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Abstract

CSR activity is an important part of many banks mission statem
the firm stands for and how it aims to fulfill these aspirations.

key determinant of customer loyaltiyreetityhewviairekidibyeort iaa@nstru
objectives of this study were to assess CSR activities carried ou
and investigate the effects of CSR activities on customers 1|0}
sectional miaedtexylsurvey design research type and regression

purpose of hypothesis testing. The study was conducted in 5 bal
sample size of 100 respondents were participatedh Ribmsargndlaetd
guestionnaires and interviews. The researcher was used both de
to involve measurement or relationships and differences betweer
was presented and analyzed 2@ iatptS Pt$SSa Vv soditovare and all comp
seen at (p<0.05) level of significance. As a result CSR activitie
though the percent of the activity was different from bank to b:
significposlytive relation with customer loyalty at p<0.01 and the
significantly different result at p<0.000. ToHepkflarthtlo@icullelgwnp
ethical respomveibatitdesed and the alternaéineec bg plogtthaldiidion the

null hypothesis of economic responsiltidinglwsas na€CceRPtadtivities

by banks in Bahirdar city branches have positi¥enalfgctthenstwdy
recommends; banks sh&H8BR appilveties since they are considere
customers and augment long term relationship with customers wi|
term success.

Key wor@eyrporate Social Responsibility, Customer Loyalty, Banks



CHAPTER ONE

1.INTRODUCTION

1.Background of the Study

In recent years, the clhaxsdpEtcom€PRoborahenon across allibbusines
the wo(f®Ghasemi, S., NepMoist 2@k &pathlbeemreviously carried out
shown howaCiSRities baneliecial to an oagandzawonfaneosrabhees
from their stakdhobkdeosicept become increas#0g.iD uhie dgattleisl 3B0e
the fundamental question was regarding whettoeskoerhobdewkganiz
othefGarroll et al., 1996)

Commercial banks are among the most important institutions in
recent financial crisis demonstrated the role of commercial bank
in causing the huge decline Dbdegltoblal ssceocadmtisgns of commercial b
such as operations with customers deposits, banks have beel
spotlight. In thidiglnltewdlS&Rf reputatioonusdsmés satisfdctrant
usually results in incréapgaldycustidhmreebank and the same assump
terms of employee satisfaction ttood employee loyalty

Accordin@Btown et al.théa®OQ Are two different dimensions of corg
guality and corporate social responsibility.uSaltulkesybertiweeauEtDI
involvement and serVihce guuallioy.corporate social responsibility
responsibility for all the Banksa\we axtporsstiveditisopaehvononment,
communities, employees, customers &Rdeeaibno¢heaT.ot2BE1001d ¢
CSR is an important part of many banks mission statement and
stands for and how it aims to fulfill these aspirations. CSR is re
business perspective on a strategic level. CSR policies are con
long term success and profits. In the other side CSR is often cite
loyalty, either directly diffedeoaist g¢Ghiai et al., 2013)

1



This paperofocUSR ardfetsss customer loyalty BefhbrabDlag imranche:
Ethiopia. This study will be important for banks to pay special
ofcorporadeiaésponsibtbtielseir business agenda in order to

development. And it results customers view to the banks CSF
remain loyal to(Seen BaBhattacharya, 2001)

1.Btatement of the problem

Corporate reputation (CR) hagBreoewnnlertkaeldSube@BR L, 2@iehl

that customer perceived CSR doings and CR are two intangible r
a competitive advaoaocageafombrun and Shamegyel®®0)a positiv
correlation between CR and SRS Ks. i@nyentathtatdnpetitive advanta
bank and that bank must meet the expectations of stakeholde
reputation among customers to ensure success in gWiotzpetitiy
2000)heredoris study aims to find out if there are positive relat
practod€é SR repubatdaurstorheyalty and whether CSR canvetpntoibut:
building loyalty and hence profitability, and therefore justify
and human resources by corporations. And if CSR is helping
which aogec&8&ntribumtese significantly to profitability, and he

more attention and investment to make it a sustainable competit

l1.Reseatbyhpothesis

The stpdynntdhe follomuilhypotheses:
HoPhilanthropic activities carrieasigut fbyab alrykp olsaseveninflue
custorheyalty
HoEthical responsibilities practoseghidycaanlysploassteoa influe
customer loyalty
HolLegal responsibilities practnogigninfibankly pasitive influe

customer loyalty.



Ho Economic responsibilities ampgsliigmifiic anahk p disigive influe
customer loyalty.
Ho CSR activities have no isignrié¢ilaaimthghppswith customer |

banks in Bahirdar.

1.3.10bjectdok the Study

1.3.25eneral objective
The aim of thwastudy

Investighedfesotf corporate social responsibility on:customer loya
1.3.Xpecific Objectives
Thepecific objectisewsdgdrehis
To assepditiaemthropic activities carried out by banks
Toevaluahtethical responsibilities being practiced by banks
To assess how the legabhreaproedibuitbg/sbanks
To evaluate how the econonaircapgd peoc Hip i ianks

l.&.ignificance of the Study

Richard Branson, founder of Virgin Group, also believed that be
yield better business performance,yoas thke rea@aentlpfsaidyr dm
they will take care of (®ichbuds iBesss.ohi046Udy intends to exp
effeamts C@Rtivimecsustorheyalty, and examine if CSR is wort
investmemanddshe concept of CSR is tied to stakeholder theory,
and management in various literature, and scholars have tr
different stakeholders and the needs that T RBPraowesectaal,.fu2fll d
(O Riordan and Faitbrass, 2014)

The knowlefsligeh a distindtedtpusiiinebe¢tssallocate theirMes@avees.
it helps for banks to make referenceridoitizhregstinde stensehttsii

monetary and human resources in the various areas of CSR,

3



integrate CSR into their corpdoate ndtrichiettgymier diw eidylding

their competitive.advantages

1.®.cope and limitations of the study

1.5.1Scope of the study

This resewacbnducted on selected different Bank branches fou
Ethioplihe sthhadye bleewmndegdbbth area coverage and problem addres
théocus ofehearwamnigffemiis CSR on customers loyedve. Blehen st
conducted on five different banks out of 18 that are giving ser

townT.he population ovéheustochetriseoselected five banks.

1.5.2.imitations of the study

The limitations ofwéehee ssgodgwatBotvillinggtee proper attention tc
guestionnaire whsbloreccoatiengs in aimdéeypire tattdednnadingbe study
only fedosn five banks found at Bahirdaroudthmithibeimetagmarcher

generalization of the reswHthoohanc bmateks.



CHAPTER TWO

2.LITERETURE REVIEW

2.1Theoretfoahdations of CSR and customer loyalty

In htis secthentheoretical framework for this study willthlege pres
researwhdook at somehoéemelaemries surrounthiengdhRpt aofdC SR
thatoafstormeyalTyheurpoosfehis secstignnghlighéramveoré&fthe stumdat
hagathermdegard to bHethepriesearch

2.1.1Consumer Behavior theory

This theasrsuntkat a customer attempts to allocate his or her n
goods and services in order to maximize utibiny Therebost |e
prevalent model of this theory is the utility t&h eony.umleirs itsh a orrayt ia:
economic being, who makes purchases based on the outcomes of
sediintereésah(ffman and2&@&mMuknsumers evaluatasc wmpba o deusot s
termaef CSR, whereby negatiaeiodiSRamessmore influential and h;
detmiental effeptoshtawe ones. However, positive associations dc
prodwotaluati{Bneshal et al., 2007)

Consumer behavior is an important guiding principle in underst
linked to CSR. Consumer behavior can be defined as the stud)
individuals or groups select, purchase useest ddspsser cfxpeodarcd
satisfy needs and® dlesinoes. Bamo2869t.dlrganizations can use CS
customers behavior. The CSR activities can be used as platf
products or services thrguarmd alWneerdi o romeo timmfuence of CSR
consumers intentions is more complex than previously tho
consumers intentions diredbtégpotreiCdd Re btéyng carried out for s
organiznastimre using them attract and retain customers, who like

company that carries out CSR activities.

5



2.1.2Stakeholder theory

This theapyains #@lboe individuals and groups who will be affect
organttons actions. These individuals and groups patticprdage tira
directing the organization. There wo@ilglubienghaviemsle toightspheed
accounted for due to the large numberCofngimglieyibkd stakimvollde o
surrounding a business shouldabeu dddffiected dad t htthheeorganization:
This is however no easy task andchalhsnigetdsr amdaelge,rs.
19940ggedteadtakeholadradikelty develop a different understanding
means and what they can expect from the organization in ter]
management implies allocating organizational resources in such
the impact eofallfbeations on various groups withlihonasd out
1999)

2.1.orporate Social Performance Theory

This theory hasrewveéwedal previous concepts and approaches. |
(Howard R. B®wW&h, who explained that the social responsibility
those policies, to make decisions, or to follow thosenlinesmsf ac:
of the objectives and values of our society. In 1979,
corporate social performance, amalgamating the basic principle
specific philosophy of respodéisheréo asecifolur hierarchy of th
also known as the Pyramid obySoxriradlRets pdasl®igityeconomic
responsibility, legal responsibility, ethical responsifbgluty and
1.



2.Dimensions of CSR

Dimension of CSR means the areas and scope of the application
dimension is determined here in terms of the component of CSR
and other responsibilities a companpusioebkts ogpresiateons ohetire ¢
of responsibilities falling under the application of CSR. -It is ge
dimensional in terms of its objectives as it involves the interest
The benchmackppes of CSR encompassing chiefly social, econo

issues are a bearindgjimenigsomalltapproach.

The range of the interests of the stakeholders either internal ol
of time in the faceeca$eamfitheir expectations from corporations.
different opinions and views about determining the dimensio
Commission Green Paper 2001 identifies two dimengkame pefa@ SR
Commission, Z@elinternal dimension includes human resource n
safety at work, management of environmental iifBpwarcctgeaand
Commission, Ab@lexternal dimensions involve local communiti
suppliers, consumers, human rights(BodopéamnalCemmis.sib®et200]
internal issues assumed to be those dealing with companies inf

external issues concern the external management.

In terms of dimensions of CSR, Carroll sewnite wo m@rocmermtisr g ft &S &
relevant. He holds that CSR consists of four types of responsib
ethical, and philanthropicCaespldnsli&@iicead responsibility refers
what is right and jushafaifudntiegahresponsibility means to obey
responsibility meansdmpaakestibeisiness profitable and philanthr
means that company should be a gd€@arclizeh9iNljhe society



Fig 1. Pyramid of Social Responsibility

Sourgc@arroll et alThdQYramid of corporate social responsibility.
2.8oncepts of CSR

The term corporate social responsibility (CSR) is a concer
40 s. during this time the fundamental question regarding w
responsibilities towards theitowhiede hwlttheerrs grmdips influence
corporatCarroll, .189%%e beginning'cefnthey2tompanies began to fc
and more on CO®f dbeir buspeeasibnem now was iexpected the
companieactlye involved awti€iSRes, rather than that it's a pa
company bd(dibtterstrom & Norbexrrge, 20d 1)more firms became m

variouSRCorganizZatiexample CSR Europe, an organization foun

8



the aim to fdespare daxmedperation between businasd, poadheyma
stakelders to advanmevéme (hSREurope and globally.

Another ermmedging in the @hth thendbdcgSfrom a consumer perspe
The fact that corporatwong sanadtedarticipane paofjewds regardi
CSPRredictably woke up an interest also amosmngecornbemexasg eR etoe
ouwhether CSR activities had anwernaflarencét,mandomnsyhat wa
and wbat ex{®&mothr et al,Sewditte relationship between CSR and
buyit@havior. The results of the study showedpotihddntdewera
in geneosaitively disposed towards soana mesgponreibfenagerened
to be hdghiwe witRiin CS

In(Becker et.adom2@0iaited with two stimdiesheinvebdigafitpercei
(e.g. similarity ripotnaéenmc®dsion and social initiatime}iveperce
(otherentered versusnterefd), and timimguemfenan (reactive ver
proactive) on consumers responses to reeuptsratehoweadialth
consumers expect firms to be iwveslwed,in nsocealgnmighhiat th
reward them for theighefdarth aheod@bcker et.alfFih@&Aby), another
relatively new trend weldped CEhR tde 21th centuutilileee to vi

whole concept afditiae cathpantage.

In 2006, dhleetgn and semapeMtychael Porter wrote an article

Mark R. Kramer, in whdalkcedth&yframawork that organizatio
identify the impact they have on society, determine which
effective ways to do so. The authors propose that when lookil
perspective it can become a source of remarkable social
their resources, expertise, and insights to activiti(esortdatabeéne
Kramer, 2006)



2.£ustomer Satisfaction anankoyplty in B

(Grigoroudis etdefin@Cu3)tomeorsatdsdaccancept that deals with the
of custoexgrectations and tyrthakihgyahto account the positive
evaluation of the product or service. The author also states that
to operateemptthasis on customer services due to sttenm comy
achievement since it is linked to bank s ability to adapt to chan
needs. Furthermore, customer satisfaction is the priinlbhamksriter
relationships with the mark@muaradiceatstdmez81(3)

Customer satisfactionngnaf maliatti@imship with customers are two
lead to increased proGiiptiomaméamkeayv, 2012; Temrumstaa etadlcu 00l ¢
satisfaction is mostly perceived as a value driver in the banki
associated with future customer revenue. Nevertheless, authors
also a cost driver sintweret cregtwimes fervicing as additional costs
should focus on the profitability of customer satisfaction. Satisfi
dissatisfied customers redu¢€etpstirapettfaalna hlodeover, satisfi
customers tend to sprea-ofm @uothitiegawowimes offered to them and
loyal to theDleaMlkdebsal., 2013)

CSR initiatives are important in building service loyalty and in
CSR behavior has direct consequences in the valMandhaacth iheer & e
and Poolthong, TBBdd)is a direct and positive association betwe
attitudinal loyalty. Therefore, Customer loyalty and satisfaction

if a customer is satisfied, hiKalfeyal tynihdehamsnad, 2012)

2.9Drivers of customer satisfaction in banking
(Habibi, 20&3¢nt several factors influencing satisfaction. Thes
behavipreed in delivery of services, accuracy in providing sern

secrecy, skills of personnel, easy access to services, guidin
10



information and willingness to help. Service qguakvynigs dhetomost
satisfac¢kdran and Fascbnfidom4t)hat all dimensions of service quali
and positive association with customer satisfaction and custome
Banks are forced to compete in today s turbulent environment
guality allowsecusttention and attraction of new customers whi
competitive adKdmtagend Fas.hln 20ddliYion, service quality impro
performance through increa@ttabipiofizam@ijtlyer drivers of cust
satisfaction have been presented, which include level of prices,

of -banking.

(Wruuck, tnit&dy that price satisfaction plays a significant rol
satisfaction. Prices of bank services and products together wi
influence customer perception towards the bank. Furthermore, th
reasons why customers change their banks. Recently, as a part
low cost bam&skirg has achieved a signihicaommnapoietlacenkin
(Muthukrassh et al.,c2601fli4jin tbhankdng service has become the mo
technique used all over the world and the benefits include cost
easy way in banking transaction, whbamkiag isda®adads t hratt eed

services of the bank.

2.€&oncepts of customer loyalty

Customer loyalty is a deeply held commitment to rebuy or repe
servicensistemtig future, despitentlitaati@nalnd markeavinggetftierts
potentialcassvetchbredqhavi@idiver, 1PW®&)different views on loyalty a
distinction between stochasticqgndete rapipricaichtadthastic approach
purely behaviothE, detideministic approach sees loyalty as an
approach is a combination the both the stochastic and det
dimensions, loyalty is said to evolve from siomplytputradsase,the

commitment and finally to(Rcwrsdlbbnelre,|@9818Yy
11



Béhaviorbdhwaelstomers act loyal buwutndemmdiomade(attitudinal) attach
brand. This is referred toJasef@é#ssdpy.dheSs)e customers given a
would not be loyal and only act fout iostaimcem$itmarceial limitatic
bound by coattcacAscustomer can also be loyal to a brand ¢
of a@trh brands, or by being in a comfort zone thereby creatin
brands. Attitudinal loyalty is a much stronger and long |
emotional relationship the <customer &a@ampovethoyweycrigand. T
combinadflomth behavior and attitude, can be said to be the true
intentional IDa&ltL969)

Accordimlorunniwo, Hsu(@haruvdowo et allpya0d 06y s tofiescrts

prbitability and oveodllhuocgasitzlatéeenwiays. First, repeat custome
generate revenue for the company, both, organizations can red
retaining customers than to recruintirdewl oopedt@ame rsadirsdied cust

spreading the good news and recommend the service to others.

Customer loyalty can be classified as brand loyaltyDisskrwicd |0y
Basu, 198¢proach in measuring loyalty has been changed signif
customer loyalty conceortriatgdn g diehpvior; effortg aomofrecueseandbome
the perceptions ofexpstoaiteomitidndes towardMasgaley al., 2006
There are aofmubemerfits both to the consumer and to the ot
customer loyalty. Key among these is the economic benefits th
organization enjoys repeat purchases leading tro eprjofysadisidy y mils
and convenience as is with the case of loyalty programmes. |
relationship between the customer and the organization with

into a brand ambassador nfor the organizatio

12



2. 7CSR and customer loyalty

Customer lagalbyne of the m@most componter behaviors compan
influence by wusing CSR as(@amairkekénpsobhlimonesuditgdad., 200
direct and imdartdonship betwkearus@i&mRean othedtymoellephone
industryhe results revealed that there was no significant d
variables. However, CSR have a significant influence on cc
sincehe overall service valuation +turned out to have a s
customer loyaltygndtudealsthat CSRfindireettystomdGC aoygadtye
los Salmones et. al., 2005)

A stupglgrformed on the perceived CSR and customer Jloyalt
in China showed that prodiuntagpuaddisptitsliesdttion have a positiv
on customer loyalty, while there wasredatisagnilbbiectangendir@$F
customer |lapaktyh& aludhiaresntified the prapasitvedd CSR on the othe
factors in the regression analysis, they although concluded that

indicely impact onr dogadnye

Moreover, in an attempt to identify the contribution of different (
ethical, business practice and philanthropic CSR dimensions wer
empirical rd€aarohl a9@al;, Homburg et al., 2013; Phhhk eteaslea20hé
has developed a model for empirical study usindothkeuCgSRBtas
al., 20a3%)ely CSR reputations targeting primary philanthropic,
CSR reputatieotnsg argtome (Homarlgyet al., 2013)

This has helped to determine the level of contribution o
profitability and further customer loyalty. The research res
importance of differehnd EKRYRlinkipg them to the needs of di
instead of relating CSR dimensions to internal company f

studies have done.
13



This perspective not only linked CSR wiproowudeoadner fabadayjont
further development of research models or elaboration of CS

need of different customers.

Howevethere are also studies revealing a positive mearrelati
loyalty. InstulfgBimcic Brgnnst20dsd) canedated marketing might be
as a tool for corporations to inceaasebatulsdome Dieayad tel., 2007)
examihlees moderating influencevbicdhlerendesntsoaxial initiatives are

into its competitive positioning on consumer reactions to CSR.

Conceptruramlme Work

Independent Variables Dependent Variable
Philantrrep p® ns ety
i i h _O
o / EthicasponsibHity S
n
= < »
—
2 U Legal responsHoHty Q_J o
2 \ v
~ : .y o
o Economic resgensioiity —
2]
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CHAPTER THREE

3.MATERIALS AND METHODS
Thistudy fceldgwantitative appnosecthikend scale questionnaire to
guantitdyive data toibdkesseigptive dbatistimmed describe the results

collected data from the respondents

3.Research Design

Thestudy usrokss sectmovead explasuatgdgsigmich is a type of re
design that supports inferencesuoinmgaarasee tanad stffeicti@aldinfere
measutbe characteristics described in tHdiseseaasbhgrbeeunestion
characterizedcobhecth®hataf on ttmeareone case and at a single
in order toachlddygt of quamueatiMeabde data in connection
more variddleashiresasuwedichendependent carpadrlaieaboesponsibility
(Philanthrrogsigonsibility, Ethical responsibility, Legal respons
responsibdntidetheependianrialvlas custometw.loyalt

3.D.ata Collection and Sampling Methods
3.2.PopulationSamgpling method

The population fowahlbusttwdyers obrsauimgnt accouah@roefdwvecte s
in the selechadkisivleesisthoerwergelecfeam th8 aking institutions th
wergiving service in Balhlio Baketoawon banks out of L8etheteamsearc
method. From each selected 5 bmakse |2Ctesinsmgocdanenient samp!
method whaalon probability sampliAgtoeahmifgLbe0 reepwiidéets

guestionnaire

3.2.Data collection method
Datwasollechgsddandardinse egdedtioesaaid intervildmesquestionnaire

weregdevelopedomasieebviogeseaoifothecholahenbe®uestionnaire shoul

15



be reasonably reliable adihodv v@aéinderalndahiearnkeas or indushrdes in
futurlehe questiomreadievaded into variables of interest, with th
with respondents answering the questions in each variables
lwasstrongly disagasais@greeasneutralvagagree ,5aradstrongly

agre€o verify the questidanaifne eanylepsssdly issues, avpiRdt stud)
respondeavtse beemducted. Tdtedydstusked draft questionnaire in |
withranslaitmoéd mharPcior tostheyithas beewviewry tlaelvisorfsthe

studyhedbjective of pWwatadeayify problems in the wasspionmaaire,
that reepondents should be willing to provide constructive feed|
issudsuring the actual data collectionswieng@ivtbe adbeiagssapmedent
the spot the retifpdantdants rediirback. During this time any ambigc

guestionmasrbatlmwed to ask the researcher.

3.3ypes andcesuwxf Data

This studlgwasretitative data type from primary éatdedogpuestsausiag
and intervhawesr&dopted from previous studietsaarsddmtod Afinehda mircdt o
be easily understood by the relspo bhdgamherddifydattdhe selected fi
at Bahir Dar

3.Method of data analysis

Descriptive swatustedsto suemlaeiznlata. These icoduas, msdsardar
deiatnefrequen@giercentagesinferential statistics likreegorersrzil@arion
analgweredoneith SPSS version 20 analysi® siefttevarien @ d E&@fefects
of banksthemnr cussdmegaltyAnd all commegisers at (p<0.05) level

significance.

3.E&thical Consideration
Ethical isseuresensidered throughout the study process. Confident

anonynhidye bmanntained. Rewmomdenmed of the suraneytpegpose
16



invited for voluntary participation withwetadvysiend & h eiw & awnld ey
survey anytime durinidg theypdooclseandse arahmetimained andtheotecte

anonymiof the respondents by not redantihigatngnnbonethoar survey

17



CHAPTER FOUR

4. DATA PRESENTATION, ANALYSIS AND INTERPRET

4 .1Response Rate

The targatmgle size was 100 participants.e Turogret ath o nfmeeareé san d
100esponde&ing a resmi@s&@a00%. Acco(rMugentdea and Mugenda, 1
a response rate of 50% is adequate fqronsrealyaie ahd7r®eYo
over 1is excellent. This means that the response rate for
therefore enough for data analysis and interpretation.

4 . Reliability Test

Reliabilstydefined by Jappel RO@ODatwmtcth results are consistent ov
an accurate representation of the total population under study i
results of a study can be reproduced under a similar methodolocg
considlete be rebhiabdigeiNaynwid Golafshahhi2@038Jdy used three cor
methods to evaluate the internal consistency ofCrihe sxalhés Ahpaac
coefficient of reliabilityteestcotrimelanitenr analysis test idaeaoh sumn

correlation analysis.

4.2dronbach s alpha coefficient of reliability

Reliability of the questionnaire was evaluated through Cronbac
internal consistency. Cronbach s alpha was calculated by appl
reliability analybuge. ofheheaalpha coefficient ranges from 0 to 1
describe the reliability of factors extracted at 5% level
and or moint formatted questionnaires or scales. A hieghHer val
generated(foolper and Schinddee, i200083ted 0.7 to be an accepta

coefficient.
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TableRleliability coefficients

Variables Number of | CronbaAhpsa
Philanthropic resp| 4 .982
Ethical responsibif 4 .957
Legal responsibilit 4 .976
Economic responsi 4 .979
Customers loyalty | 7 .987

The Cronbach s coefficient alpha was calculated for each field
version 20 statistical software. Therefore values of Cronbach's /
This range is considered as good reisuyt ol eetaehsfieéed oehelqales
Therefore, based on the test, the results for thelTabdeshawes relia

the values of Cronbach s Alpha for each field of the variables a

4.2.2 Iitem Correhast

The second method of reliability assessment is the measures re
scale. Researchers commonliteassoosrsetheioimtamong the scale

examining scale reliabilitRoRiccormd,@ddem correlations should e
0.30 in order to provide evidence that the scale itemaswvarerdcnmghly
the same domain of a single construct. The matrices for service

of indieem correlations across all variable items.

4.2.3 Summariptemte&orrelatiotmtoitaimcorrelation

The third methodityf agsieedbsiment measures the correlation of the
scale, commonly referredototals ctdreeilteetion. Measurable items th
scale of a construct are meant to tap into various faceld loé the
highly correlated-téfolloal ctoarmelations are evident, these results |

do not come from the domain of the same construct and will lead
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levels of reliability (Churcimigl (Bt hsAccdc@@eptable reliability v
for ite€emhotal correlations should exceed 0.50.

4.2.4 Instrirakindtty

Validity defined as the accuracy and meaningfuénbéasedf dhethef
research rJeospudes2000 explains about what validity is in quantitat
as Validity determines whether the research truly measures that
or how truthful the resaasrchtedsants a&3elafshaBase0 0B piHod a
study was conducted to process the methodology and test instrur
admuietering the final phase. 20 Questionnaires were tested on p«
data collecting instruments objective, relevant, suitable to the
respondents were corrected and questionndhre g uwessrta omefaneads

been seen by the advisor was also taken to ensure validity of th

4.3Demographic Information of respondents

The study tridtietaesgpesndkeoice of banksrdimd) ato the analysis
evident thataghend preferearsig20%)ach banks. In fact the result v
due to equal distribution of the questionnaires to each bank an
table for pref&rbedcluatDabdes 2

TableF2equency tables fobaprlefleyr€dstomers

Freque|l Percq Valid Pe| Cumulative Pe

1 1. 1.

Commericia 2 19 2 20|

Dashen ban 2 19 2 40|

Vali Abyssiniya 2 19 2 ( 60|

Wogagen ba 2 19 2 ( 80|

Awash bank 2 19 2 100
Total 10 100 100
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The study also tried to see gender difference. According to tfr
majority of the respondents were mawéd iwe iadlB % e preeree nfterd a |5
can therefore be deduced that males were the most dominant g¢

city branch. See the frequerbdg Bable below

TableF3equency taldles/gemder

Freque Perce Valid Pe Cumulative P¢
Male 57 56 57 57,
Valid Fema 4] 42 43 100
Total 10 99 100
Total 10 100

The researcher wanted to determine the age .dilsérihewstudtin odf t hhee
findings indicated that 4% of the respyrdentslddbed Fr)o mf the res
were-20 years old, 30% of the redpoynadaernstolwere%3df the responc
4050 years old and the rest d%eoblthyemrwealed.abhe findings furt
that 90% of the respondents were aged between 14 years and 40
indicated that they were above 41 vyears. In the other way 9
20 yediresrefore it implies that the respondents were old enough
that pertain to the effect of corporate social responsibility

and the ressHtiwnthe frequency Tabllee tdelow

TableF4equency talNgs for

Frequel Perce|l Valid Per Cumulative P
1420 years 4 4. 4. 4.
2130 years 5 55 56 60
_ 3140 years 3 29 30 90
Valid
4150 years 7 6. 7. 97
above 51 yg¢ 3 3. 3. 100
Total 10 99 100
Total 10 100
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From the findings, majority (36%) had figsetaedaryeedicHdow
and 19% technical/vocational/certificawd,dhhll%a ledwue asecm nadn dl edy
Furthermore 89% of the respondents had above technicdah/lerocatic
findings conclude that most respeddeationhad adegusatand
guestionpaitairciorgporati@alsoesponsibility and custloabdes loyalty se
TableFsequency talEl@éscfoiion level

Frequeg Percg¢ Valid Cumulati
Percer Percent
Primga education 1] 10 11 11
Secondary educatid 2 25 26 37
Technical/vocation 19 18 19 56
Valid
First degree 3 35 36 92
Second degree and 8 7. 8. 100
Total 10 99 100
Total 10 100

The researcher further sought to know the empldhZmesulstaftubeof
finding indicates 49% of the respploderdt sanwe td es sldespdnhdghest
35%ere employed. The rest 8% other, 6% student and 2% unemp
FigukeRespormds job/position
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4. Philanthropic RespbharsilkidiQut By Banks
The studgdtty to Wedther philanthropre aatimigdesut by banks and

have folum% of the respondents regpgied,siBdhgdysadgsee, 22% neu
agree and 19% strongbyTagreéomTebdet of 100 respondents 50 res
for the presence of philantictopded agtibvaniles @B daherdaequency ta

for philanthropic responsibility below.

TableFGequency taBhaldmthropic responsibility

Frequel Percel Valid Pel] Cumulative P

strongliysag 14 15 15 15)]

Disagree 1] 13 13 28]

] Neutral 21 22 22 50,

Vi

Agree 3] 31 31 81

Strongly agd| 19 19 19 100
Total 10 100 100

Consequently, the result of the study indicated that there was p

out by banks in Bahirdar @&ty branches. Fig

Fidgd Philanthropic responsibility
23



4 .%thical Responsibility Practiced By Banks

The stuicky tro velegher ethical resaoen<idrtieyd out by banksawaed the
found 6% of the respondents replied strongly disagree, 5% disact
42% strongly agfr®©autTablE0O0 respondents 72% rersploe dparte age e®
ethicaedsponsilpilatgticed by banks in Bahirdar see the frequen

responsibility below.

TableFfequency talHesidalr responsibility

Frequg Percel Valid Pe Cumulative P
Strondigag 6 6. 6. 6.
Disagree 5 5. 5. 11
"Neutral 17 17 17 28

Vali

Agree 3 30 30 58
Strongly af( 4] 42 42 100
Total 10 100 100

Therefolre result of the study indieahedatlpeotntshbretwacsarried out b
in Bahirdar city brdanches. Fig

Figt. Ethical Responsibility
24



4. kegal Ressibility Carried Out By Banks

The study aimed ttoeisdegaeheesparresidatrigd out by banklmand the

found 6% of the respondents replied strongly disagree, 4% disact

35% strongly ag8®©autTablEOO0 respondents 79% respondents agree

legal responsibilities practiced by ban&sciy tthdbherdar lscegalthe sfpec

below.

TableF8equency tallegalomresponsibility

Frequeg Percel Valid Pe| Cumulative
Strongly d 6 6. 6. 6.
Disagree 4 4. 4. 10
~Neutral 1] 11 11 21

Vali

Agree 4. 44 44 65
Strongly a 31 35 35 100
Total 10 100 100

Thushe result of the study indicated that there was legal

Bahirdar city branches. Fig

Fidd. Legal responsibility
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4 . Economiesponsibility Practiced By Banks

The study aimedvhe tdssg@semic respansibalityed out by banks and

hafound 4%

of the

respondents replied strongly disagree,

3% di

and 48% strongly a@reteofalbd® respondents 85% respondents agr

of economic

responsibility practiced by banks

for economic responsibility below.

in Bahirdar city

TableFdequency talEesnfoomic responsibility
Frequen Percd Valid Pe| Cumulative
Strongly di 4 4. 4. 4.
Disagree 3 3. 3. 7.
vali Neutral 8 8. 8. 15
Agree 3] 37 37 52
Strongly ad 4 48 48] 100
Total 10 100 100
As a result thededatded that there was economic responsibility c

Bahirdar city braches.

Fig

Figg. Economic responsibility
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4 . &ustomer loyalty

The findimged to see customer loyalty was based up on corporat
by bankghendtiiadynd 8% of the respondents replied strongly disa
neutral, 35% ag¥e astaongBy agreeOTabde 1LMQ respohdrerstsoBdents
agreed for their loyalty was based up on corporate social respon
city branches see the frequency table for economic responsibilit

Table Efequency talestborer loyalty

Freque Perce|l Valid Pe| Cumulative
Strongly d 8 8. 8. 8.
Disagree 8 8. 8. 16
] Neutral 11 13] 13 29,
Valid

Agree 31 35)] 35 64,
Strongly a 3 36| 36 100

Total 10 100 100

Therefore, the the resottiodteldetbtatdyustomer loyality in bahirdar

was due to CSR activities carrie®. out by banks see fig

Fig 7. Customer loyalty
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The study has interviewed each bank managers for the presence
their btonkriangulate the result collected with questionnaire. The
interpreted using text analysis and displayed wi8h percentage in
Therefore, the result indicated the existence mksCi:iIRBabtirndidy cetr
branchwestlReougihey differ how much they applied CSR activity.

PERCENTAGE OF CSR ACTIVITIES CARRIED OUT B
AWAS 56 %
WOGAGH 67%

ABYSSIN 100%

DASHE 100%

O
W
[

100%

Fid. Percentage of CSR activities carried out by banks

4.9he Assumptions of the Regression Model (Ordinary Least Squ
The resukEgoéssion is an equation that represents the best predi
from several independent variables. Regression analysis is use
correlated with one another and with the depresdenn, vidreamde m lu
and muldinearity of the results was achieved and preserved us
independent variables in this study were philanthropic responsil
responsibility and econdmicl hespemesndiént variable was customet

4.9.1 Multi co linearity Test
Multi co linearity occurs when two or more predictors in the m«

redundant information about the response. It is a &obudtigpmlywh
correlated. The diagnostics variance inflation factor (VIF) and tc
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linearity of the independent variables. To eoméiarmtythamlacd tdfe
variables, the tolerance andcyarigvicke) indthtnoguéawere employed
correlation among the variables in this study. A composite varie
program for each construct and four variables (philanthropic res
legal oaspbility and economic responsibility) were regressed u
customer loyalty. Variance Inflation factor (VIF) is used to checl
independent variab-lerseaMiiytiegosts if VIF is prethtsrcthsaen th@ valu
VIF for philanthropic and econamaem atlepothsabillibieso the problen
colinearity doesbnuatfexisthical and legal responsibilityneragipyoble
exists because the value of Ve dstabktmitedethlaem dOrpose of regr
analysis is prediction then multicollinearity is nootsawpllobtelin boee
accurate and theg wartidiefRhow well the model prg®Ri@angic Ksutromrer

2014But it could be overcome by increasing sample size, droppi

Table MLIti Cimearity Test

Variables Tolerance Variable inflati
Economic responsibi| .119 8.375
Legal responsibility | .099 10.073
Ethical responsibility .063 15.793
Philanthropic respon| .162 6.174

4.9.8ormality Test
AccordingWtmodbury,, 2000r2nality is the most importamtemfidhedthre

assumptions in multivariate analysis -lakd plkapeinsf tohaheisdeill
Norality states that the distribution of errors of prediction is
distributed across all levels of the dependent variable. The bell
be accessed along two dimensions; its siedreee ,okulbdaiesysand péea
balance (i.e., skewness).
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Researchers have suggested that the most commonly used c
significance of level) and £1.96, which c(OWmesthourys. OGR). 05 |
careful analysis of the skewness and kurtosis values across of |
measures for all of the scale variables provide evidence of toler;
supportingtibalcassumption béifgn®dmmalotynality of the disturbance
required in estimating the parameters. If this is not the case, al
will be invalid. The parameters to be esnsmaft@drmasity bcisttreb tid ¢

variable.

Fig. 9. Histogram for regression standardized residual plot

Normal Probability Plot (NPP) and histogram of residuals used
distributteom. A comparatively simpleo gytaudyictdle dehvape bf the prc
density function of a random variable is the normal probability
probability plot, a special designed graph. If the variable is from
probability pbet apiproximately a (Quaighit IFA§dlidshows that, the
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residuals are approximately normally distributed, because a st
reasonably well.

A histogram of residuals is a simple graphical device that is u:
shape of the probability density function (PDF) of a random var
researcher divide the valuablefof imkeBese¢s(ie.wals) into suitable i
and in each class interval erect rectangles equal to the height o

class interval.

If you mentally superisipapedtherioned!l distribution curve ol the hi
get some idea as to whether normal probability density functio
appropri@ugrati, .208é)histogram displays the error term is fairly
therefore normality is thatlemudin nlo¢ #igrebB8shosmhe Normal

Probability plot and histogram of the residuals. The plot shows t
normal line, and the histogram shows the ssthagdaddiZéadsrmzians

residuaésnarmally distributed.

Fig 10. Norpmalot of regression standardized residual
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4.10Correlation and regression analysis
In this section, the results of inferential statistics are presente

objectives of ftheeastodys Product Moment Correlation Coefficient
were performed. With the aid of these statistical techniques, col

the sample and decisions are made with respect to the research

4.10.4afPson's Product Moment Correlation Coefficient
In this study Pearson s Product Moment Correlation Coefficient

there is significant relationship between, phhlixmthreppo meidgbing] |
responsibility and econonmucthrecsypsaiasy b e following section pre
the results of Pearson s Product Moment Correlation on the re
variabldsdapendent variableheTbw tatleatttees ¢batelation coefficier
the relationships between customer loyalty and its independent

Table 12. Pearson prod€watrehamems

Philanth Ethica Legal Econom Custo}y
responsiresponsilresponsiiresponsi| loyalt
Pearson Cor 1 .9 1Y .86 .867% .927%
Philanthr )
. Sig.t@iled) .00 .00 .00 .00
responsitk
N 10 10 10 10 10
] Pearson Cor LOTE 1 .947 .92¢ .95¢
Ethical ] )
. Sig.-t@iled) .00 .0Q .0Q .0Q
responsitk
10 10 10 10 10
Pearson Cor .867 .94 1 .9 1Y .957
Legal ] )
. Sig.-t@iled) .00 .0Q .0Q .0Q
responsitk
10 10 10 10 10
~ Pearson Cor .867 .92¢ L9TE 1 .90¢%
Economic . )
. Sig.-t@iled) .00 .0Q .0Q .0Q
responsitk
10 10 10 10 10
Pearson Cor .92 .95% .957 .90% 1
Customer )
Sig.-t@iled) .00 .0Q .0Q .0Q
loyalty
10 10 10 10 10

** Correlation is significant-taileldgd.0.01 level (2
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4.11Regression adi€@€IRiActiviti€uatrodneoyalty

The studgldnear regression analysis to check the effects of CSI

Legal, Ethical and Economic responsibillihieas{ ednsawmsh@amye i nlaiycaaltt

tha35% of the total variations of customer loyalty ca@SihiRe expl

activitigsedrictphslgnthregxienomic, legal and ethicadrresgtohgibilit

banks Thd®le

Table 13. RegMesd®iloSumimar

Mod R RSqua Adjusteq Std. Err Durb-in
Square the Esti Watson
1 .9 .95 .95 .26 .91

a. Predictors: (Constant), Philanthropic respons
Legal responsibility, Ethical responsibility

b. Dependent VariablleyaCtystomer

The regression analysis retsudtrepgoewsdobharnodel
significamt«yO0afO0Wwhich less than 0.05, and indicates that the
statistically significantly predicts customer loyalty as well as th

with F=512nt88s shown thed cAMN WV A table
Table 14. Reghd©ONM®Bhable

predicts cust:
IS

see table 14.

Model Sum of df Mean Sq F Sig.
Sgquare
Regress 143.4 4 35.8] 512.] .00
1 Residual 6.6 9! .07
Total 150.1 9 ¢

a. Dependent Variable: Customer loyalty
b. Predictors: (ConstantespPhnlsitidiigpicic responsib
responsibility, Ethical responsibility

The coefficient table ailsioopmavidediaupredict customeep rl@diclttyr $rc
andontuitlestatistically significant result to the model.
Thenodel used in the study takes the form below:
Y = £16%4 2X0+ 33+ £+ Where;
33



Y= the dependent variable (customer loyalty)

t-is interceptctenrstaort which would be equal to the mean if all sl
2., 2 3 # Ar constants regression coefficients representing the c¢
variables to the dependent variables.

X1= Economic responsibility

Xo= Legal responsibility

Xz= Ethical responsibility

Xs= Philanthropic responsibility

*= (Extraneous) .Error term

Thevalues of and, . MXas well waslue and significant lavel lodteldeimaole

regression coaffieibdtoomie. 15

Table 15. RegGestéfiicients

Model Unstandardi Standarq t Sig.
Coefficientf Coeffici
B Std. E Beta
(Constant) - 15 .13 1.1 .2
Economic respons -.06 .07 -.09 -.81 4
1 Legal responsibili .50 .07 .44 6.5 .0(Q
Ethical responsibi .33 .09 .34 3.6 .0(Q
Philanthropic resg .27 .05 .29 5.5 .0(Q

a. Dependent Variable: Customer loyalty

4.12Hypothesis testing
Finally usimeggtéssion coefficient results, the proposed hypothese

as follows

1.Ha Philanthropic activities carried opasid@yifbaarktdy hpesitiv

influence on customer loyalty.
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The resutheodgression analysis of table 15 abowvwehitdaahly piircdi
responsibilities carricendho ptobiptiveankksd significant relaltogastyip wi
at(p<0)05Besides, thaheabianafardDze®®is values indicate the nui
standard deviations that the dependent variable will chairoge as t
change in the independent varliadbtiendd hdcthe meaemspeh illmnthropic
activieyults2ih80andard deviations incrloyadétpgnaduds toesmetdents t
test is a suitable method to mreeaksicterwhedreprerndenp variable) i
significant contribution to theodemwdsn die né swdtiatbiealbiie80 at

p< 0.5 el of signpfhclame¢bropic acstigmntyicana predictodoofaktystome
For the@sgahilanthropic resprod sibstiomaligve positive relatPonship
= 0.00herefore, when philantinrorgiasasticiwytoldisio incrdhuess.

the null hypothesis is rejected, thereby @dchepisng hitceh aslttaetrensat
Philanthropic activities carried out by banks has significantly
loyalty

2.Ha Ethical responsibilities practiozid iy bamtdyg pasitive influ
on customer loyalty.

The result of the regression analysis of table 15 above clearly ir
carried out by banks has positive and significant relationship w
Besides, the value of the standavdiued PndidatclShehisumber of
deviations that the dependent variable will change as the result
in the independent variable. Which means, 1 standard deviations
results in On8abdsdaviations increase in customer loyaldygt is add
a suitable method to measure whether the predictor (independen
contribution to the dependent variable or no66As fworasplt hé S5 &
of significance Ethical responsibility is a significant predictor o
Ethical responsibility and customer loyalty have positive relatio

when Ethical respensalsidsty dustomer loyalty also increases. Thu:
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rejected, thereby accepting the alternative hypothesis which s
practiced by banks has significantly positive influence on custot

3.HoLegaksponsibilities practicendosngbhafn&anitbhs positive influer
customer loyalty.

The result of the regression analysis of tabldearabponascbektligs
carried out by banks has positivensami¢gp svighifdoandnretaltogalty at
Besides, the value of the s4&ndhirdizeldes=indicate the number
deviations that the dependent variable will change as the result
in the independeant Waicdh means, 1 standard deygimdspos 9 ncil etys e
results4id Standard deviations increase in customer lagaltys In a
a suitable method to measure whether the predintg ra(sngmeifenaretn
contribution to the dependent variable or moB0&B0 argsuld. Obelea
of signifitagakesponsibility is a significant predictor of custome
legaksponsibility and yausyohmaere Ipositive relationship with P = |
wheledaresponsibility increases, customer loyalty also increase
rejected, thereby accepting the alternative |Ibgpbthespsnwhbiclitis
pacticed in banks has significantly positive.influence on custom

4. Ho. Economic responsibilities appobsegniiibamidy pasitive influ
on customer loyalty.

The result of the regression analysis of t&lleormbc ares\pe naddclat
carried out by banks has no positive and significant relationship
The value of the standard0z@®® lbehasivalues indicate the numbe
deviations that the depewnidlenharmagealalk the result of one standar
in the independent variable. Which means, 1 standaodnidevie
responsibility results decreaséyid.@bsteotmaeard dogadegwiaddahion the
studenttesst is a suitable method to measure whether the predicH

making a significant contribution to the dependent variable or r
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0.814, so at p< 0.05 levelcohomgapfodsmeies not a significant prec
customer loyalty. Fecdhemesgpatrasibility and customer loyalty ha
relationship with P = 0.418ecbhbmeomdepensibelnty increases, custor
decreases. Thihypgbehesgis is accepeedagctilngrelbgrnative hypothesis
states edhahomic responsibilities applied in banks has significe

customer loyalty

5.Ho CSR activities have no significantly powsstoveerelayieonyghiry
of banks in Bahirdar.

This general null hypothesis was tested based on the above f
hypothegSiswas rejected the null hypothesis and accepted the al
fourth hypothesiseancdatlphegpdbhesis and rejected the alttdrenative
null hypothesis statesstlatsthealk dsffeoences between parameter
hypothesis states that there is statistical differendesnwlétwee
hypothesis rejected and the alternative hypotG&Rsaativet eesdhwahi
significantly positive relationship with customer loyalty of banks:

Table 16. Summary of Hypothesis testing

Ng Null Hypothesis Stat.ana Result

1 | Philanthropic activities carried out I Regressi| Rejecty

significantly positive influence on c{

2 | Ethical responsibilities practiced by| Regressi| Rejecty

significantly positive influleoryadtgn c1

3 | Legal responsibilities practiced in bl Regressi| Rejecty

positive influence on customer loyal

4 | Economic responsibilities applied in Regressig Accepte

significantly positive influleoryadtgn c1

5 | CSR activities have no significantly| Regressif{ Rejecte

with customer loyalty of banks in Ba
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CHAPTER FIVE

5.CONCLUSI®MND RECOMMENDATION

This chapter reviews the conclusilaseoll ede dintdimes twatere it p
results of the analyses and recommendations of the study based
objectives of this study was to investigate the effects of corpora
loyaltypa@rks

5.ICONCULUSION
The study tried to investigate the effects of corporate social re
Based on the results db ltlloevisty doyo nttdesa odhrawn .

0- The result of the study based on dedhaifptivetsiegistircesr s hHow
the banks they used based on the IS Rha ciavile esfacreer r@ SuRt
activities practiced by blaakes poSBatilviedafect on customers

o Concerning coandlatigmansabydbe,résaflthe finding pbeitewe
and significant relationship between CSR activities (phila
economic responsibilities) and customer loyalty.

0- Based on the resultcofctiua esduthyat CSR activities ltaveied ou

positive effect on customers loyalty

5.Recommendation
Based on dhregforf the study, theeréelsedodhewigg recpmmendation
0- CSR activities are more likely to lead to positive effects
trustworthy by dastioamehsuld be aware of CSR activities
0- Banks shoul®€ SR paygtivities becanusadoegiterm relationship
customers which may in turn encourage long term success
0- CSR activities are no longer optional and thas shngalge me rat
part of the bank activities and long term strategic plan.

0- Further study should be done on economic responsibility wi
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APPENDIXuestionnaire
Bahir Dar University

Department of Marketing Management
Questionnaire for Customers of Commercial Banks

The following questionnaire is designed to assess commercial ba
and its impact on customer s loyalty. This research is conducted
degree in Marketing Management. dlyidoinfooadetinie psuppuaose and
its confidentiality is highly guaranteed. You are therefore kind
answer to the ensuring questions.

Thank you for your time!

In advance

SectiBdn Demographic Infofrmagpomdents

Please provide the following inforhditiothéd o orxapKiggutickhoice:
1. Your:Sek. Ma[ | B. Femd ]

2. Your Age -2 ]JA.14-3( ]21 -4( ]31 50 ] 41

E. above 51 pars

3. Indicate highest level of education you completed (TiBk[ hly o
Secondd [ Technical/Vocational Dipld h/crimifided Je

E. Second degreClnd above

4. Job/PoAtiSedmplol H B. Empld _JdC. Unempl[ Ed

D. Stud_JtE. ot}

5. My bank is A. Commerc|[_ | Banbashetrh  pn&

C. Abyssinyl _BamkWegagel J}alhk Awash[_ |nk

Sean BCSR activities carried out by the bank

Please read each statement carefully and use the following sce
choose your answer from the options given from 15 tdebfoldgsciasli

follows:
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Strongly disagree = 1 Neutral = 3
Disagree = 2 Stronghree =Agree = 4
1.How do you think the bank youiavelvsith gnsthoeu fd Ibeewing acti

PHILANTHROPIC RESPONSIBILITY

6| The bank voluntarily support projel| 2|3 |4]|5
community's quality of life

7| The bank donates money for various cl 1|2 |3 |4]|5

8| The bank contributes to disaster relieffl1 | 2|3 4]| 5

9| The bank contributes to education of t|1|2|3|4]|5

Mean Scores in Philanthropic Responsibi| 15 13 22 31 1¢

ETHICAL RESPONSIBILITY

10 The bank has no bias towards age, gen 1|23 |4|5
policies

11 The bank assures the transparency of |12 |3]4 |5

14 The bank recognizes and respects new 1| 2|34 |5
norms adopted by society

13 The bank involved in reducing waste a|1| 2|34 |5

LEGAL RESPONSIBILITY

14 The bank performs in a manner co|1|2|3|4|5
expectations and legal norms

19 The bank performs in a manner con{ 1|2 |3|4|5
regulations

14 The bank provides safe working conditf] 1| 2|34 |5

17 The bank provides a minimal serviil|2|3]|4|5
requirements

Mean Scores Redpeagradibility 6| 41144 3%
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ECONOMIC RESPONSIBILITY

1§ The bank is committed to be profitableg 1|2 |3 |4|5

19 The bank maintains a strong competi|l1|2|3]|4|5
banks

20 The bank uses technology to support w1l |2 |3 |4]|5

21 The bank has marketing activities that{ 12|34 |5
i.e. bank, customer & society

Mean Scores in Economic Responsibility | 4| 3| 8| 37 4§

SectionGQlustomer s Attitude towards the Bank

How do you think the bank s CSR activities will have an effect o

22| | feel comfortable having an account |1/ 2|3 /4|5
makes an effort on CSR

23/ 1 don t think about mgtbhaink £ SR 1,23 ,4|5

24| 1 will not support the bank if it engage 1|2 |3 |4 |5
practice

25/ 1 will support th@SliRaaksivities becaus( 1|2 |3 |4 |5
the commissions made from my servicg(

26/ 1 will not support the bank if it eng1|2|3|4|5
practices

27/ 1 expect my bank to actively particif1|2|3|4 |5
activites

28/ 1 choose to bank with my current ban| 1|2 |3| 4|5
CSR practices

Mean Scores in Customers Loyalty 88|13 35 3¢
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Interview questions

Thank you for your time and for being cooperative in giving resp

in advance. This information is purely for acacemicdenutipad sty as

highly guaranteed.

Section A. General Questions.

1.
2.

What is your definition of CSR?

Is there CSR activities at your bank?

Section B: Specific Questions for Banks Have CSR Activities.

3.
4.

0 N o O

9

What motivated your bank to start CSR activity? Why
Do you believe CSR in your banking service is based on phil

ethical responsibilities?

. Could you give me some examples of CSR at your bank?

.What are the societal drivers for the Bank s CSR initiatives
.Do you believiewyisuamrd customers notice your CSR activities
.In your opinion what are the main benefits of doing CSR act

.Please, tell how the CSR activities are organized, is there

Section C: Specific Questions for Bamnksi¢edlsave No CSR Ac

10Does your bank have a plan to start CSR activities in the fu

to begin?

111f your bank has a plan to start CSR activity what is the ma

121f your bank does not have a plan, whatdasnbtetoestaon €I

activities?

13Do you think that CSR activitiaerst iou lydo be rieppudation, brand

m a n a geamn
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