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Abstract
This dissertation investigates the dynamic relationship between Corporate Social Responsibility (CSR) and Brand Loyalty (BL) within Hong Kong’s banking sector, emphasizing the mediating roles of Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI). Adopting a mixed-methods approach, including focus groups and a survey of 350 banking customers, the study applies Social Exchange Theory to understand how CSR initiatives foster deeper customer engagement. Quantitative analyses reveal that Customer Trust is the strongest mediator linking CSR to brand loyalty, while Brand Image and Customer Satisfaction also play significant mediating roles. Furthermore, demographic factors such as age, profession, and marital status moderate customer responses to CSR initiatives. The findings underscore the strategic importance of authentic CSR engagement in cultivating long-term brand loyalty and strengthening competitive advantage in a socially conscious market. Practical recommendations include embedding CSR into core brand identity, strengthening transparency through clear, measurable reporting, and designing CSR programs tailored to key demographic segments. However, the research acknowledges several limitations, including the use of non-probability snowball sampling, potential self-reporting bias, and the cross-sectional design that restricts longitudinal insights. Despite these limitations, the study provides strong empirical support from the underexplored Hong Kong banking context, positioning CSR as a catalyst for enduring loyalty when integrated with trust-building and brand enhancement strategies. The conclusion affirms that CSR is not merely a reputational tool but a critical driver of customer trust, satisfaction, brand image, and long-term loyalty, offering valuable theoretical and managerial implications for the financial services sector.
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1. Introduction
This chapter outlines the foundation of the study by introducing the research background, purpose, and significance of exploring the relationship between Corporate Social Responsibility (CSR) and Brand Loyalty (BL) in Hong Kong’s banking sector. It highlights the role of Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI) as mediating factors. The chapter also presents the research objectives, questions, and structure of the dissertation, providing a roadmap for understanding how CSR initiatives can influence customer loyalty in a competitive financial environment.

1.1 Research Background
[bookmark: OLE_LINK4]Corporate Social Responsibility (CSR) has evolved into a fundamental element of banking strategies worldwide. Beyond profit-making, banks are now expected to contribute to environmental protection, social equity, and ethical governance—driven by rising stakeholder expectations, regulatory frameworks, and the long-term value of sustainability (Carroll & Shabana, 2010).

Globally, financial institutions increasingly acknowledge their societal roles, integrating CSR into their core operations (Freeman et al., 2010). CSR has shifted from being a peripheral concern to becoming a central business function, reflecting a broader understanding that banks have responsibilities extending beyond financial performance.

This study seeks to explore how CSR initiatives can be strategically leveraged to strengthen customer loyalty in the Hong Kong banking sector. By examining the mediating effects of customer trust, customer satisfaction, and brand image, the research offers both theoretical contributions and actionable insights for practitioners.

CSR refers to an organization’s ethical commitment to sustainable development, aiming to balance stakeholder interests—ranging from customers and employees to communities and the environment (Carroll & Shabana, 2010). In banking, this includes environmental efforts, community engagement, and transparent governance (Freeman et al., 2010).

In Hong Kong, recent developments underscore the growing relevance of CSR. The Hong Kong Monetary Authority (HKMA) affirms its commitment to “supporting the wider community and protecting the environment,” reflecting the broader shift in industry expectations (HKMA, 2020). Research from the Hong Kong Association of Banks (HKAB) emphasizes the need for banks to assess the effectiveness of CSR efforts and allocate resources efficiently, noting that CSR plays a significant role in customer decision-making (HKAB, 2023).

Furthermore, a recent study by Ha et al. (2024) found that CSR activities—particularly those focused on customer service and environmental responsibility—have a more substantial influence on customers than broader societal campaigns. These findings highlight the importance of aligning CSR with customer expectations to build brand loyalty.

By focusing on how CSR affects loyalty through trust, satisfaction, and brand image, this research aims to provide practical recommendations for banks to refine their CSR strategies and foster deeper, more enduring customer relationships.

1.1.1 Global Overview of CSR in the Banking Industry
The global banking sector has significantly transformed its approach to Corporate Social Responsibility (CSR) over recent decades. Initially focused on philanthropy, banks now integrate CSR into core business strategies, recognizing its influence on risk management, brand reputation, and financial performance (McWilliams & Siegel, 2001). This shift highlights the understanding that sustainable practices are both ethical and financially beneficial (Porter & Kramer, 2006).
A major driver of this change is the growing emphasis on Environmental, Social, and Governance (ESG) criteria, which are now crucial in evaluating a bank’s long-term success and ethical standing (Eccles et al., 2014). The Net-Zero Banking Alliance (NZBA), launched by the United Nations, reflects the industry’s commitment to aligning lending and investment portfolios with net-zero emissions by 2050. By September 2024, the NZBA had 144 members, mainly from Europe, showcasing the region’s leadership in sustainable finance (KPMG International, 2020).
Banks increasingly publish transparent CSR reports following international standards like the Global Reporting Initiative (GRI) and the Task Force on Climate-related Financial Disclosures (TCFD) recommendations (KPMG International, 2020).

1.1.2 CSR Practices Among Leading Global Banks 
CSR is a key part of the strategies of the world’s largest banks. The term "top 15 global banks" refers to financial institutions ranked by total assets, reflecting their size, market influence, and operational scale (Wu & Shen, 2013). These banks, mainly from China, the United States, and Europe, manage trillions of dollars in assets, positioning them as leaders in promoting sustainable finance and CSR initiatives worldwide (KPMG International, 2020).
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1.2 Research Motivation 
In today’s competitive environment, Corporate Social Responsibility (CSR) has become a key driver of customer behavior and loyalty. In Hong Kong’s banking sector, growing stakeholder expectations and increased scrutiny of ethical practices have pushed banks to adopt more responsible conduct. As customers become more socially conscious, they expect banks to deliver not only financial services but also contribute positively to society and the environment.

This study is motivated by CSR’s evolving role as a strategic asset rather than a peripheral function. In Hong Kong’s saturated banking market, CSR helps banks enhance brand identity, deepen customer engagement, and build lasting loyalty. Customers increasingly prefer institutions that reflect their social and ethical values.

To highlight CSR’s global momentum, Figure 1 presents the CSR Innovation Map by StartUs Insights (2023), showcasing top trends such as sustainability, diversity, and employee engagement, based on data from 676 startups—reinforcing the need for Hong Kong banks to align with global CSR innovations.
[bookmark: _Toc196674249]Figure 1: Global CSR Trends
[image: ]
Source: StartUS Insights (2023)
By examining how CSR influences brand loyalty through customer trust, satisfaction, and brand image, this study provides valuable insights for banks aiming to differentiate themselves and strengthen customer relationships in an increasingly socially conscious market. Hong Kong’s banking sector, as a leading global financial center, has shown growing dedication to Corporate Social Responsibility. Banks in the region are increasingly integrating sustainability, ethical governance, and social responsibility into their strategic priorities in response to rising stakeholder expectations and evolving regulatory demands. The Hong Kong Monetary Authority (HKMA) has played a key role in advancing sustainable finance, reinforcing Hong Kong’s reputation as a responsible financial hub.

This section highlights the CSR efforts of five major banks in Hong Kong—HSBC Hong Kong, Hang Seng Bank, Bank of China (Hong Kong), Standard Chartered Hong Kong, and ICBC Asia—as shown in Table 2. These banks were selected based on total asset size, reflecting their influence within the sector. According to KPMG’s Hong Kong Banking Report 2023, HSBC leads with assets exceeding HKD 10 trillion, followed by Bank of China (HK) at HKD 3.4 trillion, Standard Chartered at HKD 2.5 trillion, Hang Seng at HKD 1.9 trillion, and ICBC Asia near HKD 924 billion.
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Corporate Social Responsibility (CSR) is now central to both global and Hong Kong banking sectors, reflecting a broader move toward sustainable, responsible practices. While global banks invest heavily in environmental and social initiatives, Hong Kong banks are aligning with international standards and localizing their efforts. CSR not only meets regulatory demands but also builds customer trust and loyalty, positioning banks for long-term success and sustained competitive advantage.


[bookmark: _Toc185527870]1.3 Research Problems
Corporate Social Responsibility (CSR) is increasingly viewed as a key factor in enhancing customer loyalty in the banking industry (Luo & Bhattacharya, 2006). However, little research has examined how CSR operates in the context of Hong Kong banking, especially in relation to the combined influence of Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI).

This research identifies the following key problems:
1.  Although many banks in Hong Kong have adopted CSR initiatives, it remains unclear whether these efforts genuinely influence customer perceptions and behaviors, particularly in terms of brand loyalty.
2. There is limited research examining how CSR initiatives directly and indirectly influence customer brand loyalty in the banking sector.
3. The connection between CSR initiatives and brand loyalty through the roles of customer trust, customer satisfaction, and brand image has not been thoroughly examined in the context of Hong Kong’s banking industry.
4. The effectiveness of CSR communication strategies in enhancing customer engagement and loyalty has not been adequately assessed.
5. Demographic factors such as age, gender, education, income, profession, and marital status show inconsistent effects on CSR perception and brand loyalty, requiring further investigation.
6. There is a lack of practical guidance for banks on how to implement CSR strategies that resonate with customers and lead to meaningful loyalty outcomes.

Chapters 2 and 3 further explore these issues by reviewing relevant literature and presenting the research model and methodology.


1.4 Research Aim and Objectives
The primary aim of this research is to investigate the relationship between Corporate Social Responsibility (CSR) and brand loyalty within the banking industry in Hong Kong, specifically examining how customer trust, customer satisfaction, and brand image mediate this relationship. By exploring these dynamics, this study seeks to provide valuable insights for banking institutions aiming to enhance their CSR strategies and improve brand loyalty.
To achieve this aim, the research will focus on the following specific objectives:

1. To identify the factors influencing brand loyalty in the context of CSR, particularly customer trust, satisfaction and brand image. Previous literature highlights these elements as crucial drivers of customer loyalty in service industries (Chaudhuri & Holbrook, 2001; Keller, 1993).

2. To setup the research model that illustrates the relationship between CSR and brand loyalty, incorporating mediating variables. The use of theoretical models enhances clarity in hypothesis testing and helps conceptualize complex relationships (Sekaran & Bougie, 2016).

3. To analyze the impact of CSR initiatives on brand loyalty among customers of banks in Hong Kong. Research indicates that effective CSR initiatives can enhance brand loyalty by fostering positive consumer perceptions (Luo & Bhattacharya, 2006).

4. To examine the mediating role of customer trust in the relationship between CSR initiatives and brand loyalty. Trust is a critical factor in building customer relationships, and studies suggest that CSR can significantly enhance customer trust (Maignan & Ferrell, 2004).

5. To assess the mediating effect of customer satisfaction on the relationship between CSR initiatives and brand loyalty. Customer satisfaction has been linked to increased loyalty, particularly when customers perceive a bank’s CSR efforts positively (Homburg et al., 2003).

6. To evaluate the role of brand image as a mediator in the relationship between CSR initiatives and brand loyalty. A strong brand image can amplify the effects of CSR on customer loyalty, as consumers are more likely to remain loyal to brands, they perceive as socially responsible (Bennett & Rundle-Thiele, 2005).
7. To provide actionable recommendations for banking institutions in Hong Kong to enhance their CSR strategies based on the findings of this study. Translating research insights into practical strategies is crucial for banks looking to leverage CSR as a tool for competitive advantage (Porter & Kramer, 2006).

By addressing these objectives, this research aims to contribute to a deeper understanding of how CSR can be strategically leveraged to strengthen customer relationships and enhance brand loyalty in Hong Kong’s banking sector. The insights derived from this study are particularly intended for banking institutions, providing them with practical guidance to refine their CSR initiatives. Additionally, the findings may also inform policymakers and regulatory bodies in supporting CSR development within the financial industry and offer customers a clearer perspective on the social commitments of their financial service providers.


1.5 Research Flow
This study adopts a triangulation research approach, integrating both qualitative and quantitative methods to enhance the validity and depth of the findings. The research begins with a comprehensive literature review to establish the theoretical foundation, followed by a focus group discussion to refine the research direction and improve the survey instrument. A pilot test is then conducted to verify the clarity, structure, and internal consistency of the questionnaire.
The final survey data are collected using a structured questionnaire and analyzed through SPSS, employing techniques such as reliability analysis, factor analysis, correlation testing, multiple regression, ANOVA, and independent t-tests. These steps are aligned with the conceptual framework presented in Figure 2: Research Framework, which outlines the hypothesized relationships among CSR, customer trust, satisfaction, brand image, and brand loyalty.
A detailed timeline of the research activities is provided in Appendix A: Gantt Chart for Research Timetable, offering a visual overview of each phase from design to data collection and analysis. This structured flow ensures a comprehensive investigation of how CSR influences brand loyalty in the Hong Kong banking sector.
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[bookmark: _Toc190346379]1.6 Research Limitations
This study has several limitations. First, it focuses solely on the Hong Kong banking sector, limiting the applicability of findings to other regions with different regulatory and economic conditions.
Second, the reliance on self-reported survey data introduces potential biases, such as social desirability bias, where respondents may overstate their support for CSR initiatives.
Third, while this research examines CSR’s impact on brand loyalty through customer trust, satisfaction, and brand image, other influencing factors, such as corporate reputation and digital banking experiences, may also play a role.

[bookmark: _Toc185527871]1.7 Summary
This chapter has provided an overview of the role of CSR in both the global and Hong Kong banking sectors, emphasizing its increasing importance in building brand loyalty. The study focuses on how CSR initiatives influence customer loyalty in Hong Kong’s banking industry, with particular attention to the mediating effects of customer trust, satisfaction, and brand image.
The selection of HSBC Hong Kong, Hang Seng Bank, Bank of China (Hong Kong), Standard Chartered Hong Kong, and ICBC Asia underscores their prominence in the local banking landscape, both in terms of assets and CSR leadership. The motivation behind this research stems from the need to understand how CSR initiatives can be leveraged as strategic tools to foster customer loyalty in a highly competitive market.
By fulfilling the outlined research objectives, this study aims to provide valuable insights that can guide banks in developing effective CSR strategies to enhance brand loyalty and customer relationships. The findings are expected to contribute to the broader discourse on the role of CSR in the banking industry and offer practical recommendations for banks operating in Hong Kong.

Hence, effective research framework was used to complete this study
2. Literature Review
This study examines brand loyalty (BL) as both a direct and indirect outcome of CSR, mediated by customer trust (CT), customer satisfaction (CS), and brand image (BI). Based on Social Exchange Theory (SET), CSR influences BL directly and through psychological constructs including CT, CS, and BI.

2.1 CSR
Corporate Social Responsibility (CSR) has become a strategic necessity for organizations striving to meet rising ethical, social, and environmental demands from stakeholders. CSR is defined as the voluntary integration of sustainability and ethical practices into business operations to balance stakeholder interests (Beal, 2021; Martínez-Falcó et al., 2022). In the banking sector, CSR is reflected through responsible lending, greater transparency, climate-responsible investments, and initiatives that promote community welfare (Zervoudi, Moschos, & Christopoulos, 2025; Araújo, Pereira, & Santos, 2023).
Recent studies highlight CSR’s positive impact on customer trust, satisfaction, brand image, and brand loyalty (Fatma & Khan, 2023; Leclercq-Machado et al., 2022). A robust CSR strategy enhances brand image by strengthening perceptions of credibility, ethical behavior, and social responsibility. Organizations that embrace CSR are more favorably perceived by stakeholders, accumulating reputational capital that can translate into sustained competitive advantage (Gupta, 2025).
For this study, CSR is viewed as a multidimensional construct, encompassing economic, ethical, and environmental dimensions. It is positioned as a fundamental antecedent to customer trust, customer satisfaction, brand image, and, ultimately, brand loyalty within Hong Kong’s banking industry.

2.1.1 Definition of CSR
Corporate Social Responsibility (CSR) refers to an organization’s voluntary and strategic commitment to incorporate ethical, social, and environmental principles into its operations while balancing stakeholder interests (Beal, 2021; Menghwar & Daood, 2021). Moving beyond mere philanthropy, CSR encompasses sustainable development, ethical governance, and the creation of long-term stakeholder value (Martínez-Falcó et al., 2022).
In the banking sector, CSR has become a critical tool for building customer trust, enhancing brand image, and fostering loyalty. Financial institutions increasingly implement CSR initiatives—such as environmental responsibility, community involvement, and ethical lending—to meet customer demands for transparency and social accountability (Rhou & Singal, 2021). These efforts help strengthen public trust and align banks with changing stakeholder expectations.
Moreover, CSR acts as a relational mechanism that deepens emotional and psychological connections between customers and banks, positively influencing customer satisfaction and brand loyalty (Marquis, 2020). This study views CSR not only as an ethical duty but also as a strategic driver for improving customer perceptions and securing competitive advantage in Hong Kong’s banking industry.
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2.1.2 Construct and Measurement
In this study, Corporate Social Responsibility (CSR) is conceptualized as a multidimensional construct, capturing customer perceptions of a bank’s ethical behavior, environmental responsibility, and social initiatives. Five measurement items, adapted from Machado et al. (2022) and grounded in recent CSR literature, were selected to ensure relevance to Hong Kong’s banking sector.

Each item reflects a specific dimension of CSR. The first item, following Aguinis and Glavas (2012) and Beal (2021), addresses the integration of ethical, social, and environmental concerns into business strategy. The second, based on Martínez-Falcó et al. (2022) and Bhattacharya, Korschun, and Sen (2009), evaluates balancing stakeholder interests across economic, social, and environmental domains. The third item, drawn from Fatma and Rahman (2016) and Menghwar and Daood (2021), measures contributions to societal development. The fourth, informed by Rhou and Singal (2021) and Matten and Moon (2008), assesses environmental stewardship through sustainable practices. Finally, the fifth item, derived from Marquis (2020) and Vlachos et al. (2009), emphasizes building public trust through responsible and transparent actions. These items are listed in Table 4.

Respondents rated their agreement with each item using a 7-point Likert scale (1 = Strongly Disagree, 7 = Strongly Agree). This measurement method ensures a standardized, quantifiable assessment of CSR perception, aligning with prior service-sector CSR studies (Fatma and Rahman, 2016; Pérez and del Bosque, 2013).

CSR thus serves as a central construct in the research model, underpinning its influence on customer trust, satisfaction, brand image, and brand loyalty.
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2.2 Customer Trust 
Customer trust is a vital element in service marketing, particularly in high-involvement sectors like banking, where customers encounter significant perceived risk and depend on long-term relationships. Trust is generally defined as a customer’s belief in a brand’s reliability, honesty, and ethical standards (Morgan & Hunt, 1994; Beal, 2021).

Trust strengthens brand relationships by reducing uncertainty and fostering confidence in the service provider. It encourages continued usage while deepening emotional attachment and psychological commitment to the brand (Chaudhuri & Holbrook, 2001; Fatma & Khan, 2023). This is especially important in banking, where service outcomes are intangible and evolve through repeated interactions over time (Araújo, Pereira, & Santos, 2023).

Recent studies highlight trust as a key mediating factor between Corporate Social Responsibility (CSR) and Brand Loyalty. Customers who view their banks as socially responsible are more likely to build trust, leading to stronger loyalty and sustained commitment (Gupta, 2025; Leclercq-Machado et al., 2022).
In this study, customer trust is treated as a core psychological construct that channels CSR perceptions into lasting brand loyalty within Hong Kong’s banking sector.

2.2.1 Definition of Customer Trust 
Customer trust is a cornerstone of relationship marketing and service loyalty models, representing a customer’s belief in a brand’s reliability, integrity, and consistent delivery. IGI Global (2023) defines customer trust as the confidence customers place in a company’s ability to fulfill promises and perform reliably. Zendesk (2024) highlights that trust is built through transparent communication, dependable service, and effective issue resolution.

According to Atieno (2024), trust develops when customers feel assured that a brand will act with integrity, deliver quality service, and consistently meet expectations. Similarly, The Future of Commerce (2021) describes trust as the belief that a company will uphold its commitments and core values.

In this study, customer trust serves as a key mediating factor linking Corporate Social Responsibility (CSR) and Brand Loyalty (BL). When customers perceive a bank as ethical, transparent, and socially responsible, they are more likely to form emotional bonds and sustain long-term engagement.
Table 5 summarizes contemporary definitions of customer trust that inform this research.
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2.2.2 Construct and Measurement 
In this study, customer trust is conceptualized as a latent construct measured using reflective indicators adapted from established sources. These indicators assess participants’ perceptions of a bank’s reliability, ethical conduct, and trustworthiness within Hong Kong’s banking sector.

The measurement captures both cognitive and emotional aspects of trust, including confidence in service delivery, dependability, integrity, and transparency. The first item, adapted from IGI Global (2023), measures overall confidence in the bank’s ability to meet its commitments. Reliability and service quality are assessed through an item adapted from Uslu and Sngun (2021), focusing on customer perceptions of dependability. Functional trust in banking services, particularly digital platforms, is represented by an item based on Atieno (2024), highlighting system reliability. Ethical trust and transparency are measured through an item adapted from The Future of Commerce (2021), reflecting customers’ belief that the bank operates honestly and transparently.

Participants rated their agreement with each statement on a 7-point Likert scale (1 = Strongly Disagree to 7 = Strongly Agree), providing a standardized, quantifiable measure of customer trust.

The full set of measurement items is detailed in Table 6.
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2.2.3 Association of CSR and CT 
Customer Trust (CT) is a crucial construct positively influenced by Corporate Social Responsibility (CSR) within the banking sector. Trust forms when customers believe that a bank consistently upholds integrity, supports societal welfare, and fulfills its commitments (Morgan & Hunt, 1994). In high-contact, service-driven industries like banking, where services are intangible and relationships are long-term, trust is vital in shaping customer evaluations.

Table 6 summarizes customer responses to brand loyalty items and shows that customers perceiving strong CSR efforts tend to demonstrate stronger brand preference. This suggests that trust is enhanced when CSR is seen as genuine and aligned with customer values. Prior studies further confirm this link, noting that CSR builds trust by signaling ethical behavior, fairness, and transparency (Pivato et al., 2008; Chaudhuri & Holbrook, 2001).

Based on these insights and observed trends, the following hypothesis is proposed:

H1: The higher CSR, the greater CT.



2.3 Customer Satisfaction 
Customer satisfaction is a core concept in service marketing and a key driver of long-term customer retention and brand loyalty. It is generally defined as a psychological reaction resulting from the comparison between customers’ expectations and the actual service performance they experience (Anderson et al., 1994; Beal, 2021). In the banking industry, satisfaction is influenced by perceived service quality, responsiveness, convenience, and the value derived from customer interactions (Yeh et al., 2015; Araújo, Pereira, & Santos, 2023).

Recent research consistently shows that high customer satisfaction leads to favorable behaviors, including greater repurchase intentions, positive word-of-mouth, and reduced sensitivity to pricing (Fatma & Khan, 2023; Leclercq-Machado et al., 2022). Nonetheless, satisfaction alone may not guarantee lasting loyalty; emotional engagement, perceived value, and trust also play critical roles in reinforcing customer-brand relationships (Gupta, 2025; Yeh et al., 2015).

In this study, customer satisfaction is treated as both a direct outcome of CSR initiatives and a mediating variable between CSR and brand loyalty. When customers perceive that their bank delivers quality service while acting ethically and supporting social causes, satisfaction increases, thereby strengthening loyalty and fostering deeper, long-term brand attachment.

2.3.1 Definition of Customer Satisfaction 
Customer satisfaction is a central concept in marketing and service research, describing the emotional and cognitive assessment that occurs when customers compare their experiences to prior expectations. Statista (2022) defines satisfaction as the extent to which a product or service meets consumer expectations, while HubSpot (2023) emphasizes the emotional response triggered when expectations are exceeded.

In banking, customer satisfaction is shaped by service quality and relationship factors such as consistency, transparency, and personalized care. McKinsey & Company (2021) stresses that satisfaction builds across multiple touchpoints where service consistently meets or surpasses expectations.

Salesforce (2023) describes satisfaction as the degree of pleasure customers derive from their overall service experience. Similarly, Zendesk (2023) defines it as a measurable indicator reflecting how effectively a company meets service expectations and sustains customer contentment through reliable support and performance.
This study draws on these definitions, summarized in Table 7, combining insights from both foundational academic literature and contemporary industry research to establish a comprehensive view of the customer satisfaction construct.

[image: A screenshot of a survey

AI-generated content may be incorrect.]
2.3.2 Construct and Measurement
In this study, customer satisfaction is assessed as a multidimensional construct using reflective indicators adapted from established service marketing literature. The items capture key aspects such as expectation fulfillment, perceived service quality, satisfaction across service channels, overall experience, and emotional response to the banking relationship.

Participants rated each item on a 7-point Likert scale (1 = Strongly Disagree to 7 = Strongly Agree), providing a standardized and quantifiable measure of satisfaction.

The measurement items were adapted from validated frameworks, including AL-Ghamdi and Badawi (2019), McKinsey & Company (2021), Zendesk (2023), and HubSpot (2023), addressing both cognitive and emotional components of satisfaction. Adjustments were made to ensure relevance to the Hong Kong banking sector.

The complete list of measurement items is provided in Table 8.
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2.3.3 Association of CSR and CS 
Customer Satisfaction (CS) is essential for building strong brand relationships, particularly in the banking sector where long-term engagement depends on trust, service quality, and consistent customer experiences. Satisfied customers are more likely to stay loyal, recommend the brand, and perceive greater value in their interactions (Anderson & Srinivasan, 2003).

This study proposes that Corporate Social Responsibility (CSR) positively influences customer satisfaction. When customers perceive that a bank not only provides high-quality service but also operates ethically and supports social causes, their satisfaction is enhanced. Data summarized in Table 8 supports this relationship, showing that participants reported higher satisfaction regarding service alignment, emotional responses, and the bank’s ability to meet expectations, especially when CSR efforts were evident.

Previous research similarly indicates that CSR strengthens customer satisfaction by enhancing brand credibility and perceived social value (Pérez & del Bosque, 2015). As customer expectations around ethical conduct rise, CSR increasingly shapes overall satisfaction assessments.

Based on these insights, the following hypothesis is proposed:
H2: The higher CSR, the greater CS.


2.4 Brand Image 
Brand image is a key concept in marketing and branding, particularly vital in service-driven sectors like banking, where offerings are intangible and experience-based. It encompasses the associations and perceptions customers form about a brand’s identity, credibility, and values (Keller, 1993; Zervoudi, Moschos, & Christopoulos, 2025). A strong brand image builds trust, familiarity, and emotional bonds, reducing perceived risk and strengthening customer loyalty in competitive markets (Fatma & Khan, 2023).

In banking, brand image is influenced not only by service experiences and marketing efforts but increasingly by corporate social responsibility (CSR) initiatives, which demonstrate ethical conduct and societal contribution (Leclercq-Machado et al., 2022; Araújo, Pereira, & Santos, 2023). A positive brand image supports both customer acquisition and retention by reinforcing satisfaction and trust over time.

In this study, brand image is treated as a mediating variable between CSR and brand loyalty. It acts as a psychological mechanism through which customers interpret CSR initiatives, ultimately fostering deeper brand commitment and advocacy.

2.4.1 Definition of Brand Image
Brand image represents the mental associations, perceptions, and evaluations consumers develop based on their experiences with a company. It reflects how customers judge a brand’s credibility, quality, and alignment with their personal values and lifestyle. According to Investopedia (2023), brand image is shaped by customers’ beliefs and experiences, which influence their purchasing decisions and loyalty.

HubSpot (2024) describes branding as the strategic shaping of consumer perception through consistent messaging and meaningful interactions. A strong brand image fosters positive associations with value, quality, and lifestyle, promoting long-term engagement. Similarly, Forbes (2021) highlights that brand image extends beyond logos and visuals to include every customer interaction that shapes trust and overall perception.

In service sectors like banking, brand image plays a vital role in guiding customer preferences, minimizing perceived risks, and strengthening emotional trust. It is essential for building lasting relationships and supporting customer retention.
In this study, brand image is conceptualized as a mediating factor that connects Corporate Social Responsibility (CSR) to brand loyalty by influencing customer perceptions and emotional attachment.

Definitions supporting this construct are summarized in Table 9, incorporating academic and industry insights for comprehensive coverage.
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2.4.2 Construct and Measurement 
In this study, brand image is conceptualized as a reflective construct assessed through three items adapted from established branding research. These items capture customer perceptions of the bank’s reputation, perceived value, and overall brand experience.

Participants rated their agreement using a 7-point Likert scale (1 = Strongly Disagree to 7 = Strongly Agree), enabling a standardized, quantifiable measure of brand image within the Hong Kong banking sector.
The measurement items were adapted from Investopedia (2023), Forbes (2021), and Huang et al. (2019), incorporating both functional and emotional elements that shape brand image. These include perceptions of brand credibility, service quality, and the holistic customer experience.

The complete set of measurement items is outlined in Table 10.
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2.4.3 Association of CSR to BI 
Brand Image (BI) plays a critical role in influencing customer perceptions and loyalty, especially in service industries like banking, where the brand often represents trust, credibility, and emotional security. When customers perceive that a bank engages in socially responsible activities, they are more likely to develop positive impressions, strengthening the brand’s credibility, perceived quality, and emotional appeal (Chattopadhyay & Laborie, 2005).

As shown in Table 10, customers rated banks highly on brand trustworthiness, service quality, and overall positive experience—dimensions closely linked to CSR perceptions. This suggests that ethical behavior and community engagement significantly shape how customers perceive and connect with a brand’s identity, helping differentiate it from competitors and encouraging long-term loyalty.

As CSR becomes increasingly central to customer expectations, banks must effectively convey their values through brand experiences to reinforce emotional trust and brand preference.

Based on this understanding, the following hypothesis is proposed:
H3: The higher CSR, the greater BI.


2.5 Brand Loyalty 
Brand loyalty is a fundamental concept in marketing, particularly vital in-service industries like banking. It represents a customer’s enduring preference and favorable attitude toward a brand, often leading to repeat business, advocacy, and reduced likelihood of switching (Storyly, 2023; Investopedia, 2021). In Hong Kong’s competitive and rapidly evolving banking sector, brand loyalty is crucial for maintaining profitability and securing a lasting competitive advantage.

Recent research highlights that brand loyalty develops when customers perceive ongoing value and establish emotional connections through consistent positive experiences (Fatma & Rahman, 2016; Yeh et al., 2015). In banking, loyalty is strengthened through trust, satisfaction, and alignment between brand values and customer expectations (Araújo, Pereira, & Santos, 2023; Leclercq-Machado et al., 2022). Given Hong Kong’s focus on digital innovation and service differentiation, cultivating loyalty requires combining operational excellence with strong relationship management.

Additionally, there is increasing evidence that Corporate Social Responsibility (CSR) significantly influences brand loyalty, as customers prefer brands that embody ethical, environmental, and social commitments (Fatma & Khan, 2023; Araújo et al., 2023). Thus, CSR serves not only as an ethical obligation but also as a strategic lever for driving brand preference and advocacy in the banking sector.

2.5.1 Definition of Brand Loyalty 
Brand loyalty is a foundational concept in marketing that has evolved alongside changing consumer behaviors. It refers to a customer’s consistent preference and long-term commitment to a brand, even when alternative options exist. Qualtrics (2021) defines brand loyalty as repeat purchasing behavior and brand preference that persists despite factors like convenience or price. Similarly, Amazon Ads (2021) describes it as customers’ ongoing tendency to choose the same brand over competitors.

Modern views emphasize that brand loyalty includes both attitudinal and behavioral aspects. Storyly (2023) highlights the emotional engagement and advocacy often demonstrated by loyal customers, who maintain their commitment over time. This dual nature is particularly important in-service industries like banking, where loyalty stems not just from repeated use but also from trust, satisfaction, and the perceived value of the relationship (Investopedia, 2021; SurveyMonkey, 2021).

In this study, brand loyalty is defined as the psychological commitment and behavioral intention of customers to continue using a bank’s services, advocate for the brand, and remain loyal despite competitive alternatives. This definition captures the multidimensional character of brand loyalty, tailored to the Hong Kong banking environment.

Key definitions supporting this construct are summarized in Table 11.
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In this study, brand loyalty is conceptualized as a multidimensional construct encompassing both attitudinal and behavioral components. The attitudinal dimension reflects emotional attachment and psychological commitment, while the behavioral aspect involves consistent purchase intentions and resistance to switching (Oliver, 1999; Chaudhuri & Holbrook, 2001). These dimensions are especially relevant in the banking sector, where loyalty is built through trust and sustained service experiences.

To ensure validity and contextual fit for the Hong Kong banking industry, five measurement items were adapted from established sources. Brand preference was drawn from Qualtrics (2021), financial decision-making loyalty from Yeh et al. (2015), and emotional brand connection from Storyly (2023). Items assessing continued usage and switching resistance were based on Investopedia (2021) and Severi and Ling (2012).

Participants rated each item on a 7-point Likert scale (1 = Strongly Disagree to 7 = Strongly Agree), providing a standardized and quantifiable measure of brand loyalty.
The complete set of measurement items, reflecting the construct’s multidimensional nature, is detailed in Table 12.
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2.5.3 Association of CSR, CT, CS, BI and BL
Brand Loyalty (BL) is shaped by key relational factors, including Corporate Social Responsibility (CSR), Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI). In banking, where services are intangible and relationships are long-term, these factors are critical for sustaining customer commitment.

Grounded in Social Exchange Theory (SET), customers are more likely to stay loyal when they perceive value, fairness, and reciprocity in their relationship with a brand. CSR initiatives enhance this perception by signaling ethical behavior and social contribution, positively influencing brand loyalty through stronger brand evaluations (Fatma & Khan, 2023; Araújo et al., 2023).

As shown in Table 12, customers demonstrate stronger loyalty when they view their bank as trustworthy, emotionally resonant, and socially responsible. These findings align with SET, suggesting loyalty is a form of reciprocation for perceived relational value.

Trust fosters confidence in the bank’s integrity (Morgan & Hunt, 1994), satisfaction strengthens emotional attachment (Oliver, 1999), and a strong brand image enhances loyalty through credibility and value alignment (Keller, 1993).

Accordingly, the following hypotheses are proposed:
H4: The higher CSR, the greater BL.
H5: The higher CT, the greater BL.
H6: The higher CS, the greater BL.
H7: The higher BI, the greater BL.
H12: The higher CSR, the greater SET.

2.5.4 Mediating Role of Customer Trust 
Customer Trust (CT) serves as a crucial mediator in the relationship between Corporate Social Responsibility (CSR) and Brand Loyalty (BL), particularly within the service-driven banking sector. Based on Social Exchange Theory (SET), trust emerges when customers believe that a brand acts in their best interests, fostering mutual value and deepening the customer-brand bond.

CSR initiatives—such as ethical practices, transparency, and community support—enhance perceptions of trustworthiness. As Uslu and Sngun (2021) highlight, customers are more inclined to trust banks that demonstrate genuine concern for customer welfare and long-term relationship building. Findings from Table 13 reinforce this, showing that customers interpret CSR efforts as signals of reliability and ethical behavior.

Through building trust, CSR indirectly promotes brand loyalty. This supports previous research suggesting that trust not only strengthens commitment but also acts as a key psychological mechanism translating CSR perceptions into loyalty behaviors (Pivato et al., 2008; Chaudhuri & Holbrook, 2001).
Accordingly, the following hypothesis is proposed:
H8: CSR influences BL through the mediating effect of CT
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2.5.5 Mediating Role of Customer Satisfaction 
Customer Satisfaction (CS) plays a key mediating role between Corporate Social Responsibility (CSR) and Brand Loyalty (BL). In service sectors like banking, satisfaction reflects not only the fulfillment of functional expectations but also customers’ emotional responses to a brand’s ethical and social behavior.

CSR initiatives—such as transparency, fairness, and community engagement—enhance the overall customer experience and drive higher satisfaction. AL-Ghamdi and Badawi (2019) note that satisfaction emerges when customers feel the bank reliably delivers services and genuinely addresses their needs. Table 14 supports this, indicating that satisfaction is strongly linked to positive perceptions of service quality influenced by CSR actions.

Previous studies similarly show that customers satisfied with socially responsible companies are more likely to remain loyal and advocate for the brand (Pérez & del Bosque, 2015; Oliver, 1999). Satisfaction thus serves as an emotional and evaluative bridge connecting CSR perceptions to enduring loyalty.

Based on this understanding, the following hypothesis is proposed:
H9: CSR influences BL through the mediating effect of CS
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2.5.6 Mediating Role of Brand Image 
Brand Image (BI) plays a critical mediating role in the relationship between Corporate Social Responsibility (CSR) and Brand Loyalty (BL). In the banking industry, where customer decisions are largely influenced by intangible perceptions, brand image is essential for fostering emotional connections, trust, and long-term loyalty.

CSR initiatives enhance brand image by communicating a bank’s ethical values, social responsibility, and commitment to sustainable practices. When customers view a bank as socially responsible, they are more likely to develop positive perceptions, strengthening their loyalty to the brand.

As presented in Table 15, customers who feel emotionally connected to their bank and are willing to recommend its services demonstrate strong brand image associations. This finding aligns with Storyly (2023), which emphasizes the role of emotional branding in loyalty, and Huang et al. (2019), who highlight the significance of brand advocacy.

Prior studies further confirm that CSR-driven improvements in brand image foster favorable customer attitudes and long-term loyalty (Keller, 1993; Fatma & Khan, 2023). Thus, brand image acts as a key channel through which CSR initiatives translate into greater brand loyalty.

Based on these insights, the following hypothesis is proposed:
H10: CSR influences BL through the mediating effect of BI
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2.6 Factors Associated with Demographics and BL 
Demographic characteristics significantly influence consumer behavior, particularly in shaping brand perceptions and loyalty development. In the banking sector—where trust and long-term engagement are vital—factors such as age, gender, education, income, profession, and marital status can impact customer responses to branding and Corporate Social Responsibility (CSR) initiatives.

These characteristics often guide customer expectations, values, and interaction preferences. For example, younger customers may emphasize environmental sustainability, while older individuals may prioritize trust and community involvement. Likewise, gender and educational background can shape perceptions of service quality and brand credibility (Zikmund et al., 2013; Gajanova et al., 2024). Understanding these differences is crucial for banks seeking to tailor loyalty strategies and CSR communications effectively.

As shown in Table 16, existing studies indicate that brand loyalty varies across different demographic groups. Examining these variations provides valuable insights into consumer diversity and supports the development of more targeted and personalized relationship marketing approaches.

Based on this understanding, the following hypotheses are proposed:
H11a: Age directly influenced BL
H11b: Gender directly influenced BL
H11c: Education level directly influenced BL
H11d: Monthly personal income directly influenced BL
H11e: Profession directly influenced BL
H11f: Marital status directly influenced BL
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2.7 Summary 
This chapter presented a comprehensive review of the key constructs and theoretical foundations guiding the study. It explored the multidimensional nature of Brand Loyalty (BL) as the dependent variable and its key associations with Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI). Each construct was defined using established academic sources and contextualized within the Hong Kong banking industry, where relationship marketing is vital for customer retention and competitive advantage.

Corporate Social Responsibility (CSR) was introduced as a strategic driver influencing customer perceptions, behaviors, and loyalty outcomes. The review demonstrated that CSR impacts BL both directly and indirectly through the mediating roles of CT, CS, and BI. Social Exchange Theory (SET) was also highlighted, suggesting that loyalty and trust arise from perceived organizational value and reciprocal exchanges.

Furthermore, this chapter acknowledged the impact of demographic factors on consumer responses to CSR and brand loyalty efforts. Hypotheses H11a to H11f were formulated to examine how variables such as age, gender, education, income, profession, and marital status affect the CSR–brand loyalty relationship.

These insights establish the foundation for the empirical analysis presented in the subsequent chapters.


3. Research Methodology 
This study began with the establishment of a literature definition framework, which guided the identification and conceptualization of key variables such as Corporate Social Responsibility (CSR), Customer Trust (CT), Customer Satisfaction (CS), Brand Image (BI), and Brand Loyalty (BL). This framework was supported by a focused review of established academic definitions and previous empirical studies.

To enhance the relevance and clarity of the measurement instruments, a focus group discussion was conducted with participants from diverse professional backgrounds. This step allowed for the refinement of survey items by incorporating feedback on the perceived applicability and language of the questionnaire in the Hong Kong banking context.

Subsequently, a pilot-tested questionnaire was disseminated through Google Forms, allowing for broad participation across different demographic groups. The responses collected from the final survey were analyzed using IBM SPSS software. The analysis involved a range of statistical techniques, including reliability testing (Cronbach’s alpha), exploratory factor analysis (rotated component matrix), correlation analysis, ANOVA, independent samples t-tests, and multiple regression analysis. These tools were used to test the research hypotheses and examine the interrelationships among the constructs.
The study employed a cross-sectional survey design, capturing data at a single point in time. While this approach enhances efficiency and aligns with the quantitative methodology discussed throughout Chapter 3, it limits the ability to assess changes in customer perceptions or the long-term effects of CSR initiatives. A longitudinal approach in future research would enable more comprehensive understanding of how CSR initiatives influence customer trust, satisfaction, and brand loyalty over time, thereby strengthening the causal interpretations of the model established in this study.


3.1 Research Model with Hypotheses 
This study investigates the relationship between Corporate Social Responsibility (CSR) and Brand Loyalty (BL) within the Hong Kong banking industry, using Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI) as mediating variables. The research framework is informed by Social Exchange Theory (SET), which suggests that customers reciprocate socially responsible organizational actions with increased trust, satisfaction, and loyalty.

The conceptual framework is presented in Figure 3 and outlines the expected connections between CSR and brand loyalty. It captures both the direct effects of CSR and the indirect influence exerted through the mediators CT, CS, and BI. These mediating elements help explain the psychological and emotional processes that encourage customer loyalty based on perceptions of corporate responsibility.

The model also integrates demographic variables including age, gender, education level, income, occupation, and marital status. These factors are considered to explore whether personal characteristics influence how customers perceive CSR and how those perceptions translate into loyalty. Together, the hypotheses establish a comprehensive model to analyze CSR and loyalty relationships in the banking context.
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3.2 Triangulation
This study applies a triangulation approach to improve research credibility by combining insights from three key sources: literature review, focus group, and quantitative survey. By drawing on different forms of data, triangulation reduces the risk of bias and provides a more balanced view of the research question. According to Noble and Heale (2019), this method strengthens the study by validating findings through multiple perspectives.

The theoretical framework was first developed based on existing literature, then reviewed and refined through discussions with subject-matter experts in a focus group. Finally, the model was tested and confirmed using data collected from a structured quantitative survey. Flick (2018) highlights that triangulation enhances reliability by allowing comparisons between research methods, while Denzin (2012) emphasizes its importance for increasing trustworthiness in social science research.
The process is illustrated in Figure 4, which presents the structure of triangulated research methodologies used in this study.
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3.3 Quantitative and Qualitative Research
To achieve a comprehensive understanding of the relationship between CSR and brand loyalty, this study employed both quantitative and qualitative research approaches. The qualitative phase supported initial construct refinement, while the quantitative phase facilitated hypothesis testing and statistical validation. Using a combination of both approaches enhances methodological triangulation and improves research validity (Creswell & Creswell, 2018).

3.3.1 Quantitative Research
Quantitative research was employed as the main approach to test the study’s hypotheses using primary data collected through a structured online questionnaire. The survey consisted of Likert-scale questions designed to measure five key constructs: Corporate Social Responsibility (CSR), Customer Trust (CT), Customer Satisfaction (CS), Brand Image (BI), and Brand Loyalty (BL). Responses were collected via Google Forms and analyzed using SPSS software. Statistical techniques such as correlation analysis, regression analysis, factor analysis, and reliability testing were applied to examine the relationships among the constructs.

The choice of quantitative research aligns with its strengths in producing objective, replicable, and statistically robust findings (Hair et al., 2019). This approach is particularly suitable in the context of the Hong Kong banking industry, which operates in a data-intensive and performance-driven environment.

In addition to primary survey data, secondary data were referenced to support the research context. For example, reports from the Census and Statistics Department (2023) indicated that financial services accounted for 24.9 percent of Hong Kong’s GDP in 2022. Moreover, the total receipts of the banking sector increased by 20.5 percent in 2023, reaching HK$582.1 billion (HKTDC, 2023). These statistics illustrate the economic significance of the banking sector and reinforce the relevance of applying quantitative methods in this study.



3.3.2 Qualitative Research
A focus group was conducted during the early phase of this study as part of the primary qualitative data collection process. Participants included professionals from various industries who shared their expectations and experiences related to CSR practices, customer service quality, and brand perception within the banking sector. Their contributions were instrumental in refining the wording and contextual relevance of the questionnaire used in the quantitative phase.

Qualitative research offers critical insights into consumer attitudes and behavioral drivers that are not always captured through structured survey methods (Silverman, 2021). In this case, it enhanced the questionnaire’s clarity, cultural appropriateness, and conceptual validity, particularly within the context of the Hong Kong financial services market.

This qualitative phase is presented as the foundational step in the overall primary data collection process, which is illustrated in Figure 5. The figure outlines how qualitative feedback directly informed the design of the structured survey instrument used in the quantitative stage of the research.

The combination of qualitative and quantitative approaches ensures a more complete and robust research design. As supported by Johnson, Onwuegbuzie, and Turner (2007), integrating different methods allows for a broader and deeper understanding of complex research questions.
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3.4 Focus Group
A focus group was conducted as part of the early-stage qualitative phase of this research to support the development of the questionnaire and refine the theoretical framework. The session was held on 17 November in Hong Kong and lasted approximately 40 minutes. Its primary objective was to gather insights regarding perceptions of Corporate Social Responsibility (CSR) and its role in influencing brand loyalty within the banking sector.

The focus group consisted of eight participants drawn from diverse professional backgrounds, including marketing, finance, information technology, and education. These individuals were selected for their practical experience and previous interactions with the banking industry as customers. The discussion was guided by open-ended questions structured around the study’s core constructs: CSR, Customer Trust (CT), Customer Satisfaction (CS), Brand Image (BI), and Brand Loyalty (BL).

Qualitative feedback from the session was documented through notetaking and later analyzed to extract recurring themes and applied insights. The outcomes of this session were instrumental in refining the wording of questionnaire items, ensuring cultural relevance, and enhancing conceptual clarity specific to the Hong Kong context.
As highlighted by Morgan (1997), focus groups are an effective method for exploring participant perspectives and improving the contextual validity of research tools. In this study, the focus group provided essential grounding for the quantitative instrument by aligning academic concepts with real-world expectations and language.

The structure of the discussion is illustrated in Figure 6, and a detailed session summary is included in Appendix B: Focus Group Report
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3.5 Questionnaire Survey Method
A structured questionnaire was used as the primary instrument for data collection to quantitatively test the study’s hypotheses. The survey was distributed online using Google Forms and shared through snowball sampling, where initial respondents were invited to forward the questionnaire within their networks. This method helped the researcher reach a broader and more diverse group of participants, particularly useful in consumer studies where direct access to a random population may be limited (Etikan, Alkassim, and Abubakar, 2016).

The questionnaire was divided into two main sections. The first section contained questions measuring the study’s core constructs including Corporate Social Responsibility, Customer Trust, Customer Satisfaction, Brand Image, and Brand Loyalty. Each item was measured using a seven-point Likert scale ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). The Likert scale is commonly used in marketing and behavioral research for its ability to capture degrees of agreement in a structured and interpretable format (Joshi, Kale, Chandel, and Pal, 2015). A sample of the response format is shown in Figure 7.

The second section collected demographic information such as age, gender, education level, monthly income, marital status, and profession. These variables were treated as categorical data to support descriptive and comparative analyses.

The questionnaire design was based on previously validated instruments and was further refined through feedback from the focus group and pilot testing. This process ensured the clarity, contextual relevance, and validity of the measurement items. The researcher adopted a neutral role throughout the data collection process to support unbiased responses (Collis and Hussey, 2021).

An overview of the questionnaire structure, including construct categories, supporting literature, and data types, is presented in Table 17.
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3.6 Pilot Test
A pilot test was conducted to evaluate the clarity, relevance, and reliability of the questionnaire prior to the main data collection. Pilot testing is an essential phase in survey development, as it allows researchers to identify issues related to question interpretation, structure, and measurement accuracy (Presser et al., 2004).

The pilot test took place between January 4 and January 11, 2025, and gathered responses from 40 participants. The primary objective was to assess the internal consistency of each construct using Cronbach’s alpha, a commonly used measure that evaluates how well a group of items measures the same underlying concept. A Cronbach’s alpha value of 0.70 or higher is generally considered acceptable in social science research (Hair et al., 2019).

The initial analysis indicated that the Corporate Social Responsibility construct recorded a Cronbach’s alpha of 0.640, which falls below the recommended threshold. Upon closer examination, two responses were found to show patterns of straight-lining and inconsistency. These cases were identified as outliers and removed from the dataset.

After excluding the two outlier responses, the Cronbach’s alpha for the Corporate Social Responsibility construct increased to 0.707, meeting the required standard for reliability. The other constructs, including Customer Trust, Customer Satisfaction, Brand Image, and Brand Loyalty, all demonstrated strong internal consistency, with Cronbach’s alpha values ranging from 0.869 to 0.905.

This pilot test played a vital role in enhancing the quality and reliability of the questionnaire. The process of identifying weak constructs and refining the instrument reflects best practice in survey development, as outlined by De Vaus (2014). A summary of the pilot test results is presented in Table 18.
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3.7 Final Survey
Following the revisions made based on feedback from the pilot test, the final version of the questionnaire was distributed online between January 13 and February 22, 2025. The survey was administered using Google Forms and shared widely through a direct blast to reach a broad and diverse audience across Hong Kong. The final instrument is included in Appendix D: Questionnaire for Final Survey.

The survey was designed to test the proposed hypotheses and gather responses across the study’s key constructs, including Corporate Social Responsibility (CSR), Customer Trust (CT), Customer Satisfaction (CS), Brand Image (BI), and Brand Loyalty (BL). Each construct was measured using validated items adapted from existing literature, with responses recorded on a seven-point Likert scale to capture the degree of agreement.

Demographic information, including age, gender, education level, monthly income, profession, and marital status, was also collected to support segmentation analysis.

A detailed overview of the questionnaire design, including item sources and construct alignment, is presented in Table 19.
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3.7.1 Target Population
The target population for this study includes individuals in Hong Kong who use or are familiar with banking services, particularly those aware of Corporate Social Responsibility initiatives. According to the Census and Statistics Department (2024), Hong Kong’s population was estimated at 7.5 million in mid-2024, with approximately 59 percent, or 4.4 million people, between the ages of 18 and 60.

This segment includes young adults, working professionals, and middle-aged individuals who are more likely to engage with banks for savings, loans, and investments. They are also more conscious of ethical business practices, making them suitable for this study on CSR and brand loyalty.

Following Malhotra and Dash (2016), targeting a well-defined population enhances research relevance by ensuring the data is collected from respondents most likely to provide informed and meaningful responses.

3.7.2 Sampling Method
Snowball sampling technique was used for data collection. Initial respondents were invited to complete the online survey and asked to share it within their networks, facilitating organic participant expansion. Snowball sampling is especially effective in exploratory social research where random sampling may be impractical due to time or access limitations (Etikan, Musa, & Alkassim, 2016). While this method limits generalizability, it allows for practical and efficient data collection across a diverse respondent base.

3.7.3 Sampling Size
Determining the appropriate sample size for this study involved applying the standard formula for sample size calculation, as outlined by Mo & Chu (2025). This method ensured statistical reliability and generalizability of the findings. A detailed breakdown of the sample size calculation process is provided in Appendix E: Sample Size Test.
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Where:
	N= 4,400,000 (Target population)
	Z=1.96 (Confidence level 95%)
	P=0.68 (Successful rate from BL1: I believe that the services provided by this bank are my preferred choice. P=26/38)
	q=0.32 (Failure rate)
	e=5.0% (A tolerated level of sampling error)

Therefore, the calculated sample size is approximately 332 respondents Appendix F which will be targeted to ensure sufficient data for statistical analysis and to achieve a representative understanding of how CSR influences brand loyalty in the Hong Kong banking industry.

3.8 Data Analysis Techniques
This study employed a structured sequence of quantitative data analysis techniques using IBM SPSS to examine the relationships among the research variables. The methods used ensured reliability, validity, and the ability to test the proposed hypotheses.

3.8.1 Descriptive Analysis
Descriptive analysis was conducted to summarize the demographic characteristics of the respondents, including age, gender, education level, monthly income, profession, and marital status. This technique was used to examine the distribution, frequency, and central tendencies such as mean and standard deviation, thereby offering a clear profile of the sample population. According to Pallant (2020), descriptive statistics are essential for providing foundational insights that support the interpretation of more advanced statistical results. In this study, descriptive analysis served as a preliminary step to contextualize the data and inform subsequent inferential analyses.

3.8.2 Reliability Analysis
Cronbach’s alpha was used to assess the internal consistency of the measurement items within each construct (e.g., CSR, CT, CS, BI, and BL). A value of 0.70 or above was considered acceptable, as it indicates that items reliably measure the intended construct (Tavakol & Dennick, 2011).

3.8.3 Factor Analysis 
Factor analysis was used to assess construct validity by identifying the underlying structure among survey items. The Kaiser Meyer Olkin (KMO) test and Bartlett’s test of sphericity confirmed data suitability. Principal component analysis with varimax rotation was applied to extract components. Items with low factor loadings were removed to retain only strong indicators. This process confirmed that the items for CSR, Customer Trust, Customer Satisfaction, Brand Image, and Brand Loyalty were grouped appropriately, supporting the internal structure of the research model (Hair et al., 2019; Field, 2017).

3.8.4 Correlation Analysis
Pearson correlation analysis was conducted to assess the strength and direction of linear relationships between the study variables, including Corporate Social Responsibility (CSR), Customer Trust (CT), Customer Satisfaction (CS), Brand Image (BI), and Brand Loyalty (BL). This method is widely used to identify patterns of association between continuous variables and to evaluate whether increases in one construct are associated with increases in another (Field, 2018). In this study, correlation analysis was essential for determining the presence and nature of associations before proceeding to more complex predictive models.

3.8.5 Regression Analysis 
Multiple linear regression was applied to examine the extent to which the independent variables—Corporate Social Responsibility, Customer Trust, Customer Satisfaction, and Brand Image—could predict the dependent variable, Brand Loyalty. This statistical technique allowed for the assessment of the direction, strength, and significance of each predictor while also testing for essential assumptions such as multicollinearity and model fit using the coefficient of determination (R squared). According to Hair et al. (2019), regression analysis is a widely used method in marketing and social sciences for explaining relationships between variables and identifying key drivers of outcomes.

To enhance model accuracy, stepwise regression was also conducted. This method systematically included only those variables that showed statistically significant contributions to the model, thereby improving its explanatory power and eliminating predictors with minimal influence.

3.8.6 One-Way ANOVA 
One Way Analysis of Variance (ANOVA) was used to determine whether there were statistically significant differences in mean brand loyalty scores across more than two demographic groups, such as age brackets, education levels, or income ranges. ANOVA is a robust technique for comparing group means and is appropriate when the independent variable is categorical and the dependent variable is continuous (Pallant, 2020). Where significant differences were identified, post hoc tests were conducted to explore specific group differences through pairwise comparisons.

3.8.7 Independent Samples t-Test 
This test was conducted to compare mean differences in brand loyalty between two demographic groups (e.g., gender or marital status). It assessed whether observed differences were statistically significant, using p-values and Levene’s test for equality of variances (Field, 2017).

These analytical methods provided both exploratory and confirmatory insights into the research model and hypotheses, enabling comprehensive interpretation of the survey data. Techniques such as Multiple Linear Regression (MLR) allowed for testing the predictive relationships among variables while ensuring statistical reliability and model validity.

3.9 Research Method Limitations 
Like all empirical studies, this research is subject to several limitations that may affect the interpretation and generalizability of its findings.

Firstly, the use of snowball sampling, while practical for reaching specific participants, introduces potential bias as it does not guarantee a representative sample of the broader Hong Kong banking population (Etikan, Alkassim, & Abubakar, 2016). Similarly, although the targeted sample size was adequate, limitations in outreach and voluntary response may have constrained statistical power.

Secondly, the reliance on self-reported data may lead to social desirability and recall bias, which can influence how respondents assess their perceptions of CSR and loyalty (Podsakoff et al., 2003).

Thirdly, the study’s cross-sectional design restricts the ability to infer causality or assess changes in customer attitudes over time (Bryman, 2015). In addition, while the constructs were based on validated scales, cultural interpretation differences may have introduced minor measurement inaccuracies.

Lastly, as this research focuses solely on Hong Kong’s banking sector, its findings may not be directly applicable to other industries or regions due to differing institutional, cultural, and consumer dynamics.

Acknowledging these constraints helps ensure methodological transparency and provides direction for future research.

3.10 Research Ethics 
This research adhered to ethical standards to ensure integrity, transparency, and the protection of participants. Prior to completing the questionnaire, respondents were informed of the study’s objectives, assured of confidentiality, and notified that participation was voluntary.

No personal identifiers were collected, and all data were stored securely for academic use only. Ethical compliance was maintained throughout the research process, in accordance with the principles outlined by the British Educational Research Association (BERA, 2018). Informed consent, anonymity, and data protection were all prioritized to uphold ethical rigor.

3.11 Summary 
This chapter outlined the research methodology adopted to explore the relationship between CSR and brand loyalty in the Hong Kong banking industry. The study was structured around a deductive, quantitative research design supported by a literature-based framework and focus group insights. A structured questionnaire was used to gather data from 300 banking customers, and SPSS was applied for various statistical analyses. Limitations and ethical considerations were also addressed to ensure the methodological integrity of the research. The results from the analysis will be discussed in the following chapter.
4. Data Description and Analysis 
This chapter analyzes and interprets data collected through both qualitative and quantitative methods. Primary data from a focus group discussion and a structured questionnaire formed the basis for exploring the relationship between Corporate Social Responsibility (CSR) and Brand Loyalty (BL), and the mediating roles of Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI).

Descriptive statistics, factor analysis, correlation analysis, regression modeling, ANOVA, and t-tests were used to evaluate relationships and test hypotheses. Secondary data from the Census and Statistics Department (2023) and the Hong Kong Trade Development Council (2023) were used to contextualize the banking sector environment.

4.1 Primary Data from the Focus Group
A structured focus group was conducted early in the research to collect primary data. It explored customer perceptions of CSR in banking and its impact on trust, satisfaction, brand image, and loyalty. This qualitative phase ensured the questionnaire’s relevance and clarity for Hong Kong respondents.

The 40-minute session, held on 17 November 2024, used open-ended questions to guide discussion. Insights shaped the survey design (Figure 5); full details appear in Appendix B.

4.1.1 Demographics of Participants and Structure of Discussion
The focus group involved eight adult participants with diverse demographic and professional backgrounds. Ages ranged from early twenties to late forties, offering a range of consumer insights into banking services. The group included five female and three male participants, ensuring strong female representation.

Participants came from industries such as finance, marketing, retail, IT, property management, and fashion, holding roles from junior to senior management. Structured, open-ended questions guided the discussion on CSR’s impact on Customer Trust, Satisfaction, Brand Image, and Loyalty (Morgan, 1997; Hipólito et al., 2025).

4.1.2 Key Findings
The focus group highlighted how banks’ CSR initiatives impact customer brand loyalty in Hong Kong.

4.1.2.1 Awareness and Perception of CSR Initiatives
Participants showed general awareness of CSR initiatives by Hong Kong banks, citing sustainability projects, community programs, donations, financial literacy, and ethical practices, aligning with Carroll’s (1999) definition of CSR. However, perceptions varied; while some valued these efforts, others questioned their authenticity, suspecting promotional motives. This skepticism reflects broader concerns that perceived insincerity in CSR can undermine customer trust and loyalty (Du, Bhattacharya, & Sen, 2010).

4.1.2.2 Influence on Customer Trust
Customer trust emerged as a key link between CSR initiatives and brand loyalty. Participants emphasized that transparency, honesty, and authenticity are crucial for building trust, supporting Morgan and Hunt’s (1994) definition. Banks consistently demonstrating genuine CSR efforts were viewed as more trustworthy, reinforcing Chaudhuri and Holbrook’s (2001) idea that trust grows through positive interactions. Conversely, superficial CSR weakened trust, aligning with Pivato et al.’s (2008) findings on the role of ethical behavior.

4.1.2.3 Impact on Customer Satisfaction
Participants noted that CSR initiatives enhanced their overall satisfaction by adding value beyond basic banking services, aligning with Anderson et al.’s (1994) definition. However, many emphasized that while CSR improved perceptions, core factors like convenience, efficiency, and product quality remained the primary drivers of satisfaction, supporting Szymanski and Henard’s (2001) emphasis on service fundamentals.

4.1.2.4 Role in Brand Image
The discussion showed that well-executed CSR initiatives significantly enhanced banks’ brand image, associating them with ethical leadership and social care, consistent with Keller’s (1993) definition. Banks recognized for visible CSR were viewed more favorably, reinforcing Nguyen and Leblanc’s (2001) view that a strong brand image is essential for building trust and satisfaction in competitive banking markets.

4.1.2.5 Influence on Brand Loyalty
Participants agreed that strong CSR initiatives positively influenced their loyalty, fostering trust, emotional connection, and favorable brand perception (Chaudhuri & Holbrook, 2001; Dick & Basu, 1994). However, they emphasized that inconsistencies between CSR values and actual service weakened authenticity and loyalty, supporting findings by Pérez & Rodríguez del Bosque (2015) and Deng et al. (2010).

4.1.3 Summary of Key Findings
Key focus group findings are summarized in Table 22, highlighting CSR’s role in shaping trust, satisfaction, image, and loyalty.
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4.2 Data from the Final Survey 
Table 21 consolidates the pilot and final survey response rates alongside key details regarding the survey process, constructs measured, and reliability results.
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4.2.1 Demographic Data
Demographic data provide essential context for interpreting research findings and identifying behavioral variations across consumer groups (Malhotra & Dash, 2016; Sekaran & Bougie, 2016). This study collected demographic information—gender, age, education, income, profession, and marital status—from 350 Hong Kong residents. A summary of participant characteristics is presented in Table 22.
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4.2.1.1 Age 
Age significantly shapes consumer preferences, expectations, and attitudes toward banking services and CSR initiatives (Kotler & Keller, 2016). Understanding age distribution helps banks tailor CSR and marketing strategies.

In this study, respondent ages were:
· Under 18: 2.0%
· 18-25: 16.3%
· 26-35: 25.4%
· 36-45: 18.3%
· 46-55: 18.6%
· 56-65: 12.0%
· 66 and over: 7.4%
This distribution suggests varying perceptions of CSR and brand loyalty across age groups. Figure 8 presents a visual summary of the respondents’ age distribution.
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4.2.1.2 Gender
Gender influences consumer attitudes toward CSR initiatives and brand loyalty in banking (Kotler & Keller, 2016; Malhotra & Dash, 2016). In this study, male respondents accounted for 48.3% (169 individuals), while females made up 51.7% (181 individuals), offering a near-equal distribution.

This balance allows for a broader analysis of gender-based differences in CSR perceptions and loyalty behaviors. Understanding these variations is crucial for developing gender-sensitive engagement strategies (Sekaran & Bougie, 2016). A visual summary of the gender breakdown is shown in Figure 9.
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4.2.1.3 Education 
Education significantly influences consumer behavior, especially regarding perceptions of banking services and CSR initiatives (Kotler & Keller, 2016; Malhotra & Dash, 2016). Higher education levels often correlate with greater CSR awareness and brand loyalty.

Respondents’ educational backgrounds were:
· Primary school or below: 5.7%
· Secondary school: 35.7%
· Certificate: 8.9%
· Diploma or Higher Diploma: 15.4%
· University degree: 24.6%
· Master’s degree or above: 9.7%
This diverse distribution provides valuable insights for tailoring CSR messaging across educational groups. Banks can use this understanding to build trust and loyalty among customers with different educational backgrounds (Sekaran & Bougie, 2016; Malhotra & Dash, 2016). A visual summary is presented in Figure 10.
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4.2.1.4 Average Monthly Personal Income
Average monthly income influences consumer expectations toward banking services and CSR initiatives (Kotler & Keller, 2016; Malhotra & Dash, 2016). Higher-income customers may seek impactful CSR, while lower-income groups prioritize inclusivity.
Income distribution among respondents:
· HKD$20,000 or below: 30.3%
· HKD$20,001–$40,000: 31.1% (largest segment)
· HKD$40,001–$60,000: 20.0%
· HKD$60,001–$80,000: 9.7%
· HKD$80,001–$100,000: 5.7%
· Above HKD$100,000: 3.1%
This wide range supports analysis across economic groups, offering insights into how banks can align CSR strategies with varying customer expectations. Targeted CSR engagement based on income profiles may strengthen brand loyalty and satisfaction (Sekaran & Bougie, 2016). A visual summary of the income distribution is presented in Figure 11.
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4.2.1.5 Profession
Profession influences financial behavior, service expectations, and attitudes toward CSR initiatives (Kotler & Keller, 2016; Malhotra & Dash, 2016). Understanding professional backgrounds helps banks tailor CSR strategies to diverse customer needs.

The respondents’ professional distribution was:
· Student: 10.0%
· Blue-Collar: 23.4%
· White-Collar: 38.6% (largest group)
· Chartered Professional (e.g., doctors, lawyers, accountants): 12.9%
· Management or Executive: 8.6%
· Retired/Not Currently Employed: 5.7%
· Others: 0.9%
This wide range enables nuanced interpretation of CSR perceptions across occupational groups. Tailored CSR communications based on profession can enhance trust, engagement, and brand loyalty (Sekaran & Bougie, 2016). A visual summary of the professional distribution is shown in Figure 12.
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4.2.1.6 Marital Status
Marital status influences consumer preferences, financial behaviors, and attitudes toward CSR initiatives (Kotler & Keller, 2016; Malhotra & Dash, 2016). Different life stages bring distinct banking needs, impacting satisfaction and loyalty.

In this study:
· Single: 42.6%, valuing autonomy, convenience, and efficiency.
· Married: 57.4%, reflecting broader, family-oriented financial needs.

Understanding these differences helps banks develop CSR initiatives and services that address the unique priorities of single and married customers, enhancing engagement and loyalty (Sekaran & Bougie, 2016). A visual summary of marital status distribution is shown in Figure 13.
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4.2.1.7 Summary of Demographic Data, Limitations and Research Implications
The final sample of 350 respondents demonstrated broad demographic diversity. The largest age group was 26–35 years (25.4%), with a balanced gender split (51.7% female, 48.3% male). Education levels varied, with 35.7% holding secondary school qualifications and 24.6% holding university degrees.

Income levels were concentrated between HKD$20,001–40,000 (31.3%), and 38.6% were white-collar professionals. Married respondents made up 57.4%.

These insights highlight the need for demographic-specific CSR strategies (Kotler & Keller, 2016; Sekaran & Bougie, 2016). Nonetheless, the Hong Kong-specific sample and cross-sectional design limit broader generalization.


4.3 Cross-Tabulation of Demographic Factors with Brand Loyalty
Cross-tabulation analysis was used to examine how demographic traits—age, gender, education, income, profession, and marital status—relate to brand loyalty in banking. This method helped identify patterns across respondent groups, offering insights into how demographics influence customer loyalty behavior (Babbie, 2020).

4.3.1 Brand Loyalty (BL1) and Profession
Analysis revealed that white-collar and chartered professionals showed higher willingness to recommend their banks compared to other groups (see Figure 14 and Table 23). Students and unemployed respondents exhibited lower loyalty levels.

Professional background influences CSR perceptions and brand loyalty, with professionals more responsive to CSR efforts (Walsh, Evanschitzky, & Wunderlich, 2008). Banks should tailor CSR communications to these segments to strengthen loyalty and boost positive word-of-mouth.
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4.3.2 Brand Loyalty (BL4) and Gender
Analysis revealed that female respondents showed slightly higher brand loyalty than males (see Figure 15 and Table 24). About 25.4% of females indicated slight loyalty intentions versus 20.7% of males.

This trend suggests that females may be more relationship-oriented and responsive to CSR efforts (Ndubisi, 2006). Banks could strengthen loyalty by tailoring CSR initiatives and communications to better align with female customers’ values and expectations.
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4.4 Cross-Tabulation of CSR and CT, CS and BI
This section explores the relationships between CSR and Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI) using cross-tabulation and scatter plot analyses.

Results show positive associations: favorable CSR perceptions corresponded with higher trust, satisfaction, and brand image. This supports research highlighting CSR’s role in building trust, satisfaction, and strong brand equity (Leclercq-Machado et al., 2022; Araújo et al., 2023).

These findings underscore CSR’s strategic importance in strengthening customer attitudes and fostering loyalty within the Hong Kong banking sector.

4.4.1 Scatter of CSR to CT
The scatter plot in Figure 16 shows a clear upward trend, indicating a positive relationship between CSR perceptions and Customer Trust (CT).

Respondents who rated CSR initiatives more favorably also reported higher trust in their banks. This finding supports research showing that ethical, transparent, and socially responsible practices enhance customer confidence (Leclercq-Machado et al., 2022).

It highlights that CSR efforts play a crucial role in building strong, trust-based brand relationships in the highly competitive banking sector.
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4.4.2 Scatter of CSR and CS 
The scatter plot in Figure 17 shows a positive correlation between Corporate Social Responsibility (CSR) and Customer Satisfaction (CS). Respondents who viewed CSR initiatives more favorably reported higher satisfaction levels.

This finding highlights how perceived alignment between a bank’s social values and customer expectations enhances satisfaction, supporting Araújo et al. (2023).

It reinforces the idea that CSR is not just a branding tool but also a mechanism for improving service experiences and strengthening customer satisfaction within the competitive banking sector.
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4.4.3 Scatter of CSR and BI
Figure 18 shows a positive relationship between Corporate Social Responsibility (CSR) and Brand Image (BI), with favorable CSR perceptions linked to stronger brand impressions.

This supports findings by Araújo et al. (2023) that CSR enhances brand credibility and social value, contributing to long-term brand strength in competitive banking markets.
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4.5 Comparison of Highest and Lowest Mean Across Each Factor
[bookmark: OLE_LINK7]This section analyzes customer response variability across five constructs: CSR, Customer Trust, Customer Satisfaction, Brand Image, and Brand Loyalty. Figure 19 shows average ratings, and Table 25 details minimum, maximum, mean, and standard deviation. All minimum mean scores above 3.95 indicate generally positive customer perceptions across constructs.
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The highest mean score was for BL2 – “this bank is the best choice for financial decision” (Mean = 4.04), showing strong brand loyalty, though variability was notable (SD = 1.346). The lowest mean was for CS2 – “this bank provides precise financial services” (Mean = 3.95; SD = 1.361), highlighting the need for greater service consistency to build satisfaction and loyalty (Parasuraman et al., 1988).
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4.6 Reliability Test
Reliability testing using Cronbach’s alpha assessed the internal consistency of survey items, ensuring they accurately measured each construct (Tavakol & Dennick, 2011; Heale & Twycross, 2015).

As shown in Table 26, Cronbach’s alpha values were: CSR (α = 0.894), Customer Trust (CT) (α = 0.946), Customer Satisfaction (CS) (α = 0.939), Brand Image (BI) (α = 0.967), and Brand Loyalty (BL) (α = 0.944). The overall alpha across all 20 items was 0.938.

According to George and Mallery (2019), values above 0.9 indicate excellent reliability, confirming the strong consistency and robustness of the survey instrument used.
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4.7 Factor Analysis
Factor analysis using IBM SPSS assessed construct validity. The Kaiser-Meyer-Olkin (KMO) measure and Bartlett’s Test confirmed data suitability, with KMO values above 0.70 and significant Bartlett’s results indicating adequacy for factor extraction (Hair et al., 2019; Field, 2018).

4.7.1 KMO Test
The Kaiser-Meyer-Olkin (KMO) value was 0.950 (Table 26), indicating excellent sampling adequacy for factor analysis and confirming that the sample size and correlation patterns were appropriate (Pallant, 2020).

4.7.2 Bartlett’s Test
Bartlett’s Test of Sphericity yielded a chi-square value of 17819.757 (df = 190, p < .001), confirming that the correlations among variables are sufficiently strong for factor analysis (Pallant, 2020). Results of both KMO and Bartlett’s tests are summarized in Table 27.
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4.7.3 Factor Analysis by Rotation Method of Varimax 
Table 28 shows that two components emerged through principal component analysis. Component 1 explained 68.208% of variance (CSR, trust, brand image, loyalty) and Component 2 explained 15.638% (customer satisfaction), cumulatively accounting for 83.846% of total variance, confirming the survey’s dimensionality (Field, 2017).
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Figure 20 presents the scree plot, showing a clear inflection after the second component. This supports retaining two principal factors for analysis, confirming the underlying factor structure (Hair et al., 2018).
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Table 29 shows the rotated component matrix from varimax rotation, highlighting variable groupings. CSR initiatives, customer trust, brand image, and brand loyalty load strongly onto Component 1, while customer satisfaction items load onto Component 2. This separation supports construct validity and emphasizes treating satisfaction independently from CSR-related constructs (Tabachnick & Fidell, 2019).
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4.8 Correlation Test
Correlation analysis examined the linear relationships between key variables using Pearson’s correlation coefficient (r), ranging from -1 to +1 (Schober, Boer, and Schwarte, 2018). A value near +1 indicates a strong positive association, near -1 a strong negative, and around 0 no relationship.

As summarized in Table 30, significant correlations (p < 0.01, one-tailed) were found across most variables. The strongest positive relationship emerged between Customer Trust (CT) and Brand Loyalty (BL) (r = 0.952), confirming trust as a major loyalty driver (Uslu & Sngun, 2021).

Corporate Social Responsibility (CSR) showed strong correlations with Brand Image (BI) (r = 0.919) and Customer Trust (r = 0.906), supporting previous findings on CSR’s impact on brand perception and relational trust (Huang et al., 2022). CSR also correlated strongly with Brand Loyalty (r = 0.904) (Aramburu & Pescador, 2017).

Brand Image correlated significantly with Brand Loyalty (r = 0.863) (Dam & Dam, 2021), emphasizing brand perception’s role in loyalty.

Customer Satisfaction (CS) showed weaker but significant correlations with CSR (r = 0.087) and Brand Loyalty (r = 0.110), suggesting service quality factors are more dominant influences (Al Ghamdi & Badawi, 2019).

These results highlight the critical role of CSR-driven trust and brand image in fostering long-term loyalty (Ratner, 2009).
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4.9 Regression Model
Regression analysis was used to explore predictive relationships between independent and dependent variables. Multiple Linear Regression (MLR) evaluated how Customer Trust (CT), Brand Loyalty (BL), and a composite Social Exchange Theory (SET) factor interact. Stepwise regression included only statistically significant predictors (Chatterjee & Simonoff, 2020).

SET suggests that mutual benefit and perceived fairness drive loyalty (Cropanzano et al., 2017). In this study, SET is reflected through an averaged construct combining CT, Customer Satisfaction (CS), Brand Image (BI), and BL to explain long-term banking relationships.
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4.10 Mediating Effect of CT, CS and BI from CSR to BL
This section explores how Customer Trust (CT), Customer Satisfaction (CS), and Brand Image (BI) mediate the relationship between Corporate Social Responsibility (CSR) and Brand Loyalty (BL). Using PROCESS Model 4 by Hayes (2022) with 95% confidence intervals (Table 35 and Appendix G), key mediation results were identified.

Customer Trust fully mediated the CSR–BL relationship (B = 1.0492, SE = 0.0196, 95% CI [1.0086, 1.0850]); the direct effect of CSR on BL was non-significant (p = .1938). These underscores trust as the primary channel linking CSR to loyalty, supporting Social Exchange Theory.

Customer Satisfaction did not demonstrate a significant mediating effect. While CSR positively influenced CS (p < .001), the subsequent effect of CS on BL was not significant (p = .1352), with a non-significant indirect effect (B = 0.0046).

Brand Image showed partial mediation: CSR significantly predicted BI (B = 1.1366, p < .001), and BI influenced BL (B = 0.5758, p < .001). Both direct (B = 0.4214) and indirect effects (B = 0.6544) were significant.

Overall, Customer Trust emerged as the strongest mediator, with Brand Image providing additional support. Customer Satisfaction, while positively impacted by CSR, did not significantly mediate loyalty outcomes.
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4.11 One-way Analysis of Variance (ANOVA) 
One-Way Analysis of Variance (ANOVA) compares the means of three or more independent groups to assess if significant differences exist among them (Gravetter & Wallnau, 2017). The null hypothesis assumes equal means, while the alternative suggests at least one differs. In this study, ANOVA examines whether Brand Loyalty (BL) perceptions differ across demographics—age, gender, education, income, profession, and marital status. This analysis identifies whether demographic groups respond differently to Corporate Social Responsibility (CSR) initiatives, influencing loyalty toward banks in Hong Kong (Urdan, 2017).

4.11.1 One-way ANOVA for Age, Gender, Education Level, Income, Profession and Marital Status
One-Way ANOVA tests examined whether Brand Loyalty (BL) differed significantly across age, gender, education, income, profession, and marital status. Results showed no significant differences, with all p-values above 0.05. For instance, gender yielded p = 1.000, indicating identical group means. This suggests CSR-driven loyalty perceptions are consistent across demographics, with no substantial variation among customer groups. Therefore, banks’ CSR strategies appear to have a uniformly positive impact across Hong Kong’s diverse banking customer segments.


4.12 Independent t-test 
The independent samples t-test examines whether two independent groups differ significantly in their mean scores (Grove & Cipher, 2017; McDonald, 2014). In this study, it assessed if marital status (Single vs. Married) influences Brand Loyalty (BL) toward banks in Hong Kong.

The test met key assumptions: normality, independence, and equal variances, confirmed by Levene’s Test (F = 0.639, p = 0.425) (Pallant, 2020).

H₀: σ²ₘ = σ²𝒻 	This is the null hypothesis of Levene’s Test
The variance of Single and Married Groups are Equal in Brand Loyalty.

H₁ₐ: σ²ₘ ≠ σ²𝒻	This is the alternative hypothesis:
The variance of Single and Married Groups are not equal.

Using the “Equal variances assumed” row, results (Table 36) showed Married respondents (M = 4.11, SD = 1.333) exhibited higher brand loyalty than Single respondents (M = 3.85, SD = 1.221), indicating marital status influences loyalty levels.
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Table 37 shows a two-tailed p-value of 0.065, indicating no significant difference. However, the one-tailed p-value of 0.033 suggests married respondents demonstrate significantly higher brand loyalty than single respondents.

[image: A close-up of a sample

AI-generated content may be incorrect.]



4.13 Summary of the Research Findings 
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Figure 21 and Table 37 provide a summary of the correlation, regression, and mediation results. The Pearson correlation coefficient (r) measures the strength and direction of linear relationships, while R-squared explains how much variance in the dependent variable is predicted by the independent variables (Mukaka, 2012).

The findings in Table 38 offer strong support for the proposed research model. Corporate Social Responsibility (CSR) showed significant positive relationships with Customer Trust (CT), Customer Satisfaction (CS), Brand Image (BI), and Brand Loyalty (BL), supporting Hypotheses H1–H4. CT and BI were also positively associated with BL, while CS showed a weaker but significant link.

Mediation analysis revealed that CT fully mediated the CSR–BL relationship (supporting H8), BI partially mediated it (supporting H10), and CS did not show a significant mediating effect (H9 not supported). These outcomes align with Social Exchange Theory, emphasizing trust and positive reciprocity in loyalty development (Cropanzano et al., 2017; Blau, 1964).

Demographic analysis showed no significant differences for age, gender, education, income, or profession (H11a–H11e), while marital status had a significant effect (H11f supported). Finally, CSR significantly influenced the Social Exchange Theory construct (H12 supported).

Overall, CSR plays a central role in building trust, brand image, and loyalty in Hong Kong’s banking sector.
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5. Conclusion and Recommendation 
This chapter summarizes findings from 350 Hong Kong banking customers on CSR, CT, CS, BI, and BL, offering practical recommendations and future research directions.

5.1 Conclusion 
This study examined the relationship between Corporate Social Responsibility (CSR) and brand loyalty (BL) in the Hong Kong banking sector, using Social Exchange Theory (SET) as the guiding framework. Primary data were gathered through a focus group and a structured survey of 350 customers, complemented by secondary data from industry reports and academic research to support contextual understanding.

The findings revealed that CSR significantly enhances brand loyalty, both directly and indirectly through customer trust (CT), customer satisfaction (CS), and brand image (BI). Customer trust emerged as the strongest mediator (Pham & Nguyen, 2025), while brand image also played a key role in shaping emotional attachment. Although CSR positively influenced customer satisfaction, its mediating effect was comparatively weaker, consistent with previous studies (Araújo, Pereira, & Santos, 2023).

Demographic analysis found no major loyalty differences across age, gender, education, income, or profession, though marital status showed marginal influence, with married respondents reporting slightly higher loyalty.

The study acknowledges limitations, including the use of non-probability sampling and a cross-sectional design. Given shifting consumer expectations, continuous adaptation of CSR strategies remains essential (Pham & Nguyen, 2025).

Despite these limitations, the research demonstrated strong validity and reliability, affirming CSR’s critical role in fostering trust, enhancing brand image, and strengthening brand loyalty in Hong Kong’s banking sector.


5.2 Recommendation
This study recommends that Hong Kong banks enhance brand loyalty by strengthening Corporate Social Responsibility initiatives, leveraging their direct impact and their mediating effects through customer trust, customer satisfaction, and brand image.

5.2.1 Integrate CSR as a Core Branding Strategy
Banks should embed CSR as a central element of their brand identity, not just a compliance task. CSR’s direct impact on brand loyalty highlights its importance in strengthening customer bonds (Pham & Nguyen, 2025; Araújo, Pereira, & Santos, 2023). Long-term, authentic CSR initiatives addressing societal needs can enhance brand integrity, emotional connection, and customer trust.

5.2.2 Enhance Customer Trust Through Transparent CSR Communication
As customer trust emerged as the strongest mediator, banks should ensure CSR communication is transparent, authentic, and backed by measurable outcomes. Sharing specific achievements, like carbon footprint reductions, strengthens credibility and customer confidence. Transparent, data-driven CSR reporting reduces skepticism and builds trust (Du et al., 2010; Pham & Nguyen, 2025; Islam, Ali, & Ahmed, 2021).

5.2.3 Improve Service Experiences to Strengthen Satisfaction
While customer satisfaction was a weaker mediator, it remains vital for fostering brand loyalty. Banks should use CSR initiatives to enhance service experiences, such as offering green finance products or promoting community engagement. Regularly assessing service quality is essential for maintaining satisfaction. Research shows that value-driven CSR activities strengthen retention and loyalty (Cronin, Brady, & Hult, 2000; Araújo, Pereira, & Santos, 2023; Pham & Nguyen, 2025).

5.2.4 Leverage CSR to Shape and Enhance Brand Image
The strong link between CSR and brand image highlights the need for banks to strategically showcase their CSR efforts. Communicating social impact and shared values through marketing channels enhances brand credibility and strengthens emotional bonds with customers (Pérez & Rodríguez del Bosque, 2015; Araújo, Pereira, & Santos, 2023; Pham & Nguyen, 2025). Positioning CSR as a core brand element fosters a stronger brand image and deeper customer loyalty.
5.2.5 Segment CSR Strategies by Demographics 
Although demographic differences in brand loyalty were limited, slight variations by age, profession, and marital status suggest banks should tailor CSR initiatives. Younger customers may value sustainability, while professionals might prioritize ethical governance or financial education. Research shows that demographic factors influence CSR responses and loyalty outcomes (Mohr, Webb, & Harris, 2001; Pham & Nguyen, 2025; Araújo, Pereira, & Santos, 2023). Targeted CSR strategies can boost engagement and strengthen brand loyalty.

5.2.6 Monitor Internal Consistency of CSR Initiatives 
CSR initiatives must align with a bank’s core values and operations to maintain credibility and customer trust. Misalignment between CSR messaging and actual practices can harm brand loyalty. Strong coordination across departments like HR, marketing, and operations ensures consistent execution. Research shows that inconsistent CSR communication undermines authenticity and raises reputational risks (Berens, van Riel, & van Bruggen, 2005; Islam, Ali, & Ahmed, 2021; Pham & Nguyen, 2025).

5.2.7 Encourage Stakeholder Participation in CSR 
Engaging stakeholders, including customers and employees, in developing and implementing CSR initiatives enhances emotional investment and brand advocacy. Activities like customer voting on CSR projects or employee-led programs boost perceptions of authenticity. Research shows that stakeholder involvement strengthens the legitimacy of CSR efforts and deepens brand loyalty (Freeman, Harrison, & Wicks, 2010; Araújo, Pereira, & Santos, 2023; Pham & Nguyen, 2025).

5.2.8 Evaluate Long-Term Impact of CSR on Brand Loyalty
Banks should adopt a long-term approach to assess how CSR initiatives affect customer trust, satisfaction, brand image, and loyalty. This study confirmed that CSR strongly impacts trust and brand image, while its influence on satisfaction is positive but weaker. As societal expectations evolve, regular evaluations through surveys, loyalty metrics, and engagement reviews are crucial. Ongoing investment in transparency and community initiatives strengthens trust and brand perception. Longitudinal monitoring allows banks to refine CSR strategies, maintaining CSR as a vital element of relationship management and sustaining competitive advantage (Pham & Nguyen, 2025; Araújo, Pereira, & Santos, 2023).

5.3 Practical Implementation for the Recommendation 
Implementing the recommendations from Section 5.2 is essential for translating theory into actionable strategies to strengthen brand loyalty through CSR. This section outlines how Hong Kong banks can apply these recommendations in real-world operations.

5.3.1 Integrating CSR into Core Branding Strategy 
To effectively integrate CSR into brand identity, banks should conduct stakeholder assessments to identify causes aligned with customer interests, such as green finance, digital inclusion, or education. Initiatives like low-interest eco-home loans or carbon offset programs can strengthen engagement. Promoting CSR through campaigns, newsletters, and mobile apps enhances visibility. Embedding CSR into mission statements and service pledges is essential. Hang Seng Bank demonstrates this by incorporating ESG commitments into its brand narrative, reinforcing its green banking position (Hang Seng Bank, 2022; KPMG International, 2023).

5.3.2 Transparent CSR Communication to Build Trust 
Banks can strengthen trust by communicating CSR initiatives clearly, consistently, and with measurable outcomes. HSBC demonstrates this through its ESG Reporting Centre, publishing reports, data packs, and case studies to showcase progress in areas like emissions and sustainable finance (HSBC, 2024a). Infographics and dashboards make ESG data accessible (HSBC, 2024b), while key messages are integrated across investor and customer communications. Banks could further build trust by embedding real-time CSR tracking into mobile apps or online platforms, enhancing transparency and customer engagement.

5.3.3 Improving Customer Satisfaction through CSR
Embedding CSR values throughout the customer journey can significantly enhance satisfaction. Banks could engage new customers by offering options to donate reward points to partner charities during onboarding, fostering early emotional connections. Providing ESG-focused products, such as responsible investment portfolios or green loans, allows customers to align banking choices with personal values (Leclercq-Machado et al., 2022).

Internally, CSR training for frontline staff ensures consistent communication of CSR values. Well-informed employees can better explain how products support societal goals, enriching customer experiences. Monitoring CSR integration through feedback, service evaluations, and performance reviews ensures continuous improvement, reinforcing satisfaction and a socially responsible brand image (Sarfraz et al., 2022).

5.3.4 Enhancing Brand Image through CSR Storytelling 
To strengthen brand image, banks should create multimedia campaigns that showcase how CSR initiatives align with customer values and societal needs. HSBC’s “Opening Up a World of Opportunity” campaign highlights its commitment to sustainable finance, inclusion, and economic resilience (HSBC, 2024a).

Credibility is reinforced by partnerships with respected community figures and nonprofits. HSBC maintains consistent, transparent communication through its ESG Reporting Centre with accessible reports and dashboards (HSBC, 2024b). CSR storytelling should be embedded across channels, including digital displays, ATMs, mobile apps, and social media, ensuring customers encounter clear, meaningful CSR messages throughout their journey.

5.3.5 Demographic-Specific CSR Programs 
Although marital status did not show significant differences in brand loyalty, married customers displayed slightly higher loyalty scores. This suggests banks could strengthen connections with single customers through targeted CSR initiatives.

For singles, especially those under 45, banks could focus on sustainability programs or offer digital campaigns promoting eco-friendly practices. Financial literacy workshops tailored to individual planning could also meet their specific needs, aligning with research showing younger consumers respond to CSR aligned with personal values (Fatma & Khan, 2023).

Personalized communication is key. Using app notifications, targeted emails, and social media can effectively deliver CSR messages. By tailoring CSR programs to the lifestyles and values of single customers, banks can foster stronger emotional engagement and brand loyalty within this growing demographic segment.



5.3.6 Ensuring Internal CSR Consistency 
Consistency in CSR efforts requires alignment across all departments. Banks should establish a cross-functional CSR governance committee with representatives from branding, compliance, HR, and operations to coordinate strategies, monitor progress, and prevent fragmented initiatives (Forrester, 2024).

Developing a CSR communication framework can further standardize messaging, tone, and reporting metrics across all branches. This ensures that CSR activities remain consistent with the bank’s core values. Additionally, appointing CSR ambassadors within each business unit can promote employee engagement, reinforce CSR practices, and help embed strategy into daily operations. These ambassadors act as internal champions, encouraging collaboration and maintaining a unified approach to CSR initiatives (GoodUp, 2024).

5.3.7 Involving Stakeholders in CSR Design 
Involving stakeholders in CSR design builds ownership and strengthens emotional ties with the community. Initiatives like a “CSR Idea Contest,” inviting customers to propose community projects, can enhance engagement. Winning ideas could be implemented and showcased in CSR reports, demonstrating responsiveness to community input.

Employee involvement is equally important. Structured volunteer programs and policies allowing paid volunteer leave, as practiced by Deutsche Bank (2024), encourage active participation. Home Depot’s employee-led initiatives similarly highlight the impact of volunteerism (Goodera, 2025).

Sharing employee volunteer stories through internal newsletters and social media not only recognizes contributions but also promotes a strong culture of social responsibility. This approach boosts employee morale and enhances the bank’s public image as a socially committed organization.

5.3.8 Tracking Long-Term Impact of CSR on Brand Loyalty 
To monitor the long-term impact of CSR on brand loyalty, banks should implement comprehensive feedback mechanisms. Tools like post-transaction CSR surveys and annual stakeholder reviews can track customer perceptions and experiences. Creating a CSR engagement index can help assess CSR’s influence on loyalty metrics such as Net Promoter Score (NPS) and customer lifetime value (CLV).

Standard Chartered Hong Kong showcases best practices by embedding sustainability reporting into its annual disclosures, reinforcing transparency and continuous CSR improvement (Standard Chartered Bank, 2023).

Partnering with academic institutions like the Chinese University of Hong Kong Business School, which offers business sustainability indices, can further enhance CSR evaluations (CUHK Business School, 2021). These collaborations provide independent assessments, supporting objective evaluation and strategy refinement.

By adopting these strategies, banks can transform CSR into a strategic driver of customer loyalty, enhancing brand trust, satisfaction, and engagement while securing a stronger competitive position in Hong Kong’s financial sector.


5.4 Limitations 
While this study confirms the strategic role of Corporate Social Responsibility (CSR) in enhancing brand loyalty in Hong Kong’s banking sector, several limitations must be acknowledged.

First, although factor analysis showed that Customer Trust (CT), Customer Satisfaction (CS), Brand Image (BI), and Brand Loyalty (BL) explained 83.846% of total variance, measuring emotional constructs remains challenging and may affect CSR impact assessments (Islam, Ali, & Ahmed, 2021).

Second, the cross-sectional design captures customer perceptions at a single point, limiting the ability to track changes over time (Lam, 2016).

Third, the use of non-probability snowball sampling restricts generalizability, despite meeting statistical adequacy with 350 respondents (Etikan, Musa, & Alkassim, 2016).

Operational challenges, including financial pressures and poor departmental coordination, may weaken CSR effectiveness (Hu, Sukran, & Nurhalizah, 2023). Inconsistent CSR communication could also reduce stakeholder trust (Alsharari, Toukabri, & Shili, 2024).

Lastly, regulatory demands and leadership changes may disrupt CSR consistency and flexibility (Pham & Nguyen, 2025).

Despite these limitations, strong reliability and high explanatory power strengthen the study’s conclusions. Banks should consider these factors when applying recommendations and prioritize ongoing CSR improvements.

A detailed summary of these limitations is presented in Table 39.
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5.5 Further Research
Building on the identified limitations, several future research directions are proposed to deepen the understanding of the relationship between Corporate Social Responsibility (CSR) and brand loyalty in Hong Kong’s banking sector.

First, future research could expand beyond customer trust and satisfaction to examine broader emotional constructs such as emotional attachment and customer advocacy, offering richer insights into loyalty behaviors (Ghimire & Karki, 2022).

Second, longitudinal studies are recommended to explore how CSR-driven loyalty evolves under varying economic conditions (Morgan-Thomas & Veloutsou, 2013).

Third, adopting probability-based sampling methods, such as stratified random sampling, would improve data representativeness (Bryman, 2021).

Further studies could examine how cross-department collaboration and leadership support influence CSR program success (Wu & Shen, 2013).

Additionally, future research could investigate the impact of different CSR communication strategies—emotional storytelling versus factual reporting—on customer perceptions (Love, Sekhon, & Salinas, 2022).

Finally, studying the influence of governance structures and regulatory flexibility would offer insights into sustaining CSR initiatives during leadership or market transitions (Pham & Nguyen, 2025).

The detailed summary of future research directions is presented in Table 40.
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5.6 Summary 
This dissertation investigated the relationship between Corporate Social Responsibility (CSR) and brand loyalty in Hong Kong’s banking sector, focusing on the mediating roles of customer trust, customer satisfaction, and brand image. Guided by Social Exchange Theory (SET), it proposed that customer loyalty strengthens when banks demonstrate genuine ethical commitment and social responsibility.

Using a mixed-method approach, the study combined qualitative insights from a focus group with quantitative data from 350 valid survey responses. Findings confirmed that CSR significantly enhances brand loyalty, both directly and indirectly, with customer trust and brand image serving as key mediators. While customer satisfaction was positively influenced by CSR, its mediating role was comparatively weaker.

Demographic analysis revealed limited differences, except for slightly higher loyalty among married customers. Factor analysis indicated strong internal consistency, with constructs explaining 83.846% of total variance.

Practical recommendations emphasized integrating CSR into core branding, enhancing transparency, improving service experiences, and segmenting CSR strategies. Limitations, including non-probability sampling and the cross-sectional design, were acknowledged, and future research directions were suggested.

Overall, the study confirms CSR as a vital strategic tool for building trust, enhancing brand image, and fostering long-term loyalty, offering valuable insights for both academic and banking industry practices.
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Appendix
Appendix A: Gantt Chart for Research Timetable
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Appendix G: Mediation Analysis of CT, CS and BI from CSR to BL
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Table 37 Levene’s Test

Independent Samples Test

Levene's Testfor test for Equality of Means
Significance 95% Confidence
One- | Two- | Mean | Std. Error
F Sig. t df | Sidedp | Sidedp | Difference | Difference | Lower | Upper
BLA- [Equal variances assumed 0639 o8| -isas|  3as| 0033] o006s| 0257  o0139] osu| 0017
recommendation this [Equal variances not assumed 1872 3815|0031 0062 0257] 0137 0s527] o013

Source: Constructed by the author
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Figure 21: Explanation of Correlation R and R-Square (R2)
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Table 38: Summary of Research Findings Regarding the Proposed Hypothesis for CSR and

Brand Loyalty
Hypothesis Path Correlation/Effect Result

HI CSR—CT 0.659** Supported
H2 CSR—CS 0.291** Supported
H3 CSR—BI 0.504%% Supported
H4 CSR—BL 0.228%% Supported
H5 CT—BL 0.290%% Supported
H6 CS—BL 0.012% Supported
H7 BI-BL 0.455%% Supported
H8 CSR—CT—BL 0.951 Full Supported
HO CSRHCSBL 0.909 Not Supported

HI10 CSR—BI-BL 0915 Partially Support

Hila Age—BL - Not Supported

Hllb Gender—BL - Not Supported

Hilc Education level>BL - Not Supported

HIld Income—BL - Not Supported

Hile Profession—>BL - Not Supported

Mean Difference: -0.257*
HI11f Marital Status—BL Married>Single Supported
HI2 CSR—SET 0.592%* Supported

Source: Constructed by the author




image91.png
Table 39 Limitations of Study Findings

Limitations

Details

Supporting Literature

Measurement of
Intangible
Constructs

Difficulty in preciscly measuring
constructs like trust and emotional loyalty,

affecting CSR ROI assessment.

(Islam, Ali, & Ahmed, 2021)

Cross-Sectional

Design

Captures customer perceptions at one point

iin time; cannot observe changes over time.

(Lam, 2016)

Non-Probability
Sampling

Snowball sampling limits generalizability
to the broader Hong Kong banking

customer population.

(Etikan, Musa, & Alkassim, 2016)

Internal Practical

Financial pressures and internal

(Hu, Sukran, & Nurhalizah, 2023)

Regulatory and
Leadership

Factors

changes can disrupt CSR strategy

consistency and flexibility.

Constraints ‘misalignment between departments may
reduce CSR effectiveness.

CSR Lack of transparent and regular CSR (Alsharari, Toukabri, & Shili, 2024)

Communication | communication may weaken customer

Challenges trust.

External Regulatory requirements and Ilcadership | (Pham & Nguyen, 2025)

Source: Constructed by the author





image92.png
Table 40 Future Research Direction

and satisfaction

Limitation Supporting
Future Research Direction Rationale/ Value
Addressed Literature
Measurement of | Expand emotional constructs to | Deepen understanding of Ghimire & Karki
Intangible include cmotional attachment | complex loyalty behaviors (2022)
Constructs and customer advocacy influenced by CSR beyond trust

Regulatory and
Leadership

Factors

structures and regulatory
flexibility on CSR program

sustainability

leadership changes and

economic transitions

Cross-Scctional | Explore CSR-driven loyalty Understand how CSR loyalty | Morgan-Thomas
Design resilience across different persists or fluctuates during & Veloutsou

economic conditions external market pressures (2013)
Non-Probability | Apply probability-based Enhance representativencss and | Bryman (2021)
Sampling sampling methods (c.g., generalizability of findings

stratified random sampling) across the broader banking

population

Internal Practical | Investigate cross-departmental | Identify organizational Wu & Shen
Constraints CSR collaboration through structures and leadership roles | (2013)

organizational case studics that strengthen CSR integration
CSR Tnvestigate the impact of Understand how specific Love, Sckhon, &
Communication | different CSR message framing | communication strategics Salinas (2022)
Challenges (emotional vs. factual) across | enhance emotional brand

channls attachment beyond trust
External Study the impact of governance | Improve CSR resilience during | Pham & Nguyen

(2025)

Source: Constructed by the author
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Appendix B: Focus Group Report

Focus group discussion
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An Investigation of the relationship for CSR and Brand Loyalty to HK Banking
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Afocus group discussion will be conducted with 6 participants aged 18 or above. The objective
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A. Basic Information
Date H : 17 November 2024 (Sunday)
Time [i5315] : 4:30pm to 17:10pm
Duration  Efi@fFf : 40 minutes
Venue pilic :  The Hong Kong Management Association Tsim Sha Tsui Centre
Room 4, Tsim Sha Tsui East
3/F, Tower 2, South Seas Centre, 75 Mody Road
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C. Questions and Findings
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Services
important to you?
Preferred Do you believe the
11
Services quality of service or
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product variety « High-quality services and a diverse product range

contributes to abank’s | were seen as key factors contributing to reputation

reputation and customer | and loyalty.

loyalty?

D. Summary of Key Insights

High Importance of CSR initiatives have a significant impact on customer trust, satisfaction, and
* CSR loyalty. Participants view CSR as an important consideration.

Practical Security, reputation, service quality, and convenience (e.g., branch availability)
2. | Consideration Over are far more significant to participants than CSR efforts.

CSR

Brand Loyalty Drivers | A strong brand image, good reputation, and endorsements are critical in
3 building loyalty, while positioning as a high-net-worth bank appeals only to

niche groups.

Service Preferences Participants focus on tangible benefits like credit cards and insurance,
4 emphasizing the need for banks to deliver high-value, practical services.

Customer Journey Positive customer experiences and robust product features are the primary
> drivers of customer satisfaction and bank selection.
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Appendix C: Questionnaire for Pilot Test
An Investigation of the relationship for CSR and Brand Loyalty to HK Banking Industry based

on Customer Trust, Customer Satisfaction and Brand Image

| am a Master of Business Administration student at the University of Wales Trinity Saint David. | am investigating
of the relationship for Corporate Social Responsibility (CSR) and brand loyalty to Hong Kong Banking Industry
based on customer trust, customer satisfaction and brand image for my part of my dissertation. CSR refers to a
business model in which companies integrate social and environmental concerns into their operations and
interactions with stakeholders, beyond just focusing on economic profits. CSR emphasizes that businesses have
a responsibility to contribute positively to society and the environment, promoting ethical behavior and

sustainable practices.

This questionnaire consists of two sections and will take only 5-10 minutes to complete. In Section 1, please
circle the appropriate number, and in Section 2, please tick the correct answer box. All information collected
will be treated with strict confidentiality, used solely for academic purposes, and will not be disclosed or used
for commercial purposes. Please feel assured to complete the questionnaire. Your feedback is invaluable to our

research. Thank you for your participation!
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Section 1:
1 represents 'Strongly Disagree' while 7 represents 'Strongly Agree'. Please use the following scale to answer
each of the questions below.

(Each sentence can only have one number selected and circle the correct answer.

B

VFRAERHARFER, 7 FoR e FE . WRCUF ], GRS DR AR RS 2.

(R )7 5L il — (1 e 0 P ) IE A %)

Based on your bank that you are dealing with, please indicate the extent to which you agree or disagree with
the following statements

If you are a customer for more than one bank, choose the bank with whom you have been dealing for a long
time

RIBEFAERMIRTT - BIEHCHUTRENERN AR REE

MRBRSRBITNES - HERCRBUR—EEEBART -

| CorporateSocial Responsibiity héth@r¥e(E

1 This bank contributes to addressing social issues 1 2 3 4 5 6 7
ERRTABMRABRT AR -

2 This bank engages in activities that benefit society beyond just 1 2 3 4 5 6 7

generating economic profits
ERRTSANEB BT EEECHT R0 -

3 This bank provides financial support for cultural and social 1 2 3 4 5 6 7
initiatives (e.g., arts, sports)

BERRTHICMALEEE (GBI - B8E ) RHMIEZ
-

4 This bank is dedicated to protecting and respecting the natural 1 2 3 4 5 6 7
environment

ERRITRARRENEEBRIRF -

5 | have confidence in the bank that provides my services 1 2 3 4 5 6 7
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10

1

12

HRERHBBARTAED -

| believe | can depend on this bank for quality service 1 2 3 4 5 6 7
AR ERTURBUS R IRITHR SHBBARTS -
| trust the payment systems offered by my bank 1 2 3 4 5 6 7
RIEERFTERAIRITHISZN R4
| am confident that my bank does not attempt to deceive me 1 2 3 4 5 6 7
BAEHRORT AR EREREE -

| CotomersatsectoniEEE
This bank consistently fulfills my expectations 1.2 3 4 5 6 7
ERRITHEBERNIBE -
This bank is precisely the financial service provider | require i3 8 4 8 6 7
ERRTERRABEN SRR HE -
I am pleased with the services provided by this bank i3 8 4 8 6 7
HEIERIRITIRBEAOPRIS RE WA
Choosing this bank was a sound decision for me i3 8 4 8 6 ¥

BERIERRTHRRRZ —EREARE -

13

14

15

16

| find the products of this bank to be reliable 1 2 3 4 5 6 7
RRBERRITNERZTRA -
| believe this bank offers excellent features in its services i3 8 4 8 6 ¥

BREERBITERBIPIRGLT @FEARS -

| feel that this bank has continually enhanced its service offerings 1 2 3 4 5 6 7
over time

HERERRITE MR A R ARE R -

| feel comfortable using the services of this bank 1 2 3 4 5 6 7

F 68 FIE R ARAT HOBR TS R EY &7 3

17

18

19

| believe that the services provided by this bank are my preferred 1 2 3 4 5

choice

BRBHERRITRHUNBBEROENE -

When | need to make a financial decision, this bank is my first 1 2 3 4 5 6 7
option

ERBEMEMIRRE - ERRTERAVEE -

This particular bank has a positive reputation in the industry 1 2 3 4 5 6 7
BERRTERARARFNERR -

This particular bank is well-established and recognized in the 1 2 3 4 5 6 7
market

ERRITEDH LRNEEMMK
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Section 2: Personal Information (Please tick into the correct answer boxv')

S E RO (IS IE AR S L5 9v)

1 AgefFlit

O Below 18 183F AT

018-25
026-35
036-45
046-55

056-65

01 66 or over 66BETIA L

2. Gender £
OMale 5

O Female %

3. Education Level # /K
O Primary school or below /N B LU
O Secondary school H#%
0O Certificate it} it
[ Diploma / Higher Diploma SCi#%/ i 4 S
O University Degree K%t

O Master’s Degree or Above fiFi-+-E LA F
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4. Average Monthly Personal Income fI A #4545 A N
0 < = HKD$20,000
[0 HKD$20,001 — HKD$40,000
[J HKD$40,001 — HKD$60,000
[0 HKD$60,001 — HKD$80,000
[J HKD$80,001 — HKD$100,000

0 > HKD$100,000

5. Profession i3
O Student £t4:
O Blue-Collar E548
[ White-Collar {445
O Chartered Professional (e.g., Doctor, Lawyer, Accountant) B3 A - (41%§4E ~ 0 - &5 1)
O Management / Executive & E/{TEA &
O Retired / Not Currently Employed 3Rk / HAlA#EH

O others ¢

6. Marital Status #S4Hiki
Osingle BL.E
O Married B4

End. Thank you for completing this questionnaire. 453, B 56 A RO T o
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Appendix D: Questionnaire for Final Survey

An Investigation of the relationship for CSR and Brand Loyalty to HK Banking Industry based

on Customer Trust, Customer Satisfaction and Brand Image

| am a Master of Business Administration student at the University of Wales Trinity Saint David. | am investigating
of the relationship for Corporate Social Responsibility (CSR) and brand loyalty to Hong Kong Banking Industry
based on customer trust, customer satisfaction and brand image for my part of my dissertation. CSR refers to a
business model in which companies integrate social and environmental concerns into their operations and
interactions with stakeholders, beyond just focusing on economic profits. CSR emphasizes that businesses have
a responsibility to contribute positively to society and the environment, promoting ethical behavior and

sustainable practices.

This questionnaire consists of two sections and will take only 5-10 minutes to complete. In Section 1, please
circle the appropriate number, and in Section 2, please tick the correct answer box. All information collected
will be treated with strict confidentiality, used solely for academic purposes, and will not be disclosed or used
for commercial purposes. Please feel assured to complete the questionnaire. Your feedback is invaluable to our

research. Thank you for your participation!

ok BN = — B R TR R SRR LIRS T — T SR TR E R
TSR aRRETRZ IRt > EEEEE(E B WA SR ST E - DN o EIRRTR — R
SRR > Hop /N ERA L S R RO R A ECE B R SRS AR A LB o T (S R R A KB -
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Library.
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Section 1:
1 represents 'Strongly Disagree' while 7 represents 'Strongly Agree'. Please use the following scale to answer
each of the questions below.

(Each sentence can only have one number selected and circle the correct answer.

b

VR AEFHARFER, 7FR WG WHTE], G50R DU F A BB 2.

(R )7 5L il — (1 0 P ) IE A %)

Based on your bank that you are dealing with, please indicate the extent to which you agree or disagree with
the following statements

If you are a customer for more than one bank, choose the bank with whom you have been dealing for a long
time

RIBEFAERAMIRTT - BIELCHUTRENERXFRDREE
MRERSHBITNES - HERCRBUR—EEEBART -

1 This bank contributes to addressing social issues 1 2 3 4 5 6 7
ERRTAMRBRT AR -
2 This bank engages in activities that benefit society beyond just 1 2 3 4 5 6 7

generating economic profits (e.g., Standard Charter Bank
organizes marathon event to promote public awareness of
physical health and encourage the adoption of regular exercise
habits)

BERRTSRANEHEG T EEEECHRAGEN - (6]
MASTIRIT RIBHIMALLTE - SERAARK SRR

- WEMEMEBNRFER) -

3 This bank provides financial support for cultural and social 1 2 3 4 5 6 7
initiatives (e.g., arts, sports)

BRIRTAXCAMTEEE (G - 85 O RIEE ) 12
RIS -
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This bank is dedicated to protecting and respecting the natural 1 2 3 4 5 6 7
environment

BERRTBARRENSEERRG - (BINRAEICIRITAR
¥ EEE - RERRTOTERBAERALUR DK E

| have confidence in the bank that provides my services 1 2 3 4 5 6 7
R RHBBHRTAED -
| believe | can depend on this bank for quality service 1 2 3 4 5 6 7
BARERTURBIS R IRITHR SHEBRTS -
| trust the payment systems offered by my bank 1 2 3 4 5 6 7
RIEERFTERAIRITHISZN R4 -
| am confident that my bank does not attempt to deceive me 1 2 3 4 5 6 7
BAEEHRORT AR EREER -

| Cwsomersatstcton@EWEE
This bank consistently fulfills my expectations 1.2 3 4 5 6 7
BERRITHEBERNIBE -
This bank is precisely the financial service provider | require 1 2 3 4 5 6 7
ERRTERRABEN SRR HE -
| am pleased with the services provided by this bank 1 2 3 4 5 6 7
HEIERIRITIR B AOMRIS REWA
Choosing this bank was a sound decision for me I -

BRERRTHRARRZ —EREARE -

| find the products of this bank to be reliable 1 2 3 4 5 6 7
BRBERRITNERZTRM -
| believe this bank offers excellent features in its services IO T -

BHREERBTERRISPIRM T EFERONR -

| feel that this bank has continually enhanced its service offerings 1 2 3 4 5 6 7
over time

BEWERRITERMRA R AR HR -

| feel comfortable using the services of this bank 1 2 3 4 5 6 7

R FIE R IRAT HOBR TS R E &7 3 -

17

| believe that the services provided by this bank are my preferred 1 2 3 4 5 6 7
choice

BRBERRITRHUNBBEEROEE -
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18 When | need to make a financial decision, this bank is my first 1
option
ERBEMEMIRARE - ERRTIRAEE -

19  This particular bank has a positive reputation in the industry 1
BERRTERARBRFNER -

20 This particular bank is well-established and recognized in the 1
market

BERRTEDS LRNEERMK

Section 2: Personal Information (Please tick into the correct answer boxv')

SE e B RO (ISR IERER S R 1 L5 9v)

1 Age 4R
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018-25
026-35
036-45
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056-65

0 66 or over 6655 |

2. Gender
OMale 5

O Female %
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Education Level #(H /KT

O Primary school or below /NEEELLLTT

O Secondary school 1%

O Certificate i i#f

[ Diploma / Higher Diploma 1%/ &% S
O University Degree K&:%:+-

O Master’s Degree or Above fE+-E(LL F

Average Monthly Personal Income I A\ F-¥4% 5 Yt A
0O < = HKD$20,000

[0 HKD$20,001 — HKD$40,000

[ HKD$40,001 — HKD$60,000
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[ HKD$80,001 — HKD$100,000

0> HKD$100,000

Profession I3

O student B4
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O White-Collar {54
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6. Marital Status #S#EiiR
Osingle B.5

O Married 4%

End. Thank you for completing this questionnaire. 4% 30, B 5E ARG E .
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Appendix E: Sample Size Test
The sample size for this study is calculated using a standard formula for determining sample size in survey

research, which considers the target population, confidence level, and margin of error. The formula used is:

N-1+ (2 p

- 4,400,000 38416 06842 03158
0.0025
4400331
- 0.9999 x 332
= 332 atleastsamplesize
N [174400,0001) Target population
z 1.96 confidence level 95%
e 5.0% atolerated level of sampling error
» 0.68 Successful rate from BLI I believe that the services provided by this bank are my preferred choice. P=26/38)
q 032 Failure rate
BLI T believe that the services provided by this bank are my preferred choice
Valid | Cumulative
Frequenc Percent_| Percent | Percent
Valid  Stongly 1 26| 24| 24
disagree
Disagree 4 105 105 132}
Slightly 3 79) 79 211
disagree
Neutal 4 105|105 314
Slightly agree 132 132 447
Agree 342 342 789)
Strongly agree IR 1N 100.9]
Total 38 1000]  100.0)

Source: Mo & Chu (2025)
Complied by Author

Therefore, the calculated sample size is approximately 332 respondents which will be targeted to ensure
sufficient data for statistical analysis and to achieve a representative understanding of how CSR influences

brand loyalty in the Hong Kong banking industry.
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Appendix F: Multiple Linear Regression to SET
Multiple Linear Regression — Dependent Variable (SET)

Multiple Linear Regression of Dependent Variable (SET)

Dependent Variable
SET: Averaged construct combining CT, CS, BI and BL
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
3 0.921 : 0.849 0.848 0.395

a. Predictors: (Constant), CSRI: This bank contributes to addressing social issues

CSR2: This bank engages in activities that benefit society beyond just
‘generating economic profits

CSR3: This bank provides financial support for cultural and social initiative

b. Dependent Variable: ~ SET  Averaged construct combining CT, CS, BI and BL

Model Summary - Interpretation

'The model summary indicates that the regression analysis produced an R value of 0.921, reflecting a strong
positive correlation between the CSR predictors and the combined Social Exchange Theory construct. The
R Square value of 0.849 shows that approximately 84.9 percent of the variance in the SET construct, which
includes Customer Trust, Customer Satisfaction, Brand Image, and Brand Loyalty, is explained by the three
CSR variables. The adjusted R Square value of 0.848 further supports the model’s high explanatory
capability while accounting for the number of independent variables included in the analysis (Chatterjee

and Simonoff, 2020).

ANOVA
Model Sum of Squares (SS) df | Mean Square (MS) F Sig.
3 Regression 304.414 3 101.471 648.636 <0.001
Residual 54.128 346 0.156
Total 358.541 349

/ANOVA - Interpretation

The results from the ANOVA table reveal that the regression model significantly predicts the dependent
variable SET. The F-statistic of 648.636 with a p-value less than 0.001 indicates that the model as a whole
is statistically significant. This suggests that the combination of CSR1, CSR2, and CSR3 contributes
meaningfully to explaining the variation in the SET construct. A statistically significant F-value supports
the model’s validity and confirms that the predictors improve the model’s accuracy compared to a model
Iwith no predictors (Keith, 2019).

Coefficients
Unstandardized Standardized Collinearity Statistics
Coefficients Coefficients
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) | 0.780 0.079 9.823 <0.001

CSR1 0.447 0.023 0.592 19.511 <0.001 0.473 2113
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Multiple Linear Regression of Dependent Variable (SET) (Continue)
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CSR2 0.211 0.026 0.259 7974 <0.001 0.414 2416
CSR3 0.143 0.026 0.170 5.582 <0.001 0.470 2.129
[Equation

SET=0.780+0.447(CSR1)+0.211(CSR2)+0.143(CSR3)

Coefficients — Interpretation

|All three CSR variables (CSR1, CSR2, and CSR3) show a positive association with the Social Exchange
ITheory (SET) construct and are statistically significant at the p < 0.001 level. Among these, CSR1
demonstrates the strongest influence with a standardized coefficient of 0.592. This suggests that customer
perceptions of a bank’s efforts to address social issues have the greatest impact on how they evaluate the
loverall value of their relationship with the bank. CSR2, with a coefficient of 0.259, and CSR3, with a
coefficient of 0.170, also contribute positively. These results highlight the importance of broader societal
engagement and support for cultural initiatives in fostering customer trust, satisfaction, brand image, and
loyalty. When customers perceive that their bank engages in meaningful and reciprocal social actions, they
are more likely to respond with greater emotional connection and long-term commitment (Cropanzano et
al., 2017; Hofstede, Hofstede, and Minkov, 2010).

Histogram Seatterplot

[m———

[Regression Diagnostics: Analysis of Residuals [Residual Scatterplot Analysis

A histogram of the standardized residuals was
examined to evaluate the assumption of normality in
the regression model. The distribution appeared
approximately symmetric and bell-shaped, indicating
that the residuals are normally distributed. This
supports the reliability of the regression estimates, as
normality is an essential assumption for valid
linference in multiple regression analysis (Field,
2017).

| The residual scatterplot was used to assess the
assumptions of linearity and homoscedasticity. The
residuals were randomly scattered around the
ihorizontal axis without any clear pattern or funnel
shape. This randomness suggests that the variance of
the residuals is consistent across all predicted values,
supporting the assumption of homoscedasticity and
lconfirming that a linear regression model is
appropriate for the data (Hair et al., 2019).

Summary

The regression model investigating the relationship between CSR variables and the Social Exchange Theory
construct (SET) demonstrated strong explanatory power, with an adjusted R square of 0.848. All predictors
were statistically significant and positively related to SET, highlighting the importance of socially

responsible practices in shaping customer trust, satisfaction, brand image, and loyalty. The diagnostic plots
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[confirmed the model assumptions of normality, linearity, and homoscedasticity. These findings emphasize

the role of CSR in fostering strong relational value with customers in the banking sector.

Source: Constructed by the author
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Documentation available in Hayes (2022). www.guilford.com/p/hayes3

Model : 4
Y : BL_AVG
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sample
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Model
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Table 1: Top 15 Global Bank and CSR Activities

and social equity.

Back Name Short CSR Activities Source
Form
Committed to green finance with green credit
Industrial and
loans nearing RMB 5.4 trillion; reduced carbon
‘Commercial Bank ICBC (Wu & Shen, 2013).
emissions through funded projects; implemented
of China
digital carbon accounting.
Highlights sustainable development focusing on
Agricultural Bank rural revitalization, green finance, and social
ABC ) ) - (Scholten’s, 2009)
of China welfare, aligning with national sustainability
goals.
. Integrates ESG principles into investments,
China
emphasizing renewable energy and infrastructure
Construction CCB 5 5 (Chih et al., 2010)
projects promoting environmental sustainability
Bank
and social equity.
Tncreased green and sustainability-related loans;
supported the world’s first government-issued
Bank of China BOC (ABC, 2022)
tokenized green bonds; promoted low-carbon
transformation.
Tnvests in sustainable development and reducing
X R (Simpson & Kohers,
JP Morgan Chase JPMC carbon emissions; promotes racial equity and 2002)
supports small businesses.
/Aims to mobilize $1 trillion for environmental
) o ) (Porter & Kramer,
Bank of America BOA business initiatives by 2030; focuses on diversity, 2006)
inclusion, and ethical governance.
Sets targets for achieving net-zero operations by
HSBC Holdings | HSBC | 2030; embeds ESG principles into executive (Eccles et al., 2014)
scorecards and climate risk management.
Tntegrates ESG into core operations; supports
© pe Ppo (KPMG Intemational,
BNP Paribas BNP | projects promoting environmental sustainability

2020)
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Table 1: Top 15 Global Bank and CSR Activities (Continue)
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Back Name Short CSR Activities Source
Form
o Commits to net-zero emissions by 2050; focuses
Mitsubishi UFJ
o MUFG | on sustainable finance, responsible investment, (Soana, 2011)
Financial Group
and corporate governance.
Finances renewable energy and agricultural (McWilliams &
Crédit Agricole CA - L
sustainability; supports rural communities. Siegel, 2001)
. Supports financial inclusion, rural development,
Postal Savings
X PSBC | and environmental sustainability through its vast | (Freeman et al., 2010)
Bank of China
network across China.
Emphasizes sustainable finance, diversity,
Citigroup Citi inclusion, and ethical governance; invests in (Moon, 2007)
renewable energy.
] - Promotes sustainable finance and corporate
Sumitomo Mitsui . (Jamali & Mirshak,
L SMBC | governance; supports environmental
Financial Group 2007)
sustainability and community development.
Promotes financial inclusion, renewable energy (Porter & Kramer,
Banco Santander | SAN :
projects, and corporate governance 2011)
Focuses on sustainable finance, diversity, and (Homburg et al.,
Barclays BARC
ethical governance, reflecting its global footprint. 2005)

Source: Constructed by the author
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Table 2: Top 5 Hong Kong Bank and CSR Activities

Back Name

Short

Form

CSR Activities

Source

HSBC
Hong Kong

HSBC HK

HSBC’s 2024 Net Zero Transition Plan targets
net-zero operations by 2030, The bank has
reduced financed emissions in high-cmission
sectors and improved diversity, with 34.1% of
senior leadership roles held by women.
Governance efforts include cmbedding ESG
principles into executive scorecards and climate

risk management.

frameworks (HSBC,
2024)

Hang Seng Bank

HS

‘Achieving WELL Gold certification for its
headquarters, Hang Seng has implemented green
building practices like Al-powered HVAC
systems. The bank ranks first in Hong Kong for
gender equality and supports youth development
through cducational initiatives. Governance

(Hang Seng Bank,
2022)
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Table 2: Top 5 Hong Kong Bank and CSR Activities (Continue)
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Back Name

Short

Form

CSR Activities

Source

structures include an ESG Steering Committee

for transparency.

Bank of China
(Hong Kong)

BOCHK

BOC (HK) has increased green and sustainability
Toans and issucd the world’s first government-
issued tokenized green bonds. The bank launched
the BOCHK Greater Bay Area Climate Transition
ETF and participates in poverty alleviation and
youth development. Governance improvements
are reflected in its first Task Force on Climate-

related Financial Disclosure (TCFD) report.

(Bank of China,
2023)

Standard
Chartered Hong
Kong

SCHK

The bank’s Sustainable Finance Impact Report
highlights avoiding 3.04 million tons of CO2
emissions in 2023, Standard Chartered issued 1.4
million microfinance loans and funded projects to
improve housing and cducation. Governance
initiatives include ESG integration, appointing a
Chicf Sustainability Officer, and adhering to
global reporting standards.

(Standard Chartered,
2023)

ICBC Asia

ICBC HK

ICBC Asia focuses on green finance, with green
credit loans nearing RMB 5.4 trillion and
significant carbon reductions through funded
projects. The bank uses a digital carbon
accounting system and implements a three-line

defense for climate risk management. Social

initiatives include inclusive finance, supporting

clderly financial inclusion, and pension finance.

(ICBC, 2023)

Source: Constructed by the author
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Figure 2: Research framework
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Table 3: Definition of CSR

(Machado et al., 2022)

ILiterature Definition
[Aguinis and Glavas (2012), ) ) o o o

ICSR is a business framework in which organizations voluntarily incorporate
Beal (2021),

ethical, social, and environmental values into strategic decision-making.

[Bhattacharya, Korschun, and
Sen (2009),
Martinez-Fales ct al. (2022)

(CSR reflects an integrated business approach that balances economic, social,

land environmental considerations to ensure long-term stakeholder value.

Rhou & Singal (2021)

[Fatma and Rahman (2016),  |(CSR is a strategic process through which firms pursue economic success while
Menghwar & Daood (2021)  |laddressing social and environmental issues across their value chain.
Matten and Moon (2008), (CSR involves voluntary business initiatives that aim to meet stakeholder

lexpectations in arcas such as sustainability, cthics, and community welfare.

[Marquis (2020),
[Vlachos et al. (2009)

[CSR is a corporate philosophy that focuses on stakeholder cngagement and

reputation-building by incorporating socially responsible practices.

Source: Constructed by the author
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Table 4: Measurement of CSR

ILiterature

(Construct and Measurement

[Machado et al. (2022),
Zervoudi et al., (2025)

|This bank integrates ethical, social, and environmental concerns into its long-term

[business strategy.

Martinez-Falco et al.
(2022)

[This bank supports initiatives that balance economic, social, and environmental value
for stakeholders.

Machado et al. (2022)

[This bank actively addresses social issues and contributes to societal development.

Rhou & Singal (2021)

[This bank is committed to protecting the environment through sustainable business

Ipractices.

[Marquis (2020)

[This bank cnhances its public image and trust by engaging in socially responsible and|

|transparent actions.

Source: Constructed by the author
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Table 5: Definition of Customer Trust

ILiterature [Definition
IGI Global (2023), (Customer trust refers to the belief and confidence that customers have in a
Morgan and Hunt (1994) icompany or brand to deliver on its promises and commitments.

(Chaudhuri and Holbrook (2001),
Zendeskk (2024)

(Customer trust is built when a company consistently meets expectations,

communicates transparently, and resolves problems reliably.

IDelgado-Ballester and Munuera-
|Alemén (2001), Lavenda Morin
|Atieno (2024)

(Customer trust is the confidence and belief that customers have in a brand,
product, or service. It’s established when customers feel assured that a
icompany will consistently meet their expectations, deliver quality, and act

with integrity.

[Pivato et al. (2008),
The Future of Commerce (2021),
Hipélito et al., (2025)

(Customer trust s the belief or confidence a consumer has in a business’s

lability to fulfllits promises and uphold its commitments.

Source: Constructed by the author
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Table 6: Measurement of Customer Trust

[Literature "Mennrement Ttems
IGI Global (2023) I have confidence in the bank that provides my services
Uslu & Sngun (2021), . . . .

e I believe I can depend on this bank for quality service
Hipdlito et al., (2025)
Atieno (2024) I trust the payment systems offered by my bank
'The Future of Commerce (2021)||T am confident that my bank does not attempt to deceive me|

Source: Constructed by the author
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Table 7: Definition of Customer Satisfaction

Literature " Definition
Oliver (1980), (Customer satisfaction is the degree to which a product or service meets the
Statista (2022) expectations of the consumer.
Fornell (1992), (Customer satisfaction refers to how happy customers are with a company’s
Salesforce (2023) products, services, and overall experience.

Kotler and Keller (2016), | Satisfaction results from how well customer expectations are met across
McKinsey & Company (2021) touchpoints and moments of interaction.

Zeithaml et al. (2009), (Customer satisfaction scores measure how pleased your customers are. Use our
Zendesk (2024) lfree CSAT calculator to find your score.

(Customer satisfaction is the feeling a customer gets when their experience with a
HubSpot (2023)

lbusiness exceeds expectations.

Source: Constructed by the author
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Table 8: Measurement of Customer Satisfaction

ILiterature (Measurement Items

|AL-Ghamdi & Badawi (2019),

[This bank consistently fulfills my expectations
Wang et al., (2023)

|AL-Ghamdi & Badawi (2019),

’ [This bank is precisely the financial service provider I require
|Araujo et al., (2023)

. I am satisfied with the way this bank handles my financial needs across all
IMcKinsey & Company (2021) b )
channels.

Zendesk (2023) T would rate my overall satisfaction with this bank’s services as high.

[HubSpot (2023),

o I feel positive about my decision to choose this bank.
|Abidin et al., (2024)

Source: Constructed by the author
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Table 9: Definition of Brand Image

ILiterature

[Definition

Investopedia

Brand image refers to the perception consumers have about a brand, shaped by their

iinteractions, experiences, and beliefs regarding the brand’s products or services. It’s the

[Park, Jaworski, and
MacInnis (1986)

2023), N . N .
(2023), impression that resides in the minds of consumers, influencing their purchasing decisions
Keller (1993)

jand loyalty.
HubSpot (2024), |Branding shapes how consumers perceive a product or service. A strong brand image can

|create positive associations with quality, value, or a particular lifestyle, influencing

lpurchasing decisions.

[Forbes (2021),
[Zhang, Hu, and Gu
(2020)

Brand image is more than a logo that identifies your business, product, or service. Today,
it is a mix of the associations consumers make based on every interaction they have with

[your business.

Source: Constructed by the author
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Table 10: Measurement of Brand Image

ILiterature [Measurement Items

Investopedia (2023) I believe this bank has a strong and trustworthy brand reputation.

[Huang et al., (2019),

T associate this bank with high-quality and valuable financial services.
Yahya & Handayani, (2024)

I feel that the overall experience with this bank reflects positively on its brand
[Forbes (2021) X
image.

Source: Constructed by the author




image30.png
Table 11: Definition of Brand Loyalty

LLiterature [Definition
[Tacoby and Chestnut ] o
1978, [Brand loyalty is the behavior exhibited by customers who prefer your brand to

; any other, despite alternatives that might be cheaper or more convenient.
Qualtrics (2021)
/AmazonAds (2021), [Brand loyalty is when customers continue to purchase from the same brand over
Oliver (1999) and over again, despite competitors offering similar products or services.
[Aaker (1991), ] )

, [Brand loyalty is a consumer’s consistent preference for one brand over all others,
IDick and Basu (1994), o )
loften reflected in their repeated purchase of a product or service.

Storyly (2023)
(Chaudhuri and Holbrook ] ! ) )
2000, [Brand loyalty is defined as a consumer’s commitment to repurchasing a particular|

- lbrand regardless of price, which is crucial for company profitability.
Investopedia (2021)
[Lam et al. (2004), [Brand loyalty is when a customer prefers your brand over your competitors. A
SurveyMonkey (2021)  |[loyal customer isn’t interested in trying out your competitors’ options.

Source: Constructed by the author
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Table 12: Measurement of Brand Loyalty

ILiterature

Measurement Items

(Qualtrics (2021)

[ believe that the services provided by this bank are my preferred choice.

[Yeh etal., (2015)

\When I need to make a financial decision, this bank is my first option.

[Storyly (2023)

Il feel emotionally connected to this bank’s brand.

[Investopedia (2021)

[l would continue to use this bank even if other banks offer similar services.

Severi & Ling, (2012),
iu (2025)

I am not interested in switching to other banks, even when alternatives are available.

Source: Constructed by the author
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Table 13: Mediating Effect on Customer Trust

LLiterature ‘Association of Mediating Effect with CT

(Uslu & Sngun, 2021 This bank reliable because it is mainly concerned with the customer’s interests.

Source: Constructed by the author
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Table 14: Mediating Effect on Customer Satisfaction

ILiterature

|Association of Mediating Effect with CS|

[AL-Ghamdi & Badawi, (2019)

T am satisfied with this bank's service

Source: Constructed by the author
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Table 15: Mediating Effect on Brand Image

ILiterature

\Association of Mediating Effect with BI

[Huang et al., (2019)|

Il recommend this service to someone who secks my advice.,

[Storyly (2023)

[l feel emotionally connected to this bank’s brand.

Source: Constructed by the author
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Table 16: Association of Demographic and BL

LLiterature

[Association of Demographic and BL

(Gajanova et al., 2024)|

[Age significantly influenced Brand Loyalty

(Gajanova et al., 2024)|

(Gender significantly affected Brand Loyalty

(Zikmund et al., 2013)

[Education level significantly affected Brand Loyalty

(Gajanova et al., 2024)|

Monthly personal income significantly affected Brand Loyalty|

(Zikmund et al., 2013)

[Profession significantly affected Brand Loyalty

(Zikmund et al., 2013)

Marital status significantly influenced Brand Loyalty

Source: Constructed by the author
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Figure 3: Conceptual Model with Hypotheses
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,,,,, IndiectEfoct with mediator

: CSR has a positive impact on Customer Trust.

: CSR has a positive impact on Customer Satisfaction.

: CSR has a positive impact on Brand Image.

: CSR has a positive impact on Brand Loyalty.

: Customer Trust has a positive impact on Brand Loyalty.

: Customer Satisfaction has a positive impact on Brand Loyalty.

: Brand Image has a positive impact on Brand Loyalty.

: CSR influences Brand Loyalty through the mediating effect of Customer Trust.
H9:

CSR influences Brand Loyalty through the mediating effect of Customer Satisfaction.

H10: CSR influences Brand Loyalty through the mediating effect of Brand Image.
H11: Demographic characteristics influence Brand Loyalty.
H11a: There is a significant difference in Brand Loyalty based on age.
H11b: There is a significant difference in Brand Loyalty based on gender.
Hl1c: There is a significant difference in Brand Loyalty based on education level.
H11d: There is a significant difference in Brand Loyalty based on monthly income.
Hl1e: There is a significant difference in Brand Loyalty based on profession.
H11f: There is a significant difference in Brand Loyalty based on marital status.
H12: CSR has a positive impact on Social Exchange Theory.
Source: Constructed by the author




image37.png
Figure 4: Triangulation Research Methodologies

Qualitative Quantitative

Interpretation Based
on the Qualitative+
Quantitative Results

Source: Constructed by the author
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Figure 5: Primary Data Collection Process

Questionnaire
Design

Source: Constructed by the author
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Figure 6: Discussion Technique of Focus Group

Pre-Discussion Preparation
- Selection of diverse participants

- Literature review to draft discussion
theme and open-ended questions

Conducting the Focus Group
- 8 participants from varied industries
- semi-structed, guided conversation
- Key topics: CSR, CT, CS, Bl and BL

Data Recording & Notes
- Manual note-taking
- Identification of recurring themes
Emphasis on cultural and sectoral views

Application to Questionnarie
- Refirement of CSR-Related items
Adjustments to wording and structure
- Enhanced cultural alignment

Source: Constructed by the author
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Figure 7: Options of the Likert Scale Sample of the Questionnaire

Neither
Strongly Somewhat Somewhat Strongly
Disagree Agree nor Agree
Disagree Disagree Agree Agree
Disagree
1 2 3 4 5 6 7

Source: Joshi et al. (2015)
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Table 17: Questionnaire Design Structure

Status

Factors Symbol | Category Variables/ Support | Type of Data Rescarcher
Journal
Independent,
Hipolito et al., (Uslu & Sngun,
Customer Trust CT (Hipsli (Uslu U
2025) 2021)
Independent, (Wang et al, 2023)
(Abidin ctal., (Araujo ct al,2023)
Customer cs 2004
Satisfaction (Wang et al, 2023)
(Araujo ct al,2023)
Target Independent,
7-Point Likert
Questions (Yahya & )
Brand Image BI (Malhotra & | Handayani, 2024) | *°*° (Norman, | 1} 1ang et al,, 2019)
2010
Dash, 2016) )
Tndependent,
(Zervoudi et al.,
Corporate Social (Machado ctal.,
CSR 2025)
Responsibility 2022)
Dependent, (Niu,
P o (Severi & Ling,
Brand Loyalty BL 2025)
2012)
Demographic Factors
- Age, Gender, Classification | Independent,
Categorical Data
Education Level, Questions (Gajanova et al., (Zikmund et al.,
(Bryman & Bell,
Monthly Income, (Malhotra & 2024) 2015 2013)
Profession, Marital Dash, 2016) )

Source: Constructed by the author
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Table 18: Pilot Test Output

Before Amendment (n=40) After Amendment (n=38)
Ttems. Cronbach’s Number of Action Cronbach’s | Number of
Alpha Questions Alpha Questions

CSR 0.640 4 0.707 4
cT 0.872 4 Remove 2 0.888 4
cs 0.873 4 outliner 0.869 4
BI 0.902 4 respondents 0.905 4
BL 0.897 4 0.905 4
Total 20 Total 20

Source: Constructed by the author
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Table 19: Questionnaire Survey

Factors Symbol Survey Questions Adopted From

Thave confidence in the bank that provides my
services
Tbelieve I can depend on this bank for quality service

Customer Trust | CT (Uslu & Sngun, 2021)
Ttrust the payment systems offered by my bank
1am confident that my bank does not attempt to
deceive me
This bank consistently fulfills my cxpectations (Wang t al, 2023)
This bank is precisely the financial service provider [

Customer ) (Araujo ct a1,2023)

cs require

Satisfaction
Tam pleased with the services provided by this bank | (Wang et al, 2023)
Choosing this bank was a sound decision for me (Araujo ct a1,2023)

Brand Image | B T find the products of this bank to be reliable (Huang et al., 2019)
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Table 19: Questionnaire Survey (Continue)
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Factors Symbol Survey Questions Adopted From
Tbelieve this bank offers excellent features in its
services.
1 feel that this bank has continually enhanced its
service offerings over time
T feel comfortable using the services of this bank
‘This bank contributes to addressing social issues
‘This bank engages in activities that benefit society
beyond just generating economic profits
Corporate Social
Responsibily CSR ‘This bank provides financial support for cultural and | (Machado et al., 2022)
social initiatives (c.g., arts, sports)
‘This bank is dedicated to protecting and respecting the
natural environment
Tintend to continue utilizing services from this bank
in the future
Tam likely to select this bank again in the future
Brand Loyalty | BL T will share positive feedback about this bank with (Severi & Ling, 2012)
others
If someone asks for my recommendation, T will
suggest this bank
Demographic
Factors - Age,
Gender,
Education Level, (Zikmund et al., 2013)
Monthly
Income,
Profession,

Marital Status

Source: Constructed by the author
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Table 20: Summary of Key Findings from Focus Group

Key Finding

Explanation

Customers recognize CSR cfforts, with clarity and

authenticity shaping evaluations.

Clear, authentic CSR initiatives help customers
better assess a bank’s commitment to social

responsibility.

Transparent, genuine CSR communication enhances

trust.

Consistent, honest communication about CSR efforts
strengthens customers’ confidence and trust in the
bank.

Core service quality remains vital but is strengthened
by credible CSR practices.

While CSR adds value, traditional factors like
service quality, efficiency, and reliability remain

crucial.

A strong brand image through consistent CSR

differentiates banks.

Banks that consistently deliver meaningful CSR
initiatives build stronger brand identities, standing

out in a competitive market.

Authentic, sustained CSR initiatives foster long-term

customer loyalty.

Long-term commitment to real CSR activities helps
deepen emotional bonds and sccure lasting customer

loyalty.

Source: Constructed by the author
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Table 21: Summary of Response Rates, Survey Process and Key Information

Aspect

Details

Pilot Test Response

40 (100% responsc rate)

Final Survey Response

350 valid responsc (100% response rate)

Survey Period

January 13 to February 22, 2025 (41 days)

Distribution Method

Online channels and social media (snowball

sampling)

Target Population

Hong Kong residents aged 15 and above

Language Options

Traditional Chinese and English

Survey Purpose

Examine the relationship between CSR initiatives
and Brand Loyalty; assess mediating roles of
Customer Trust, Customer Satisfaction, and Brand

Image

Measurement Constructs

CSR Initiatives (CSR1-CSR4), Customer Trust
(CTI-CT4), Customer Satisfaction (CS1-CS4),
Brand Image (BI1-BI4), Brand Loyalty (BL1-BL4)

Additional Survey Items

Demographic questions (age, gender, education,

income, profession, marital status)

Reliability Testing (Cronbach’s Alpha)

CSR Initiatives (a = 894), Customer Trust (a
= .946), Customer Satisfaction (a = .939), Brand
Image (o= .967), Brand Loyalty (a = .944)

Source: Constructed by the author
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Table 22: Overview of the Demographic Data Collected from 350 Participants

Variables Information Frequency | Percent (%) | Subtotal (%)
Gender Male 169 483 350 (100)
Female 181 517 350 (100)
Age <18 7 2 350 (100)
1825 57 163 350 (100)
2635 89 254 350 (100)
3645 64 183 350 (100)
46-55 6 186 350 (100)
56-65 2 2.0 350 (100)
66 and over 26 74 350 (100)
Education Level | Primary school or below 20 57 350 (100)
Secondary school 125 357 350 (100)
Certificate 31 89 350 (100)
Diploma/ Higher diploma 54 15.4 350 (100)
University degree 86 246 350 (100)
Master’s degrec or above 34 97 350 (100)
Average Monthly | <=HKDS$20,000 106 303 350 (100)
Personal Income | HKD$20,001-HKDS40,000 109 313 350 (100)
HKD$40,001-HKDS60,000 70 20 350 (100)
HKD$60,001-HKDS80,000 34 97 350 (100)
HKD$80,001-HKDS$100,000 20 57 350 (100)
>HKD§100,000 1 31 350 (100)
Profession Student 35 10.0 350 (100)
Bluc-Collar 82 234 350 (100)
White-Collar 135 386 350 (100)
Chartered Professional (c.g., s 2.9 350 (100)
Doctor, Lawyer, Accountant)
Management/ Exceutive 30 86 350 (100)
Retired/ Not Currently Employed | 20 57 350 (100)
Others 3 09 350 (100)
Marital Status Single 149 26 350 (100)
Married 201 574 350 (100)

Source: Constructed by the author
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Figure 8: Graph of Participants” Age

100

Frequency

<1 18-25 26-35 36-45 46-55 56-65

Source: Constructed by the author
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Figure 9: Graph of Participants’ Gender

200

150

Frequency

50

Male Female

Source: Constructed by the author
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Figure 10: Graph of Participants’ Education

Primary Secondary  Certificate
school or school
below

Source: Constructed by the author

Dipl:
hoher
diploma

University
degree

Master's
degree or
above
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Figure 11: Graph of Participants’ Average Monthly Personal Income

m > HKD$100,000

HKD$40,001 -
HKD$60,000

HKD$20,001 -
HKD$40,000

<=HKD$20,000

Aouanbasy

Source: Constructed by the author
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Figure 12: Graph of Participants’ Profession

Retired / Not Currently
Employed

Management / Executive

Chartered Professional (e.

n.. Uom.ﬁﬂcva_hiﬁ:

Source: Constructed by the author




image54.png
Figure 13: Graph of Participants’ Marital Status

250

200

Frequency

50

Single Married

Source: Constructed by the author
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Figure 14: Brand Loyalty (BL1) and Profession

0 Profession

@ student

ue-Collar

EIwhite-Collar

[ Chartered Professional (e.g.,
Doctor, Lawyer, Accountant)

{8 Management / Executive

mRetired / Not Currently
Employed

Dlothers

30

20

Count

10

o
Strongly disagree Somewhat disagree Somewhat agree

BL1-intend to use this bank service in future

Source: Constructed by the author
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Table 23: Factor for BL1 and Profession

Reured /ot
e o Currend
Suden_ t-coir_whne-cor_ Acoomino“HINE T ERORS  omes 1o

BLnend touse 5 Suongy diagres Count T o 1 o o o o 7
AR e St Pofesson 29% 00K o 00x 0ox 00x  oox  oex
Disagre Count 3 12 25 5 4 4 [

NwitinPofesson 86K 146X 1708 It 1% 008 00N 146%

Somewhat disagreeCount o 2 36 18 s s PR

At Pofesson 25.7%  207% 267K H00x 16.7% 0% 3N 260%

Newnal Count 7 18 2 4 s 2 1o

XwitinPofesson 200K 220K 15.6% 9% 16.7% 1006 3B 166%

Somewnatagree  Count s 2 39 12 10 s 1 e

St Pofesson 143%  204% 289K 267% 3% a0k 3w anax

Aoree Count 10 15 15 0 6 1 )

St Pofesson 286% 183% 111X 1% 2008 sox ook 1sax

Toul Count 3 [ 135 5 3 2 3 30
Xwitin Profession1000% 100X 100.0% 1000% 100.0% 1000% 100,08 100.0%

Source: Constructed by the author
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Figure 15: Brand Loyalty (BL4) and Gender

60 Gender

Emale
WFemale

Count

3216es1p 1eyMIIOS
33168 1eymawios
32168 Ajbuons
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BL4-recommendation this bank to others

Source: Constructed by the author
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Table 24: Factor for BL4 and Gender

Gender
Male  Female  Total

BL4-recommendation this _ Strongly disagree _Count 4 2 6
(T EED % within Gender 2.4% 1.1% 1.7%
Disagree Count 15 24 39

%within Gender  8.9%  13.3%  11.1%

Somewhat disagree Count 38 a2 80

Hwithin Gender  22.5%  23.2%  22.9%

Neutral Count 52 48 100

%within Gender  30.8%  26.5%  28.6%

Somewhat agree  Count 35 46 81

%within Gender  20.7%  25.4%  23.1%

Agree Count 21 16 37

%within Gender  12.4%  8.8%  10.6%

Strongly agree Count 4 3 7

%within Gender  2.4%  1.7%  2.0%

Total Count 169 181 350
% within Gender_100.0% _100.0% __100.0%

Source: Constructed by the author
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Figure 16 Scatter of CSR to CT
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Figure 17 Scatter of CSR to CS
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Figure 18 Scatter of CSR to BI

R Linear = 0598
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Source: Constructed by the author
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Figure 19: Comparison of Highest and Lowest Mean across each factor
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204
202
4.00
<
8§ 398
=
3.96
3.94
3.92
3.90
CSR cr s 8l BL
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Source: Constructed by the author
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Table 25: Descriptive Statistics

and recognized in market

Minimum Maximum Mean Std. Deviation
CSR1-address social issues 350 1 7 4.02 1.343
CSR2-benefit beyond economic 350 1 7 4.01 1.243
profit
CSR3-financial support for 350 1 7 4.01 1.205
cultural and social initiatives
CSR4-protect and respect natural 350 1 7 3.98 1.270
environment
CT1-confidence in bank 350 1 7 4.01 1.338
CT2-believe bank with quality 350 1 7 4.01 1.330
service
CT3-trust the payment system 350 1 7 4.00 1.279
CT4-confident the bank does not 350 1 7 4.00 1.288
deceive me
CS1-bank fulfill expectation 350 1 7 4.01 1.368
CS2-precise financial service for 350 1 7 3.95 1.361
me
CS3-pleased with bank services 350 1 7 4.02 1.192
provided
(CS4-this bank is a right decision 350 1 3.98 1.252
BI1-this bank is reliable 350 1 4.01 1.333
BI2-this bank offers excellent 350 1 7 3.99 1.397
feature in service
BI3-this bank continually 350 1 7 3.98 1.354
enhanced its service
Bl4-comfortable using bank 350 1 7 3.99 1.391
service
BL1-this bank is preferred choice 350 1 6 4.01 1.333
for service
BL2-this bank is best choice for 350 1 7 4.04 1.346
financial decision
BL3-this bank has a positive 350 1 7 4.00 1.287
reputation in the industry
BLA4-this bank is well-established 350 1 7 4.00 1.291

Source: Constructed by the author
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Table 26: Reliability Statistic

Cronbach's Alpha
Factor | No. of items This research (N=350) Other research Researcher

CSR 4 0.894 0.909 (Machado et al., 2022)
CT 4 0.946 0.923 (Uslu & Sngun, 2021)
cs 4 0.939 0.892 (Al-Ghamdi & Badawi, 2019)
BI 4 0.967 0.923 (Huang et al., 2019)
BL 4 0.944 0.910 (Yeh etal, 2015)

Total 20 0.938

Source: Constructed by the author
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Table 27: KMO and Bartlett’s Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .950
*| Bartlett's Test of Approx. Chi-Square 17819.757
Sphericity df 190
Sig. <.001

Source: Constructed by the author
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Table 28: Total Variance Explained

Component Initial Eigenvalues
Factor Total % of Variance Cumulative %
CSR
CcT
1 13.642 68.208 68.208
BI
BL
2 cs 3.128 15.638 83.846

Source: Constructed by the author
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Figure 20: Screen Plot for Eigenvalues
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Source: Constructed by the author
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Table 29: Rotated Component Matrix

Bi1-thisbank s elble 0913 0865
12-his bank offer excellont Tt n servics 0943 0845
o [BI3-this bank continually enhanced its service 0.941 0829 (Humg tal, 2019)
0951 0865
0017 0736
[BL2-scke tisbank agin i he fuure 0905 o801
e [BL3-share with others for positiv fecdback to bank 0.908 0646 (Boverl & Ling, 2012)
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[CSR2-beneftbeyond cconamic profit [y 0865 .
oSk [CSR3-financial support for cultural and social initaives 0813 0787 ™ etal, 2022)
[CSRiprotetand respect matral nvironment o8z 0825
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Source: Constructed by the author
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Table 30: Correlation Analysis of Factors

HI (CSR->CT) 0.906 0.773 (Uslu & Sngun, 2021)
H2 (CSR->CS) 0.087 624 0.615 (AI-Ghamdi & Badawi, 2019)
H3 (CSR->BI) 0.919 385 0.566 (Huang ct al, 2022)
H4 (CSR->BL) | 350 0.904 572 0.687 (Aramburu & Pescador, 2017).
H5 (CT->BL) 0.952 400 0.749 (Uslu & Sngun, 2021)
H6 (CS->BL) 0.110 624 0.847 (AL-Ghamdi & Badawi, 2019)
H7 (BI>BL) 0.863 299 0323 (Dam & Dam, 2021)
**Correlation is significant at the 0.01 level (1-tailed)
*Correlation is significant at 0.05 level (2-tailed)

Source: Constructed by the author
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4.9.1 Multiple Linear Regression — Dependent Variable (CT3)

'Table 31: Multiple Linear Regression of Dependent Variable (CT3)

[Dependent Variable

CT3: I trust the payment system offered by my bank

Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
3 0.952° 0.906 0.905 0.395

c. Predictors: (Constant), CSR3: This bank provides financial support for cultural and social initiative

CSRI1: This bank contributes to addressing social issues

CSR2: This bank engages in activities that benefit society beyond just
generating economic profits

d. Dependent Variable: ~ CT3: I trust the payment systems offered by my bank

Model Summary - Interpretation

The regression model presented in the analysis was built in three steps, each adding independent variables
'to enhance explanatory power. The final model (Model 3) had an R-value of 0.952, indicating a very strong
relationship between the independent variables (predictors) and the dependent variable (CT3 I trust in the
payment system offered by my bank). The R? value was 0.906, meaning that approximately 90.6% of the
variance in CT3 was explained by the predictors. The adjusted R?, at 0.905, closely mirrors the R?, further
validating the robustness of the model (Hair et al., 2018).

ANOVA
Model Sum of Squares (SS) df | Mean Square (MS) F Sig.
3 Regression 517.075 3 172.358 1105.970 <0.001
Residual 53.922 346 0.156
Total 570.977 349
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Table 31: Multiple Linear Regression of Dependent Variable (CT3) (Continue)
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IANOVA - Interpretation

'The ANOVA table evaluates whether the regression model significantly improves prediction over a
baseline model with no predictors. For Model 3, the F-statistic is 1105.970 with a significance level of p
<001, indicating that the predictors (CSR1, CSR2, and CSR3) collectively account for a statistically
significant portion of the variance in the dependent variable, CT3. This result confirms that the model
iperforms substantially better than one with no independent variables. According to Keith (2019), a
statistically significant F-value in the ANOVA test demonstrates that the regression model reliably explains

[variation in the outcome variable beyond what would be expected by chance.

Coefficients
Unstandardized ~ Standardized Collinearity Statistics
Coefficients Coefficients
Model B Std. Error Beta t Sig. Tolerance VIF
3 |(Constant) | -0.312 0.079 -3.934 <0.001
(CSR3 0.699 0.026 0.659 27.341 <0.001 0.470 2.129
CSR1 0315 0.023 0.331 13.784 <0.001 0.473 2.113
(CSR2 0.060 0.026 0.058 2.254 0.025 0.414 2416
[Equation

CT3=-0.312+0.699(CSR3)+0.315(CSR1)+0.060(CSR2)
Coefficients — Interpretation

Regression coefficients indicate the direction and magnitude of relationships between independent variables
and CT3. Significant positive coefficients would suggest that increases in CSR variables positively
influence trust in the payment system (CT3). Each predictor variable's statistical significance is typically
evaluated using t-statistics and associated p-values. Variables demonstrating significant p-values (<0.05)

are considered meaningful predictors of CT3 (Montgomery, Peck & Vining, 2021).

Histogram Scatterplot

Dependen Vb3 the pomen st Scatterplot

Non
o W N \\,\
A t . \ V\ \
i NN

4

[ ——— Regression Standardaed redcted Voue

[Regression Diagnostics: Analysis of Residuals [Residual Scatterplot Analysis

/A histogram of residuals is essential for evaluating |The scatterplot of residuals assesses the assumption of|
the normality of residuals assumption in regression |homoscedasticity (equal variance of residuals across all|
lanalysis. Ideally, residuals should be normally levels of the predictors). Ideally, residuals should
distributed, forming a symmetrical bell-shaped curve|display a random and even distribution without
laround zero. Deviations from this pattern indicate  |apparent patterns, indicating consistency and reliability|

[potential model inaccuracies or violations of the lof the variance. A properly random scatter of residuals
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normality assumption, potentially impacting the
model's reliability (Field, 2017).

reinforces confidence in the model's ability to predict
accurately across  different levels of predictors,
enhancing the validity and applicability of the
regression findings (Chatterjee & Simonoff, 2020).

Summary

(Montgomery, Peck, and Vining, 2021).

'The regression model demonstrates a strong ability to predict customer trust in payment systems (CT3),
with CSR1, CSR2, and CSR3 explaining over 90 percent of the variance. ANOVA results confirmed
statistical significance, and all coefficients were positively associated with CT3. CSR3 showed the strongest
leffect, suggesting that financial support for cultural and social initiatives plays a key role in building trust.
Model assumptions of normality and homoscedasticity were satisfied, reinforcing the model’s reliability.

These findings indicate that well-targeted CSR efforts can significantly influence customer trust

Source: Constructed by the author
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4.9.2 Multiple Linear Regression — Dependent Variable (CS1)

'Table 32: Multiple Linear Regression of Dependent Variable (CS1)

IDependent Variable

CS1: I have confidence in the bank that provides my services

Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
3 0.295¢ 0.087 0.079 1313

a. Predictors: (Constant), CSRI1: This bank contributes to addressing social issues
CSR4: This bank is dedicated to protecting and respecting the natural
environment
CSR2: This bank engages in activities that benefit society beyond just
generating economic profits

b. Dependent Variable: ~ CS1:  This bank consistently fulfills my expectations

Model Summary - Interpretation

The multiple regression analysis reveals a weak but positive relationship between CSR predictors and
Customer Satisfaction (CS1), with an R value of 0.295 and R Square of 0.087. This indicates that about

8.7% of the variance in customer satisfaction can be explained by the combined influence of CSR1, CSR2,

and CSR4. The adjusted R Square of 0.079 suggests a modest fit after accounting for model complexity.
'While CSR appears to contribute to satisfaction, the relatively low explanatory power implies that other

factors, such as service quality or customer experience, may have a greater influence (Bryman and Cramer,

2011).
ANOVA
Model Sum of Squares (SS) df | Mean Square (MS) F Sig.
3 Regression 56.872 3 18.957 11.004 <0.001
Residual 596.102 346 1.723
Total 652,974 349

IANOVA - Interpretation

The ANOVA results show that the overall regression model is statistically significant with an F value of
11.004 and a significance level of p less than 0.001. This indicates that the CSR predictors, including CSR1,
CSR2, and CSR4, collectively have a meaningful effect on Customer Satisfaction (CS1). Although the
explained variance is modest, the statistical significance confirms that the relationship between the
independent variables and the dependent variable is unlikely to have occurred by chance. As noted by
Pallant (2020), a significant F test supports the uscfulness of the model in identifying influential predictors

lof the outcome variable.

Coefficients
Unstandardized ~ Standardized Collinearity Statistics
Coefficients Coefficients
Model B Std. Error Beta t Sig. Tolerance VIF
3 (Constant) | 3.158 0.256 12339 <0.001

CSR1 0.296 0.78 0.291 3.791 <0.001 0.449 2228
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Table 32: Multiple Linear Regression of Dependent Variable (CS1) (Continue)
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CSR4 -0.284 0.084 -0.264 -3.364 <0.001 0.429 2332
CSR2 0.198 0.088 0.180 2.258 0.025 0.417 2.401
[Equation

CS1=-3.158+0.296(CSR1)-0.284(CSR4)+0. 198(CSR2)
|Coefficients — Interpretation

The coefficients reveal that CSR1 and CSR2 have positive and statistically significant effects on Customer
Satisfaction (CS1), while CSR4 has a significant negative impact. Specifically, CSR1 shows the strongest
Ipositive contribution (B = 0.296, p < 0.001). In contrast, CSR4’s negative coefficient (B = -0.284, p <
10.001) suggests that environmental initiatives were less aligned with customer satisfaction expectations.
|According to Henseler, Ringle, and Sarstedt (2015), such coefficients help assess the direction and strength

lof each predictor’s contribution to the outcome.

Histogram Scatterplot

Orpendent Vel 51 bank 1 cpecaton

Scatterplot

Regression
Standardized Residual
<

Regression Standardized Predicted Value

IRegression Diagnostics: Analysis of Residuals IResidual Scatterplot Analysis

Residual analysis confirmed that the data met the | The scatterplot of standardized residuals against

lassumptions for multiple regression. The histogram
lof standardized residuals displayed a roughly normal
distribution, and residual values were evenly
distributed around zero. These patterns suggest that
lassumptions of normality and linearity are satisfied.
|As noted by Zikmund et al. (2013), checking
residuals is essential for validating model reliability
land avoiding misspecification. The results support
the appropriateness of the regression model for

explaining variation in customer satisfaction.

ipredicted values showed no clear patterns or
clustering, indicating that the residuals were randomly
and evenly dispersed. This supports the assumption of
homoscedasticity, meaning that variance remains
constant across predictions. According to Kline
(2016), such a distribution reflects stable error
variance and improves confidence in the regression
estimates. The absence of systematic structure in the
plot confirms that the regression model is not affected
by heteroscedasticity.

Summary

The regression analysis demonstrated a statistically significant relationship between CSR variables and
Customer Satisfaction (CS1), with CSR1 and CSR2 contributing positively, while CSR4 showed a negative
influence. Although the model explained only 8.7 percent of the variance, the F test confirmed overall
model significance. Residual analysis indicated that key regression assumptions were met, including

normality and homoscedasticity. These findings suggest that while CSR initiatives impact satisfaction, other
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service-related factors likely play a more dominant role in shaping customer perceptions (Bryman and
Cramer, 2011; Zikmund et al., 2013; Kline, 2016).

Source: Constructed by the author
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4.9.3 Multiple Linear Regression — Dependent Variable (BI2)

Table 33: Multiple Linear Regression of Dependent Variable (BI2)

Dependent Variable
BI2: I believe this bank offers excellent features in its services
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
3 0.966¢ 0.934 0.933 0.361

a. Predictors: (Constant), CSR2: This bank engages in activities that benefit society beyond just
generating economic profits

CSR1: This bank contributes to addressing social issues

CSR3: This bank provides financial support for cultural and social initiative

b. Dependent Variable: ~ BI2:  Ibelieve this bank offers excellent features in its services

Model Summary - Interpretation

The multiple regression analysis shows a very strong relationship between the CSR predictors and Brand
Image (BI2), with an R value of 0.966 and an R Square of 0.934. This indicates that approximately 93.4
percent of the variance in BI2 is explained by CSR1, CSR2, and CSR3. The adjusted R Square of 0933
further confirms the model’s strong explanatory power with minimal risk of overfitting. According to
Chatterjee and Simonoff (2020), such high values suggest an excellent model fit, meaning CSR initiatives

[have a substantial impact on customers’ perceptions of service excellence.

ANOVA
Model Sum of Squares (SS) df | Mean Square (MS) F Sig.
3 Regression 635.851 3 211.950 1625.210 <0.001
Residual 45.123 346 0.130
Total 680.974 349

IANOVA - Interpretation

'The ANOVA results show that the regression model predicting Brand Image (BI2) is statistically
significant, with an F value of 1625.210 and a p-value less than 0.001. This indicates that the predictors
ICSR1, CSR2, and CSR3 jointly explain a meaningful portion of the variance in BI2. The exceptionally high
F value demonstrates the model’s effectiveness in capturing differences between predicted and observed
values. According to Keith (2019), a statistically significant ANOVA result confirms the usefulness of the

regression model in explaining variation in the outcome beyond random chance.

Coefficients
Unstandardized ~ Standardized Collinearity Statistics
Coefficients Coefficients

Model B Std. Error Beta t Sig. Tolerance VIF

3 (Constant) | -0.666 0.072 -9.188 <0.001
CSR2 0.567 0.024 0.504 23434 <0.001 0.414 2416
CSR1 0.499 0.021 0.480 23.865 <0.001 0.473 2113
CSR3 0.095 0.023 0.082 4.061 <0.001 0.470 2129
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Table 33: Multiple Linear Regression of Dependent Variable (BI2) (Continue)
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[Equation
BI2=-0.666+0.567(CSR2)+0.499(CSR1)+0.095(CSR3)

(Coefficients — Interpretation

| The regression coefficients show that all three CSR predictors have positive and statistically significant
leffects on Brand Image (BI2). CSR2 has the strongest influence (B = 0.567, p < 0.001), indicating that
lengaging in activities benefiting society strongly enhances customers’ perceptions of service excellence.
CSR1 also contributes significantly (B = 0.499, p < 0.001), followed by CSR3 with a smaller but positive
effect (B = 0.095, p < 0.001). According to Hofstede, Hofstede, and Minkov (2010), positive and significant
coefficients reflect that improvements in CSR efforts can substantially strengthen brand perceptions and

reinforce customer trust in service attributes.
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[Regression Diagnostics: Analysis of Residuals IResidual Scatterplot Analysis

The residual histogram demonstrated a roughly I The scatterplot of standardized residuals against
normal distribution, with most residuals clustering |standardized predicted values revealed a random and
symmetrically around zero. This suggests that the |even distribution of points, without noticeable
lassumption of normality was not violated, clustering or patterns. This confirms that the
supporting the validity of the regression results. assumption of homoscedasticity was satisfied,
/Additionally, no major skewness or kurtosis was imeaning the variance of errors remained constant
lobserved, further indicating the reliability of the across different levels of prediction. According to
model’s estimates. As emphasized by Zikmund et al. |Kline (2016), a well-dispersed residual scatterplot
(2013), evaluating the distribution of residuals is strengthens confidence in the model’s predictive
lessential to confirm that the regression model is accuracy and ensures that the regression results are
statistically sound and free from substantial lunbiased and generalizable across the sample.

deviations that could bias predictions.

Summary

The regression analysis confirms that CSR initiatives significantly impact Brand Image (BI2), with CSR2
and CSR1 making the strongest positive contributions. The model explains approximately 93.4 percent of

the variance, indicating a highly predictive model (Hair et al., 2019). The ANOVA test validated the overall
model significance, while residual diagnostics confirmed normality and stable variance assumptions (Ficld,

12017). These results suggest that effective CSR efforts substantially enhance perceptions of service
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excellence and reinforce brand image, providing important strategic implications for fostering stronger

customer relationships (Montgomery, Peck, and Vining, 2021).

Source: Constructed by the author
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4.9.4 Multiple Linear Regression — Dependent Variable (BL1)

Table 34: Multiple Linear Regression of Dependent Variable (BL1)

Dependent Variable

BLI1: I believe that the services provided by this bank are my preferred choice

Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
6 0.998" 0.996 0.996 0.089

a. Predictors: (Constant), BII:  Ifind the products of this bank to be reliable

CTI:  Thave confidence in the bank that provides my services

CSRI: This bank contributes to addressing social issues

BI4: 1 fecl that this bank has continually enhanced its service offerings
CS4: Choosing this bank was a sound decision for me

b. Dependent Variable:  BLI  Ibelieve that the services provided by this bank are my preferred

choice

Model Summary - Interpretation

The regression model predicting Brand Loyalty (BL1) demonstrates an extremely strong relationship, with
an R value of 0.998 and an R Square of 0.996. This indicates that approximately 9.6 percent of the
variance in BLI is explained by the predictors, including BI1, CT1, CSR1, BI4, and CS4. The adjusted R
Square of 0.996 confirms the model’s exceptional explanatory power with minimal overfitting. Such a high
level of explained variance highlights the critical role of brand reliability, trust, CSR initiatives, and

(customer satisfaction in shaping customer loyalty (Hair et al., 2019).

ANOVA
Model Sum of Squares (SS) df | Mean Square (MS) F Sig.
6 Regression 617.252 6 102.875 12892.51 <0.001
Residual 2737 343 0.08
Total 619.989 349

/ANOVA - Interpretation

The ANOVA results show that the regression model predicting Brand Loyalty (BL1) is statistically
significant, with an F value of 12892.51 and a p-value less than 0.001. This very high F value indicates that
the predictors BI1, CT1, CSR1, BI4, and CS4 together explain a substantial portion of the variance in BL1.
|As noted by Keith (2019), a statistically significant F test confirms that the model provides a strong

improvement over random prediction and effectively explains differences in customer loyalty within the

sample.
Coefficients
Unstandardized ~ Standardized Collinearity Statistics
Coefficients Coefficients
Model B Std. Error Beta t Sig. Tolerance VIF
6 (Constant) | 0.024 0.020 1.194 0.233

BIl 0.455 0.047 0.455 9.750 <0.001 0.006 169.117
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Table 34: Multiple Linear Regression of Dependent Variable (BL1) (Continue)
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CT1 0.289 0.043 0.290 6.675 <0.001 0.007 146.610

CSR1 0.226 0.039 0.228 5.724 <0.001 0.008 123.106

BI4 0.029 0.008 0.031 3.773 <0.001 0.194 5.151

Cs4 20018 | 0.006 0017 2891 | 0.004 0362 2765

cs1 20012 0.006 0012 2003 | 0.046 0353 2832
Equation

IBL1=-0.024+0.455(BI1)+0.289(CT1)+0.226(CSR 1)+0.029(BI4)-0.018(CS4)-0.012(CS1)

Coefficients — Interpretation

| The regression coefficients indicate that BI1, CT1, CSR1, and BI4 have positive and statistically significant
leffects on Brand Loyalty (BL1). Among them, BI1 (B = 0.455, p < 0.001) exerts the strongest positive
influence, highlighting the importance of product reliability. CT1 and CSR1 also contribute meaningfully to
lenhancing loyalty. BI4, though smaller, remains significant in reinforcing positive perceptions.
Interestingly, CS4 shows a small but significant negative relationship with BL1 (B =-0.018, p = 0.004),
suggesting that factors beyond satisfaction, such as trust and brand image, may be more critical. According
to Montgomery, Peck, and Vining (2021), positive and significant coefficients emphasize key predictors

that can drive stronger customer loyalty outcomes.
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[Regression Diagnostics: Analysis of Residuals [Residual Scatterplot Analysis

The residual histogram displayed an approximately |The scatterplot of standardized residuals against
normal distribution with most residuals clustered  |standardized predicted values showed a random and
laround zero. This suggests that the assumption of  |evenly dispersed pattern, indicating that the

normality was met, ensuring the reliability of the  [assumption of homoscedasticity was satisfied. No
regression estimates. No major skewness or irregular [funneling or systematic structure was observed,
patterns were detected, confirming that residual suggesting constant variance of residuals across all
lbehavior was appropriate for linear modeling. As [levels of prediction. According to Kline (2016), a
stated by Field (2017), assessing residual normality |well-distributed residual pattern strengthens

is crucial to verify that the regression results are confidence in the generalizability and reliability of the
unbiased and statistically valid across the sample.  |regression model when interpreting outcomes related

o customer loyalty.

Summary
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[The regression model for Brand Loyalty (BL1) demonstrated outstanding predictive strength, with CSR,
brand image, customer trust, and satisfaction variables collectively explaining 9.6 percent of the variance.
BI1 and CT1 emerged as the strongest predictors, emphasizing the importance of perccived product
reliability and customer confidence. Although CS4 had a small negative coefficient, its significance
suggests that satisfaction alone may not directly translate into loyalty. The model satisfied key assumptions
of normality and homoscedasticity (Field, 2017; Kline, 2016), reinforcing its statistical validity. These
findings underline the critical role of multidimensional CSR strategics in cultivating long-term customer

commitment and competitive differentiation.

Source: Constructed by the author
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Table 35: Mediation Path Summary Table

Path B |Sd. Error t Sig. ||95% CI (LLCI - ULCI) Result

(CSR — CT 1.0762(/0.0123 187.8040 <.001{|[1.0521, 1.1003] Significant
CT —BL 0.9750(0.0186 52.4445 <.001{|[0.9384, 1.0115] Significant
(CSR — BL 10.0266|0.0205 1.3021 1938 ([-0.0136, 0.0669] [Not significant
(CSR — CT — BL 1.0492(0.0196 [1.0086, 1.0850] |Full Mediation
(CSR —CS 10.2566(0.0562 4.5693 <.001{|[0.1462, 0.3671] Significant

CS — BL 0.0181/0.0121 1.4974 1352 ([-0.0057, 0.0419] [Not significant
(CSR — BL 1.0712/0.0130 82.1945 <.001{|[1.0456, 1.0968] Significant
CSR—>CS—BL  |0.0046[0.0034 [-0.0010, 0.0123] [Not significant
(CSR — BI 1.1366/0.0176 64.6658 <.001{|[1.1021, 1.1712] Significant

BI — BL 0.5758|0.0233 24.6713 <.001{|[0.5299, 0.6217] Significant
(CSR — BL 0.4214/0.0276 15.2645 <.001{|[0.3671, 0.4757] Significant
(CSR — BI — BL 0.65440.0374 [0.5768, 0.7249] |Partial Mediation

Source: Constructed by the author
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Table 36: Group Statistics for Independent T-Test (Marital Status)

) Std. Std. Error
Marital Status | N Mean o
Deviation Mean
‘This particular bank is Single 149 3.85 1.221 0.100
BL4 | well-cstablished and
N N Married 201 4.11 1333 0.094
recognized in the market

Source: Constructed by the author




