4.6.4 CFA model fit indices 

In assessing the model fit we use Chi-square value, level of significance and 

CMIN/DF, RMR, CFI, IFI, TFI, RMSEA, GFI, and NFI values. However, the GFI as a 

fit index stands at 0.823. There is controversy amongst pundits as to the acceptable 

level of GFI. Some researchers argue that a GFI level of above 0.9 is required while 

others opined that a value below this level is also acceptable. The reason for such 

controversy is that the GFI value is mostly based on a sample and factor loading 

sensitivity (Kim, H., Ku, B., Kim, J. Y., Park, Y. J. & Park, Y. B., 2016). Literature also 

shows that in the majority of cases especially in scale development research GFI is 

not usually reported (see Appendix 5). However, in our study the GFI value stands at 

0.825 which is supported elsewhere (Baumgartner & Homburg, 1995; Dia, Xia & 

Torkzadeh, 1994). Furthermore, GFI is the indicator of absolute fit index where 

hypotheses are tested. CFI value assesses the relationships among the variables 

within a construct. This is why most research on scale development uses CFI value 

as one of the fit indices. We have followed this kind of evidence to use both CFI and 

GFI values with a greater emphasis on CFI. 

 

Substantially, it is also predicted that this GFI value would rise to 0.90 or above 

if the sample size is about 400. The logic behind this is that a sample of 400 would be 

almost 10% of the total population which is needed to establish a generalised model. 

Also, data is collected from a single industry (garment industry) and one country 

(Bangladesh) which is the major limitation of this study. If this study could have 

employed a sample of 400 from this industry, or from different industries, or from 

different countries, it would more likely achieve a high GFI value.  



 

88 

However, research into scale development according to the table in appendix 

5 has revealed that the majority of such research did not assess GFI value to establish 

the model. It is argued that GFI assesses the absolute fit of a given hypothesis which 

in turn confirms or denies the effect of independent variables on dependent variables. 

Thus, GFI value is essential for a regression-based model such as SEM. Since the 

CFA model is not a regression-based one where correlation among two or more 

concepts is measured to develop a theoretical construct, GFI model fit criteria are not 

essential for the CFA model. While this is the case, the CFA model devised for this 

study has an acceptable fit as the value of GFI. Also, the GFI value would be increased 

if a sample of 400 could be collected from various industries and countries. 

Nonetheless, this study could fit a CFA model (model 3) according to the referred value 

of Chi-square significance value, CFI, IFI, TFI, PCFI, PNFI, NNFI, NFI and GFI (see 

in Table 4.11).  

 

Since model 3 fits as per fit criteria presented in Table 4.11, scale items of this 

model could help define the construct. According to the CFA outcome, a socially 

responsible supplier could be assessed by measuring 10 activities that a particular 

supplier engages in. These include: if the supplier is genuinely concerned with the 

environment, if they engage in community development and charitable activities, if 

they follow the legalities of the supplies sector, if they maintain ethical supplying, if 

they disseminate the correct information to buyers, if they supply healthy and safety 

products, if they ensure sustainability of their supply function, and if they supply 

products based on social demands of buyer. If they do all these things, they are called 

a socially responsible supplier. Also, valid scale items could be recommended for 

measuring those dimensions. According to the outcomes of the CFA model, the scale 
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noted below is recommended for measuring those ten dimensions of supplier social 

responsibility.  
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Model Fit Indices: CFA 

SL Criteria Definition Reference Referred 

Value 

Model 1 Model 2 Model 

3 

Comments 

1 Probability 

of Chi-

square 

value 

Identifies whether test 

is significant or not.  

 < 0.05 0.000 0.000 0.000 Our model fits 

since the P-chi is 

less than 0.01.  

2. Df …Is the level at which 

test is significant. It is 

used when the sample 

size is greater than 30. 

  1130 658 550 It differs as the 

number of 

variables. 

3. Chi-square    2148.683 1096.325 834.657 It differs from the 

outcome of the 

test. 

4.  CMIN/DF Is a ratio used for 

measuring the model 

fit.  

Wheaton et al., 1977; Marsh & 

Hocevar, 1985 

2 >  /  3>; 5< 1.901 1.666 1.518 Our model fits 

since value is less 

than 2. 

6. GFI Refers to the 

percentage of variance 

due to the estimated 

population covariance. 

Bentler, 1990; Shevlin and Miles, 

1998 

0.90 <= 

 

0.751 0.799 0.827 Model 3 fits since 

the value is 

greater than 0.80 

according to 

Baumgartner et 

al. (1995), Dia et 

al. (1994) 

   Baumgartner, Homburg, 1995; 

Dia, Xia, and Torkzadeh, 1994 

0.80 <= 

7.  CFI Comparative fit index 

(CFI) assesses the fit 

of user-specified 

solution in which no 

relationship among 

Shek and Yu, 2014; Noar, S. M., 

2003. 

0.90 < 0.867 0.919 0.941 Models 2 and 3 

fit since the value 

is nearer to 0.950.  Albright & Park, 2009; Hu and 

Bentler, 1999; Brown, 2006 

Close to 0.95 

is a reasonable 

fit. 

javascript:void(0);
javascript:void(0);
javascript:void(0);
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variables is posited 

(Brown 2006; Jeremy 

J. Albright and Hun 

Myoung Park, 2009).  

8.  IFI Incremental Fit Index Shek and Yu, 2014 0.90 < 0.868 0.920 0.942 Models 2 and 3 

fit since the value 

is greater than 

0.90. 

9. TLI Tucker-Lewis index 

(TLI) is another 

comparative fit index 

Shek and Yu, 2014; Cabrera-

Nguyen, 2010; Noar, 2003; Byrne, 

1998. 

0.90< 0.855 .909 0.932 Models 2 and 3 

fit since the value 

is greater than 

0.90 Albright Park, 2009. Close to 0.95 

is reasonable 

fit. 

10. RMSEA Root Mean Square 

Error of 

Approximation 

Shek and Yu, 2014; Hu and 

Bentler, 1999; Brown, 2006; 

Cabrera-Nguyen, 2010 

< 0.08 

 

0.067 0.058 0.51 Our model fits 

since the value is 

less than 0.08. 

Albright & Park, 2009; Yi et al., 

2009 

Close to 0.60 

or below 

12. PCFI Parsimonious CFI Byrne, 1998 >= 0.50 0.799 0.820 0.821 Our all models fit 

since the value is 

greater than 0.50. 

13. PNFI Parsimonious NFI Byrne, 1998 >= 0.50 0.699 0.713 0.739 Our all models fit 

since the value is 

greater than 0.50. 

14. NFI Normed Fit Index Byrne, 1998 >=0.80 0.770 0.822 0.847 Our all models fit 

since the value is 

greater than 0.80. 

Table 4.11: Model fit indices  
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Scale Items representing the scales 

Environmentally friendly 

product supplies 

Suppliers should deliver products/services that are good for the environment. 

Supplier should describe themselves as environmentally responsible suppliers.  

Suppliers should try to protect environment at any cost. 

Supplier should supply ecologically friendly products. 

Community welfare driven 

supplies 

Ensuring the benefit of community is suppliers’ social obligation 

Suppliers should incorporate the interests of the communities in their supply strategy. 

Suppliers should keep in mind the community development issues when making supply. 

Community philanthropic-

driven supplies. 

Supplier should preserve jobs in the region in which they operate to ensure their social responsibility 

Suppliers should donate to community organizations as their social obligation 

Supplier should donate excess or obsolete inventory to charity 

Disseminating correct 

information to buyers 

Suppliers should disclose correct product information to buyers.  

Suppliers should provide full and accurate information to all customers. 

Suppliers should ensure the transparency of information they provide to their customers 

Suppliers should take caution in providing accurate information to clients.  

Supply of safe products 

Suppliers will not supply any products or services that are harmful for general people.  

Suppliers should avoid delivering harmful product 

Suppliers should ensure that products or services they supply are safe. 

Suppler should take safety issues seriously in supplying goods and services to customers.  

Supply of healthy products 

Suppliers should source healthy products for supplies. 

Suppliers need to deliver healthy product to the buyer 

Suppliers should not source healthy products. 

Ethics oriented supplies Suppliers should follow the ethical code while supplying. 
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Suppliers should maintain the ethical standards in supplying products to customers 

Suppliers should ensure that they supply those products that are demanded by buyers on ethical 

considerations.  

Suppliers should be obliged to supply ethical based products to their customers. 

Ethical supply should be the social obligation of suppliers 

Legal compliance-based 

supplies 

Suppliers should not to supply those products/ services that are prohibited by law 

Supply should follow all rules and regulation concerning supply. 

Following the rules and regulation of supplies should be the suppliers’ social obligation 

Suppliers should not break the rules and regulation relating with supplies.   

Sustainable supplies 

Suppliers need to ensure the sustainable products in their supplies.  

Suppliers should ensure that their policies relating to supply will sustain in the long run.  

Sustainable supplies are a social obligation of suppliers. 

Buyer social demand-based 

supplies 

Suppling products based on customers social demand is the social obligation of suppliers. 

Demand identification of buyers is suppliers’ social obligation. 

Suppliers should not supply those products that are not consistent with buyer’s social demand. 

Knowing the social demand of buyers is suppliers’ social responsibility. 

Table 4.12 The final ten validated supplier social responsibility scales along with the items
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4.7 Chapter conclusion  

 The data analysis and systematic development of the scale generated 10 

factors that are critical to assessing supplier social responsibility. This process starts 

from data scanning all the way through to cumulative factor analysis. On the basis of 

all the outcomes, it can be stated that the data is good enough to make conclusions 

about the supplier social responsibility scale. Specifically, data are normally 

distributed, and has no multicollinearity problem. The demographic features of the 

study represent the market in which the garment industry operates, and some outlier 

data has been systematically managed. Above all, a sequential process of factor 

analysis has been implemented to develop the scale. Initially, a single factor analysis 

was implemented to discover the nature of theoretical variables’ presentation 

regarding each factor. Then, an exploratory factor analysis was undertaken to identify 

the SSR dimensions for constructing the factors. Lastly, a cumulative factor analysis 

was undertaken to validate the factorial model. Finally, measurement scales are 

established which proved to be valid and reliable for further testing. 

 

To recapitulate, the study found 10 dimensions defining socially responsible 

supplier (SSR). Thus, a supplier is deemed socially responsible supplier if they (1) 

supply environmentally friendly products, (2) supply community welfare driven 

products, (3) participate in community philanthropic activities, (4) disseminate correct 

information to buyers, (5) maintain ethics in supplying products, (6) supply healthy 

products, (7) supply safe products, (8) follow the legal rules in supplying, (9) supply 

sustainable products and (10) supply products based on buyers’ social demand. 
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Chapter 5 

Conclusion 

5.0 Chapter outline  

 This chapter concludes the thesis and discusses the contributions of the work 

here to theory and practice, limitations and possibilities for future research on this 

topic. The chapter is structured as follows. Section 5.1 deals with the validity of the 

findings while section 5.2 identifies and discusses the contributions of the study in 

theoretical and practical terms. In section 5.3 the major limitations of the study along 

with the future research potentials are described. In section 5.4, ethical considerations 

are presented and conclude this chapter.  

5.1 Conclusion 

Extant literature has examined various aspects of social responsibility including 

corporate social responsibility (CSR), consumer social responsibility (CnSR), supply 

chain sustainability, employee social responsibility and government social 

responsibility. While extensive analysis has been conducted on a wide range of issues 

concerning social responsibility, there is paucity of research on a measurement 

mechanism of supplier social responsibility issues, except for CSR on a large scale 

and CnSR on a more limited scale. While CSR has generated much research in recent 

decades, social responsibility in other contexts such as supplier businesses has 

remained largely unexplored. Since suppliers constitute an integral part of marketing 

and economic systems and make a substantial contribution to economic growth, 

research into supplier social responsibility (SSR) is currently generating interest 

internationally. However, studies devoted to development and validation of 

quantitative scales for measuring supplier social responsibility are scant.  
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This research is prompted by this lacuna in the contemporary literature and 

aimed to systematically conceptualise, develop and validate measurement scales 

pertaining to supplier social responsibility. To this end this thesis did the following. 

First, an extensive literature scan was undertaken to identify the relevant information 

relating to SSR in conceptual and definitional terms in an effort to set the stage for this 

research. Second, studies relevant to scale development research in the broader 

social responsibility fields in general and SSR sub-field in particular were reviewed. 

Third, a preliminary list of scales tor measuring SSR was developed through the 

qualitative research technique, namely a literature review, focus group, interviews with 

experts, and measuring face validity. These scales were then integrated into a 

quantitative questionnaire to collect data so that the underlying dimensions of SSR 

were revealed, using sophisticated statistical techniques such as principal component 

analysis (both exploratory and confirmatory) and structural equation modelling to 

validate and establish the scale. Fourth, the data analysis involved extensive research 

into the formation of valid scales by looking at the best possible measurement scales 

following continuous adjustments to the items that represent each of the SSR scales.  

 

Fifth and finally, the refined dimensions established the validated scales for 

SSR. Initially, nine measurement scales emerged from the qualitative phase of this 

research. However, the quantitative phase witnessed the emergence of ten scales 

where one particular scale - ‘community-driven supplies’ - resulted into two separate 

scales so the end result was ten validated SSR scales. These two scales were named 

‘community welfare-driven supplies’ and ‘community philanthropy-driven supplies’. 

The ten validated SSR measurement scales were introduced into the scale 

development literature: (1) legal compliance-based supplies, (2) ethics oriented 
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supplies, (3) environmentally friendly supplies, (4) supply of healthy products, (5) 

disseminating correct information to buyers, (6) community welfare-driven supplies, 

(7) supply of safe products, (8) buyer social demand-based supplies, (9) sustainable 

These labels contribute to generating new knowledge about this subject, especially 

scales to measure SSR in a variety of global contexts.   

 

To sum up, this research focuses on scale development for measuring SSR in 

general and Bangladesh in particular with reference to the SSR practices in the 

internationally oriented garment sector.  In this sense, the measurement scales 

validated from this research are also likely to be applicable internationally because 

socially responsible supplies of Bangladesh garment manufacturers are in fact shaped 

and influenced by the needs and expectations of their foreign buyers.  This proposition, 

is however, subject to further study. 

5.2 Contribution of the study  

This research has made significant contributions to knowledge in terms of both theory 

and practice. These are explained in more detail below.  

5.2.1 Contribution to practice 

The proposed research makes several contributions to practice. First, SSR 

scales will provide suppliers with a framework to empirically assess their level and 

extent of social responsibility to their clients and society at large, and how and where 

they need to improve their socially responsible actions. Utilizing those scales, supplier 

can self- assess their level of social responsibility and the gaps in ensuring those 

responsibility, which would provide the suppliers with a guideline to improve their 

social performance.  Second, SSR scales will act as guidelines for suppliers to act 
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responsibly in an increasingly competitive market at the domestic and international 

levels. Therefore, these scales will assist suppliers to improve their performance 

towards achieving competitive advantage in the market. Third, application of SSR 

scales will be instrumental for suppliers to position their businesses in the market as 

an informed and competitive stakeholder group by using socially responsible 

behaviour. Fourth, the SSR scale will help suppliers to build a strong relationship with 

buyers, who are willing to obtain goods and services from the suppliers committed to 

socially responsible causes. Suppliers proactive actions to improve the social 

performance by using those scales will assist them in building consumer trust (Quazi 

et al, 2018) leading to improved buyer-seller relationship (Ampe-N’DA, et al., 2020).  

Fifth, SSR will help suppliers improve their customer rating in social and economic 

terms. Finally, SSR scales will enable suppliers to gain a competitive advantage in the 

market over those suppliers who do not care about their social obligations to buyers 

as well to the wider society. 

 5.2.2 Contribution to theory 

Outcomes of this novel research on supplier social responsibility make 

significant contributions to theory about social responsibility of a critical 

stakeholder group. First, this research addresses the conceptualisation and 

measurement issues and comes up with ten empirically validated quantitative 

scales to measure supplier social responsibility in the context of an emerging 

market economy. These unique scales add a new dimension to the social 

responsibility field and provide a tool for assessing suppliers’ obligations to their 

clients and to the community. These supplier social responsibility dimensions 

will be instrumental in making contributions to advancement of the concept of 
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social obligations of supplier, thereby setting the stage for advancement of 

possible theory development in this area of significant importance to both 

suppliers, their buyers and the community. Second, this research contributes a 

set of measurement scale for assessing social responsibilities of suppliers 

which is an added domain within the broader stakeholder context in general 

and in the marketing systems in particular. Third, this research contributes to 

enrichment of our knowledge towards an input into possible theory building in 

this nascent area along with other theoretical underpins within the broader 

social responsibility domain. 

5.3 Novelty of this research:  

Novelty of the research has been reflected in terms of development of a sub-

domain within the social responsibility field, empirical validation of SSR scales as well 

as validation of the scales in a transitional market setting such as Bangladesh.  

First, novelty of the research lies in pioneering a study in the SSR sub-domain 

having relevance to supply chain sustainability. Prior research was mainly devoted to 

the realm of corporate social responsibility in broader terms, thereby neglecting the 

specific social responsibility of various members of stakeholder groups including SSR.   

  Second novelty of this research is reflected in the development of some unique 

components of SSR such as sustainable supply, buyer-social demand-based supply, 

as well as community development-based supply which add to our existing knowledge 

in the realm of social responsibility. Finally, the contextual background of this research 

in Bangladesh garments setting represents a unique research enterprise as no prior 

research has been devoted to development of SSR scales in the context of developing 

countries.  
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5.4 Limitations and future potentials  

This research has a number of limitations that need to be taken into account 

when generalising the findings. First, there is no specific theory that is directly related 

to the topic area, so a number of theories were utilised to expand on areas of social 

responsibility as the basis for supplier social responsibility. Second, this thesis focuses 

on and collects data from one dominant garment industry in a developing country, 

Bangladesh, which is experiencing sustained economic growth in recent times (over 

7% per year) and suppliers play a significant role in such development. Third, this 

study does not measure the impact of the SSR scale on business performance which 

is understandable given the time and resource constraints. 

 

Since this study develops a structured, measured and validated list of factors 

representing SSR, future research can utilise this scale to measure SSR in other 

developing and developed countries within Asia and beyond. Future studies can also 

compare the outcomes of this thesis with what future analyses may find, and then 

generalise the findings of this research internationally. Future research should collect 

panel data on the scale items to develop an index for assessing socially responsible 

suppliers. In addition, future research can apply the scales in industries beyond the 

garments sector for cross validation of the scales. Also, further research on the context 

of “Garments industry of Bangladesh” can focus on designing strategies for supply 

chain sustainability of garments industry through utilizing the measurement scales of 

supplier social responsibility. 
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5.5 Ethical considerations 

Ethical standard is maintained and clearly specified while conducting this research 

in terms of confidentiality, informed consent and information sharing. This study 

ensures privacy of target respondents through making the whole process of data 

collection unanimous. A formal ethics application is made to the University of Canberra 

and data collection is undertaken in accordance with the ethics approval. The following 

issues are given full consideration in course of this research: 

• Privacy of the of the respondents 

• Consent and possible deception of participants 

• Reactions of the participants. 
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Appendices 

Appendix 1: Quantitative questionnaire 
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Appendix 2: Focus Group Questionnaire 

Participant Information Form 

 

Project Title 

Developing measurement scales for assessing supplier social 
responsibility (SSR) 

Researcher 

Jakir Talukder 

BGL 

 

jakir.talukder@canberra.edu.au 

 

Project Aim 

This research project aims to develop a measurement scale on supplier social responsibility. 

The development of scale will help advancement of research in this novel area by enriching 

the theory of social responsibility. 

Benefits of the Project 

The information gained from the research will benefit suppliers in informing themselves of their 

social obligations to their customers. Furthermore, the scales will guide suppliers in developing a 

code of conduct for behaving in a socially responsible manner. The customers will also be informed 

of the type of responsibilities that suppliers are supposed to undertake. 

General Outline of the Project 

The project will focus on suppliers’ perception of their responsibilities to their customers as well as 

to the community in which they operate. The data for this study will be collected from suppliers of 

garment sector located in Bangladesh. The methodology will consist of both qualitative and 

quantitative techniques.  The resulting outcomes would be a scale to measure supplier social 

responsibility which will fill up the gap in the literature and contribute to deepening and broadening 

our knowledge of the measurement mechanism of supplier social responsibility. 

Participant Involvement 

Participants who agree to participate in the research will be asked to: 

1. Participate in the study in terms of participating in the qualitative and quantitative phases of 

this research in particular 

2. Participate in the focus group discussion, expert opinion 

3. Participate in expert opinion 

4. Complete the quantitative questionnaire 
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Participation in the research is completely voluntary and participants may, without any penalty, 

decline to take part or withdraw at any time without providing an explanation or refuse to answer a 

question.  

Confidentiality 

Only the researcher/s will have access to the individual information provided by participants. Privacy 

and confidentiality will be assured at all times. The research outcomes may be presented at 

conferences and written up for publication. However, in all these publications, the privacy and 

confidentiality of individuals will be protected. 

Anonymity 

All reports and publications of the research will contain no information that can identify any 

individual and all information will be kept in the strictest confidence. 

Data Storage 

The information collected will be stored securely on a password protected computer throughout the 

project and then stored at the University of Canberra for the required five year period after which it 

will be destroyed according to university protocols.  

Ethics Committee Clearance 

The project has been approved by the Human Research Ethics Committee of the University of 

Canberra (HREC – insert number here).  

Queries and Concerns 

Queries or concerns regarding the research can be directed to the researcher and/or supervisor. Their 
contact details are at the top of this form. You can also contact the University of Canberra’s Research 
Ethics & Integrity Unit. You can either contact Mr Hendryk Flaegel via phone 02 6201 5220, Ms 
Maryanne Simpson via phone 02 6206 3916 or email humanethicscommittee@canberra.edu.au. 

 

If you would like some guidance on the questions you could ask about your participation please refer 

to the Participants’ Guide located at http://www.canberra.edu.au/ucresearch/attachments/pdf/a-

m/Agreeing-to-participate-in-research.pdf  

mailto:humanethicscommittee@canberra.edu.au
http://www.canberra.edu.au/ucresearch/attachments/pdf/a-m/Agreeing-to-participate-in-research.pdf
http://www.canberra.edu.au/ucresearch/attachments/pdf/a-m/Agreeing-to-participate-in-research.pdf
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Consent Form 

 

Project Title 

Developing measurement scales for assessing supplier social responsibility 

(SSR) 

 

Consent Statement 

 

I have read and understood the information about the research. I am not aware of any 

condition that would prevent my participation, and I agree to participate in this project. I 

have had the opportunity to ask questions about my participation in the research. All 

questions I have asked have been answered to my satisfaction. 

Please indicate whether you agree to participate in each of the following parts of the 

research (please indicate which parts you agree to by putting a cross in the relevant 

box):   

 Complete a questionnaire.  

 Participate in an interview with the researcher.  

 

Name……………………………………………………………………….…………………

…........…  

 

Signature………….........................................................…………………… 

 

Date …………………………………. 

 

A summary of the research report can be forwarded to you when published. If you 

would like to receive a copy of the report, please include your mailing (or email) 

address below. 

Name…………………………………………………………………………….……………..

...… 

Address………………………………………..……………………………………….………

…… 

……………………………………………………………………………………………….....

…… 
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FOCUS GROUP DISCUSSION QUESTIONS 

 

1. What are your general ideas about supplier social responsibility? 

2. What is your opinion about the definition supplier social responsibility? 

3.  What is your opinion about the following dimensions and the statements 

representing each dimension that the literature review and researchers 

experience revealed?  

 

Supply of environmentally friendly products: 

1. Suppliers should deliver products/services that are good for the environment. 

2. Supplier should describe themselves as environmentally responsible 

suppliers.  

3. Suppliers should try to protect environment at any cost. 

4. Suppliers should not supply those products/services which imbalance the 

environment.  

5. Supplier should supply the ecologically friendly products. 

6. Suppliers should incorporate environment concerns in their business 

operations. 

7. Suppliers take any decisions by considering the environmental impacts. 

8. Supplier should minimize the environmental impact on their supply operations 

9. Any other items that come to your mind 

Community driven supplies  

1. Suppliers should supply those product/services that benefits the community. 

2. Supplier should support for the welfare programs for the community 

3. Ensuring the benefit of community is suppliers’ social obligation 

4. Suppliers should help to improve the quality of life in the communities. 

5. Suppliers should incorporate the interests of the communities in their supply 

strategy. 

6. Suppliers should keep in mind the community development issues when 

making supply. 

7. Supplier should preserve jobs in the region in which they operate to ensure their 

social responsibility 

8. Suppliers should donate to community organizations as their social obligation. 

9. Supplier should donate excess or obsolete inventory to charity 

10. Any other items that come to your mind 

 

Disseminating correct information to buyers  

1. Sharing the accurate information to buyers is suppliers’ obligation.  

2. Suppliers should disclose correct product information to buyers.  

3. Suppliers should provide full and accurate information to all customers. 
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4. Suppliers should ensure the transparency of information they provide to their 

customers 

5. Suppliers should not provide any information to their buyers which is untrue. 

6. Suppliers should take caution in providing accurate information to clients.  

7. Any other items that come to your mind 

 

 

Supply of safe product/ services 

1. Suppliers will not supply any products or services that are harmful for general 

people.  

2. Suppliers should avoid delivering harmful product 

3. Suppliers should supply any product or services that are not safe.  

4. Suppliers should ensure that products or services they supply are safe. 

5. Suppler should take safety issues seriously in supplying goods and services to 

customers.  

6. Any other items that come to your mind 

 

 Supply of heathy products 

1.  Suppliers should source healthy products for supplies. 

2.  Suppliers need to deliver healthy product to the buyer 

3. Supplying healthy products is suppliers’ social obligation.  

4. Suppliers should not deliver any product or services that are unhealthy. 

5. Suppliers should make sure that the products they deliver are healthy.  

6. Any other items that come to your mind 

  

Ethics oriented supplies  

1. Suppliers should follow the ethical code while supplying. 

2. Suppliers should not supply any product that are unethical. 

3. Suppliers should maintain the ethical standards in supplying products to customers 

4. Suppliers should ensure that they supply those products that are demanded by 

buyers on ethical considerations.  

5. Suppliers should be obliged to supply ethical based products to their customers. 

6. Ethical supply should be the social obligation of suppliers 

7. Any other items that come to your mind 

Legal compliance-based supplies  

1. Supplies should follow the legal requirements in supplies.  

2. Suppliers should not to supply those products/ services that are prohibited by 

law. 

3. Supply should follow all rules and regulation concerning supply. 

4. Following the rules and regulation of supplies should be the suppliers’ social 

obligation 
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5. Knowing the legal requirements of supplying is suppliers’ social responsibility. 

6. Suppliers should not break the rules and regulation relating with supplies.   

7. Any other items that come to your mind 

 

Sustainable supplies 

1. Suppliers need to supply those products or services that have long term 

benefits. 

2. Suppliers should not do those activities that will not sustain in the long run. 

3. Suppliers need to ensure the sustainable products in their supplies.  

4. Suppliers should ensure that their policies relating to supply will sustain in the 

long run.  

5. Sustainable supplies are a social obligation of suppliers. 

6. The process of supplying should be sustainable. 

7. Any other items that come to your mind 

 

Buyer social demand-based supplies 

1. Suppling products based on customers social demand is the social obligation 

of suppliers. 

2. Suppliers should know the social needs of buyers before supplying. 

3. Demand identification of buyers is suppliers’ social obligation. 

4. Suppliers should not supply those products that are not consistent with buyers 

social demand. 

5. Knowing the social demand of buyers is suppliers’ social responsibility. 

6. Any other items that come to your mind 

 

4. Any other supplier social responsibility come to your mind. Which are those other social 

responsibilities? Which statements can represent those dimensions (Social responsibility)?  

The outcomes relating to the above questions will be reflected in the revised 
dimensions and the concerning statements will be passed on to the expert panel for 
their comments. The opinion of the expert panels will then be incorporate in the revised 
dimensions and statements therein. These revised dimensions and the statements 
describing each dimension will be further verified through a panel of academics and 
research students in the relevant field.  

The final dimensions and the respective statements will then be emerged through the 
above qualitative methods. The final questions will be included into questionnaire 
when the final questions on dimensions of supplier social responsibility will emerge 
from the above qualitative phase. Therefore, the section dealing with the dimensions 
of supplier social responsibility will be kept blank in the questionnaire attached to this 
application. 
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Appendix 3 : CFA models 

 

 

  CFA model 1 
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 Final CFA model 
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Appendix 4: Standardised regression weights  

Items Code  Dimensions code Estimate S.E. C.R. P Label 

a_a_efp5 <--- Environmental_friendly_supplies 1.062 .099 10.721 *** par_1 

a_a_efp3 <--- Environmental_friendly_supplies 1.131 .106 10.634 *** par_2 

a_a_efp2 <--- Environmental_friendly_supplies 1.131 .096 11.802 *** par_3 

a_a_efp1 <--- Environmental_friendly_supplies 1.000     

a_b_cds6 <--- Community_welfaredriven_supplies .993 .092 10.813 *** par_4 

a_b_cds5 <--- Community_welfaredriven_supplies .981 .094 10.480 *** par_5 

a_b_cds3 <--- Community_welfaredriven_supplies 1.000     

a_b_cds9 <--- community_philantrophicdriven_supplies 1.000     

a_b_cds8 <--- community_philantrophicdriven_supplies .895 .107 8.362 *** par_6 

a_b_cds7 <--- community_philantrophicdriven_supplies .910 .122 7.471 *** par_7 

a_c_dci4 <--- dissiminating_correct_information 1.000     

a_c_dci3 <--- dissiminating_correct_information 1.111 .077 14.393 *** par_8 

a_c_dci2 <--- dissiminating_correct_information 1.000     

a_c_dci6 <--- dissiminating_correct_information .845 .067 12.677 *** par_9 

a_d_ssp1 <--- safety_prodcut_supplies 1.000     

a_d_ssp2 <--- safety_prodcut_supplies .958 .135 7.080 *** par_10 

a_d_ssp4 <--- safety_prodcut_supplies 1.313 .153 8.584 *** par_11 

a_d_ssp5 <--- safety_prodcut_supplies 1.101 .138 8.002 *** par_12 

a_e_shp1 <--- supply_healthy_prodcuts 1.000     
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Items Code  Dimensions code Estimate S.E. C.R. P Label 

a_e_shp2 <--- supply_healthy_prodcuts .968 .042 22.846 *** par_13 

a_e_shp4 <--- supply_healthy_prodcuts 1.012 .043 23.271 *** par_14 

a_f_eos1 <--- ethics_oriented_supplies 1.000     

a_f_eos3 <--- ethics_oriented_supplies 1.005 .057 17.774 *** par_15 

a_f_eos4 <--- ethics_oriented_supplies .920 .068 13.607 *** par_16 

a_f_eos5 <--- ethics_oriented_supplies .970 .060 16.287 *** par_17 

a_f_eos6 <--- ethics_oriented_supplies .955 .056 17.049 *** par_18 

a_g_lcs2 <--- legal_complience_based_supplies 1.025 .048 21.148 *** par_19 

a_g_lcs3 <--- legal_complience_based_supplies .975 .050 19.386 *** par_20 

a_g_lcs4 <--- legal_complience_based_supplies .863 .057 15.056 *** par_21 

a_g_lcs6 <--- legal_complience_based_supplies 1.000     

a_h_ss2 <--- sustainable_supplies 1.000     

a_h_ss3 <--- sustainable_supplies 1.009 .054 18.570 *** par_22 

a_h_ss4 <--- sustainable_supplies .810 .065 12.491 *** par_23 

a_i_bsd5 <--- buyer_demand_based_supplies 1.000     

a_i_bsd4 <--- buyer_demand_based_supplies .732 .067 11.004 *** par_24 

a_i_bsd3 <--- buyer_demand_based_supplies 1.034 .083 12.497 *** par_25 
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Code  Dimensions Estimate 

a_a_efp5 <--- Environmental_friendly_supplies .772 

a_a_efp3 <--- Environmental_friendly_supplies .766 

a_a_efp2 <--- Environmental_friendly_supplies .854 

a_a_efp1 <--- Environmental_friendly_supplies .752 

a_b_cds6 <--- Community_welfaredriven_supplies .793 

a_b_cds5 <--- Community_welfaredriven_supplies .766 

a_b_cds3 <--- Community_welfaredriven_supplies .775 

a_b_cds9 <--- community_philantrophicdriven_supplies .680 

a_b_cds8 <--- community_philantrophicdriven_supplies .769 

a_b_cds7 <--- community_philantrophicdriven_supplies .643 

a_c_dci4 <--- dissiminating_correct_information .824 

a_c_dci3 <--- dissiminating_correct_information .847 

a_c_dci2 <--- dissiminating_correct_information .670 

a_c_dci6 <--- dissiminating_correct_information .772 

a_d_ssp1 <--- safety_prodcut_supplies .612 

a_d_ssp2 <--- safety_prodcut_supplies .618 

a_d_ssp4 <--- safety_prodcut_supplies .845 

a_d_ssp5 <--- safety_prodcut_supplies .735 

a_e_shp1 <--- supply_healthy_prodcuts .939 

a_e_shp2 <--- supply_healthy_prodcuts .914 

a_e_shp4 <--- supply_healthy_prodcuts .920 

a_f_eos1 <--- ethics_oriented_supplies .890 

a_f_eos3 <--- ethics_oriented_supplies .878 

a_f_eos4 <--- ethics_oriented_supplies .762 

a_f_eos5 <--- ethics_oriented_supplies .841 

a_f_eos6 <--- ethics_oriented_supplies .860 

a_g_lcs2 <--- legal_complience_based_supplies .933 

a_g_lcs3 <--- legal_complience_based_supplies .899 

a_g_lcs4 <--- legal_complience_based_supplies .797 

a_g_lcs6 <--- legal_complience_based_supplies .896 

a_h_ss2 <--- sustainable_supplies .938 

a_h_ss3 <--- sustainable_supplies .904 

a_h_ss4 <--- sustainable_supplies .714 

a_i_bsd5 <--- buyer_demand_based_supplies .853 
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Code  Dimensions Estimate 

a_i_bsd4 <--- buyer_demand_based_supplies .732 

a_i_bsd3 <--- buyer_demand_based_supplies .832 
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Appendix 5: Literature relating to scale development indices including the present study 

SL 
Author 
(Year) 

Research 
domain 

General Fit Index Incremental fit indices Absolute 
Fit indices 

Model fit indices 
Analyzing 
methods 

  

    P
ro

b
ab

ility 
o

f C
h

i-
sq

u
are

 
valu

e 

D
f 

C
h

i-sq
u

are 

C
M

IN
/D

F 

R
M

SEA
 

C
FI 

IFI 

TFI 

R
M

R
 

SR
M

R
 

N
N

FI 

P
C

FI 

P
N

FI 

N
FI 

G
FI 

A
G

FI 

1 

Q
u

az
i e

t 
al

. (
2

0
1

6
) 

C
o

n
su

m
er

 S
o

ci
al

 
R

es
p

o
n

si
b

ili
ty

 (
C

n
SR

)  Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

_ Ye
s 

Ye
s 

Ye
s 

Ye
s 

_ _ _ Model Fit:                                 
X2 /df <= 3 (Byrne, 2001); 
CFI>= 0.90  (Byrne, 1998); 
RMSEA <=0.80 (Browne 
and 
Cudeck, 1993);                   
NNFI >= 0.90 (Bentler and 
Bonnet, 1980);                 
PNFI>= 0.50 (Byrne, 1998);    
PCFI>= 0.50 (Byrne, 1998) 

EFA, CFA, 
Validity, 

Reliability 

2 

P
a
p

a
d
a
s
 e

t 
a

l.
 

(2
0
1
7
) 

G
re

en
 

M
ar

ke
ti

n
g 

O
ri

en
ta

ti
o

n
 Ye

s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

  Ye
s 

_ _ _ _ _ _ Ye
s 

_ CFA model fit:                             
RMSEA <=0.80;                  
CFI>= 0.90; TLI>= 0.90       
SEM Model Fit:                             
CFI>= 0.95, GFI>=0.90; 
RMSEA>=0.10   

Single Factor 
CFA, Reliability 

and Validity, 
CFA, SEM, 
Validity, 

Reliability 



 

136 

SL 
Author 
(Year) 

Research 
domain 

General Fit Index Incremental fit indices Absolute 
Fit indices 

Model fit indices 
Analyzing 
methods 

  

    P
ro

b
ab

ility 
o

f C
h

i-
sq

u
are

 
valu

e 

D
f 

C
h

i-sq
u

are 

C
M

IN
/D

F 

R
M

SEA
 

C
FI 

IFI 

TFI 

R
M

R
 

SR
M

R
 

N
N

FI 

P
C

FI 

P
N

FI 

N
FI 

G
FI 

A
G

FI 

3 

R
ai

n
y 

et
 a

l. 
(2

0
1

2
) 

So
ci

al
ly

 r
e

sp
o

n
si

b
le

 
su

p
p

lie
r 

d
ev

el
o

p
m

en
t Ye

s 

Ye
s 

Ye
s 

Ye
s 

  Ye
s 

_ _ _ _ Ye
s 

_ _ Ye
s 

Ye
s 

Ye
s 

Single factor model fit:        
GFI>= 0.95; AGFI>=0.90, 
CFI>=0.95, NFI>=0.90, 
NNFI>=0.90                                    
CFA model fit:                         
P- Value <=0.05; 
Cronbach's alpha >=0.70; 
factor loading >=0.65; 
AVR>=0.50.                            

Single Factor 
EFA, CFA, EFA, 
CFA, Validity, 
Reliability 

4 

R
ah

m
an

 e
t 

al
. (

2
0

1
6

).
 

C
o

n
su

m
er

 
p

er
ce

p
ti

o
n

 
B

as
ed

 C
SR

 
In

 t
o

u
ri

sm
 

in
d

u
st

ry
 Ye

s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

_ _ _ _ _ Ye
s 

Ye
s 

_ Model Fit:                            
GFI>=0.90, CFI>=0.90, 
RMSEA<=0.060  

EFA, CFA, 
Validity, 
Reliability 

5 

A
lv

ar
ad

o
-

H
er

re
ra

 e
t 

al
. 

(2
0

1
7

) 

C
o

n
su

m
er

 
p

er
ce

p
ti

o
n

 
B

as
ed

 C
SR

 in
 

su
st

ai
n

ab
le

 
d

ev
el

o
p

m
en

t Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

_
 

_
 

_
 

Ye
s 

_
 

_
 

Ye
s 

_
 

_
 Model Fit:                             

CFI>=0.90, RMSEA<=0.060, 
NFI>= 0.80, NNFI>=0.90, 
IFI>=0.90  

EFA, CFA, 
reliability, 

validity 

6 

Ö
b

er
se

d
er

 
et

 a
l. 

(2
01

4)
 

C
o

n
su

m
er

 
p

er
ce

p
ti

o
n

 
B

as
ed

 C
SR

 Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

_
 

_
 

_
 

_
 

_
 

_
 

_
 

_
 

_
 

_
 Model Fit:                             

CFI>=0.90, RMSEA<=0.060 
EFA, CFA, 
reliability, 

validity and SEM 



 

137 

SL 
Author 
(Year) 

Research 
domain 

General Fit Index Incremental fit indices Absolute 
Fit indices 

Model fit indices 
Analyzing 
methods 

  

    P
ro

b
ab

ility 
o

f C
h

i-
sq

u
are

 
valu

e 

D
f 

C
h

i-sq
u

are 

C
M

IN
/D

F 

R
M

SEA
 

C
FI 

IFI 

TFI 

R
M

R
 

SR
M

R
 

N
N

FI 

P
C

FI 

P
N

FI 

N
FI 

G
FI 

A
G

FI 

7 

Tu
rk

er
 

(2
0

0
9

) 

C
SR

 _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ Model Fit:                           
Factor loading>-0.70.  

EFA, reliability 
and validity 

8 

Lu
o

 (
2

0
1

8
) 

C
SR

 s
ca

le
 in

 
To

u
ri

sm
 

in
d

u
st

ry
 Ye

s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

_
 

_
 

Ye
s 

_
 

_
 

Ye
s 

Ye
s 

_
 Model Fit: P-value<0.05, 

CFI>=0.80, RMSEA<=0.060, 
NFI>= 0.80, NNFI>=0.80, 
IFI>=0.80, GFI>=0.80, 
AVE>0.50, Cronbach's 
alpha> 0.70 

EFA, CFA, 
reliability, 

validity and SEM 

9 

Ly
n

n
 

Su
d

b
u

ry
 e

t 
al

. (
2

0
1

6
) 

Et
h

ic
al

 
m

in
d

ed
 

co
n

su
m

er
 

b
eh

av
io

r Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

_ _ _ _ _ _ _ _ Model Fit:                             
CFI, NFI, NNFI, IFI, TFI 
should be close to 0.95; 
AVE>0.50, CR>0.70, P-
value<0.05. 

EFA, CFA, 
reliability, 

validity 

10 

M
an

i e
t 

al
. (

2
01

8
) 

So
ci

al
 

su
st

ai
n

ab
ili

ty
 in

 
su

p
p

ly
 c

h
ai

n
 Ye

s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

            Ye
s 

Ye
s 

Ye
s 

Model Fit: GFI>= 0.90; 
AGFI>=0.85, CFI>=0.90, 
NFI>=0.90, NNFI>=0.90, P- 
Value <=0.05; Cronbach's 
alpha >=0.70; factor 
loading >=0.65; 
AVR>=0.50. 

EFA, CFA, 
reliability, 

validity 



 

138 

SL 
Author 
(Year) 

Research 
domain 

General Fit Index Incremental fit indices Absolute 
Fit indices 

Model fit indices 
Analyzing 
methods 

  

    P
ro

b
ab

ility 
o

f C
h

i-
sq

u
are

 
valu

e 

D
f 

C
h

i-sq
u

are 

C
M

IN
/D

F 

R
M

SEA
 

C
FI 

IFI 

TFI 

R
M

R
 

SR
M

R
 

N
N

FI 

P
C

FI 

P
N

FI 

N
FI 

G
FI 

A
G

FI 

11 

Th
is

 r
es

ea
rc

h
 

Su
p

p
lie

r 
so

ci
al

 
re

sp
o

n
si

b
ili

ty
  Ye

s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

      Ye
s 

Ye
s 

Ye
s 

Ye
s 

Ye
s 

Model Fit:                               
Chi-square significance 
level (P-value)<0.05, 
CMIN/DF<=0.20, 
CFI>=0.90,   IFI>=0.90, 
TFI>=0.90, GFI>=0.80, 
NFI>=0.80, 
RMSEA<=0.060,AVE>=0.50, 
CR>=0.70, factor 
loading>=0.50 

Single EFA, 
Single CFA, EFA, 
CFA, Reliability 

and validity 
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