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ABSTRACT

T'his article focuses on stakeholder corporate social responsibility (CSR) to
predict the corporate image (CI) of banking users in Myanmar. Each dimension of
stakeholder CSR was applied from a consumer perspective. A structured
questionnaire was used to collect data using convenience sampling. Five hundred
and seventy-four valid responses were received from banking users and were
analyzed using a structural equation model. The results showed a positive and
significant relationship between CSR’s four dimensions: CSR targeted at social and
non-social stakeholders, at customers, at employees, and at government and CI.
CSR targeted at customers was most influential on CI, while CSR targeted at social
and non-social stakeholders was the least influential. These results should be used
by banks to effectively design and implement CI through application of the
stakeholder CSR model.

Keywords: Corporate social responsibility, Corporate image, Stakeholder.

INTRODUCTION

Corporate social responsibility (CSR) has evolved since the late twentieth
century and is regarded as a strategic tool by the top management teams of many
firms (Mubarak et al., 2019). CSR refers to business activities that emphasize the
wellbeing of society rather than only profit maximization (Eells & Walton, 1969). The
banking industry, in particular, has increased its focus on CSR in recent years
(Bednarska-Olejniczak, 2017) with its activities tending to incorporate a long-term,
rather than short-term, perspective (Dorota, 2016). The scholarly and marketing
literature on CSR is voluminous, including explorations of CSR from a consumer
perspective (Maruf, 2013).

The use of CSR by an organization has many benefits. It can create strong
links with the community and when practiced well, firms can capture a position in
the marketplace (Mubarak et al., 2019)Customers’ awareness of CSR is critical in
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increasing firm value and building reputation among customers (Servaes & Tamayo,
2013). CSR leads to business success by creating an attractive corporate image (CI)
and providing competitive advantage and differentiation (Maruf, 2013). It can also
affect corporate reputation, customer loyalty, and trust (Stanaland et al., 2011).

Since a bank’s success relies considerably upon customer trust and
confidence, CI is a valuable intangible asset that can improve public confidence
conditions and attract new customers (Amaka, 2012). Building a solid brand and
favorable CI is a critical tool for banks to achieve a competitive advantage in the
market (Bednarska-Olejniczak, 2017). CI is a primary factor in an organization’s
success or failure and CSR is a tool to improve CI (Worcester, 2009). CSR initiatives
affect customer buying behavior and significantly impact their evaluation of
companies (Sen & Bhattacharya, 2001) and corporate reputation conditions (Fatma et
al., 2015).

The banking sector in Myanmar is useful to study in regard to consumer
perception of CSR and CI for two main reasons. First, Myanmar domestic
companies” awareness of CSR is not too different from those of foreign counterparts
(Barkemeyer & Miklian, 2019). Among the top four companies conducting
sustainability and CSR in Myanmar, two operate banking businesses (Minyin, 2018).
It can be assumed that banks” CSR programs and actions are significant to company
operations in Myanmar. Second, banking products have a low level of differentiation
(Pomering & Dolnicar, 2009) and there has been intense competition in Myanmar
since the Central Bank of Myanmar allowed foreign banks to operate (Htin Lynn
Aung, 2019). Thus, CSR, CI and intangible factors are important to competition
(Bednarska-Olejniczak, 2017).

According to Dorota (2016), banks’ CSR activities positively impact CI.
However, research on the relationship between CSR activities and CI is rare in
Myanmar, a developing country. Therefore, to fill this research gap, this article
applies a CSR model from a stakeholder perspective to predict bank consumers” CL
This study applies each stakeholder CSR dimension to know their effect on CI by
conceptualizing the four dimensions of CSR according to Turker (2009) and the six
dimensions of CI adopted from LeBlanc & Nguyen (1996). This article aims to
examine whether and how each dimension of CSR impacts the CI of banking users.
In doing so, it renders CSR an antecedent of CI. It describes CSR and stakeholder
CSR, including its popular conceptualizations. It also explains the dimensions of CI
and discusses the impact of CSR on Cl in detail.

LITERATURE REVIEW AND HYPOTHESES

It is not simple to describe CSR with one universal definition, although
scholars have attempted it for some time (Turker, 2009). CSR has been defined as a
corporations’ accountability regarding the impact of their activities on a respective
community and environment (Frederick et al., 1992). Kotler & Lee defined CSR as a
commitment to promote human beings” and the environment’s best interest through
voluntary business activities and enterprise resource usage (2004). Turker defined
CSR as corporate behaviors that affect stakeholders and contribute beyond profit
maximization (2009).
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Regarding the conceptualization and measurement of CSR, three main
approaches to articulating it exist (Glaveli, 2020). First is the Carroll model which
consists of four factors: economic, legal, ethical, and philanthropic, which are duties
of firms to fulfil (1979). Second is sustainability CSR, which includes economic,
social, and environmental elements as a three-dimensional construct. Third is
stakeholder CSR (Freeman, 1984). This approach describes firms as responsible for
general wellbeing, including that of customers, employees, shareholders, wider
society, the environment, and the market (Decker, 2004).

STAKEHOLDER CSR

Stakeholder CSR can be defined as a relationship between a firm and
stakeholders, which involves a significant relationship with society as a whole
(Crowther & Shahla, 2021). The stakeholder perspective has a natural fit with CSR by
focusing on particular groups or persons concerned with the business’ activities
(Carroll, 1991). While there is no commonly accepted definition of “stakeholder” in
the literature (Turker, 2009), a stakeholder can be referred to as a person or a group
affected by attaining an organizational goal or affecting its actions (Werther &
Chandler, 2010). There are four dimensions of stakeholder CSR, which are CSR to
social and non-social stakeholders, CSR to employees, CSR to customers, and CSR to
government (Turker, 2009). Future generations and non-government organizations
are committed to sustainable development that includes the natural environment
and this common desire for the well-being of present and future generations
identifies them as social or non-social stakeholders (Turker, 2009).

CSR to customers involves fairness in determining prices, an entire
comprehensive label to describe products and services, safety, and product quality
(Oberseder et al., 2014). CSR to employees is concerned with appropriate working
situations, implementation of non-discrimination policies, adequate compensation,
and a fair reward system (Oberseder et al., 2014). CSR to government is related to
compliance with the law and regulations and paying taxes (Moisescu, 2017; Turker,
2009).

CORPORATE IMAGE

CI results from an aggregate of experience, impressions, beliefs, perceptions,
and knowledge people have about a firm (Worcester, 1997). Therefore, CI has two
parts - the functional and the emotional. The first is concerned with tangibility, such
as quality, reliability, service offering, and price. The second one is related to
subjective feelings (Sherril, 1977). CI depends on the perception of particular groups
of people, their practical knowledge of and contact with a specific company (Flavian
et al., 2004). It is assumed that CI is a consumer’s reaction to a company’s overall
service offering, business name, and corporate culture (Nguyen, 2006).

LeBlanc and Nguyen describe six dimensions that potentially influence
customer perception of CI for service-oriented firms (1996): corporate identity,
reputation, service offering, access to service, physical environment, and contract
personnel. Corporate identity is how a standard organizational style combines with
a unique character and distinctive personality (Downey, 1986). Corporate identity is

Published online: June 13, 2022 . 2021. 9(1): €2022005



: CMU Journal of Social Sciences and Humanities (2022) Vol.9 No.1 4

/

critical because it is the corporation’s personality and soul (Anspach & Lee, 1983).
Due to the intangibility of services, reputation is a subset of CI (LeBlanc & Nguyen,
1996). Reputation is an expected consistent action in a particular way (Herbig et al.,
1994). The delivery of credible management behavior that consumers believe a firm
has promised results in its reputation (Hart, 1988). LeBlanc and Nguyen indicate that
management is critical in formulating corporate reputation through actions focused
on customer needs such as like effective leadership style, exemplary character, and
appropriate culture (1996).

Contract personnel is a crucial CI element as employees are the first point of
contract for consumers (Nguyen, 2006). Customer contact, employee performance,
and interaction quality affected service quality (Heskett, 1987). The service offerings
a customer receives enable them to form a positive image of a firm (Dowling, 1993).
Service offerings consist of core services and regard the reasons why consumers
decide to make purchases, as well as adjunct services that value-add on core services
(Eiglier & Langeard, 1987).

Access to services means providing services promptly and on time (LeBlanc &
Nguyen, 1996). Management needs to provide an appropriate mix of services to
customers in a timely and responsive manner (Parasuraman, et al., 1988). Waiting
time for services negatively affects service evaluation (Taylor, 1994) and CI,
especially for financial service providers (LeBlanc & Nguyen, 1996). The physical
environment where service production and consumption occur seem to affect the
perception of CI (LeBlanc & Nguyen, 1996). The physical environment—ambient
situation, spatial layout and decoration and orientation form —enables firms to
influence behavior and communicate CI to consumers (Bitner, 1992).

RELATIONSHIP BETWEEN CSR AND CORPORATE IMAGE

Companies using CSR practices have had positive evaluations by customers
(Chen et al., 2012). CSR affected CI formation in customers’ minds (Giirleket al.,
2017) and enabled firms to capture a reliable, competitive advantage (Porter &
Kramer, 2006). According to Giirlek et al., consumers’ firm belief in a company’s
CSR actions could positively impact its CI (2017). Zhang & Cui Yu found that when a
company is devoted to CSR activities, consumers were more likely to believe that the
company had a positive CI (2018), and many companies emphasize CSR activities to
create a positive CI (Chang, 2007).

Previous research indicates that CSR is a predictor of CI from a consumer
behavior perspective. CSR affects consumer perception of CI in different industry
settings (Arendt & Brettel, 2010). CSR is a critical factor affecting CI in various
industries including fashion (Zhang & Cui Yu, 2018), bicycles (Wang, 2020),
hospitality (Giirlek et al., 2017), petroleum (Meechoobot & Rittippant, 2015) and
aviation (Lee et al., 2019). Other research shows that CSR is crucial in predicting CI
in the banking industry (Dorota, 2016; Mubarak et al., 2019).

Environmental activities affect CI significantly (Yadav et al.,, 2016) and
activities for the welfare of next-generation have a critical impact on CI (Mukonza &
Swarts, 2020). Providing employees’ interest leads to ClI (Semnani et al., 2015).
Fulfilling customers’ service expectations improves CI (Kant et al., 2017). A firm
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following laws and regulations and paying taxes also improves CI (Kim et al., 2020;
Lee, 2019; Mubarak et al., 2019).

Therefore, this article proposes four related hypotheses:

H1: CSR targeted at social and non-social stakeholders positively impacts CL
H2: CSR targeted at employees positively impacts CI.
H3: CSR targeted at customers positively impacts CI.

H4: CSR targeted at government positively impacts CL

RESEARCH METHODOLOGY

A structured questionnaire was applied to examine the proposed hypotheses.
The questionnaire was divided into two sections. The first included questions about
respondents” demographic details. The second consisted of fifty questions answered
using a five-point Likert scale about the primary constructs involved in this study’s
proposed model. The items for CSR were adopted from Maignan et al. (1999),
Wagner et al. (2008), Turker (2009), and Oberseder et al. (2014), while those for CI
were adopted from Evans (1979), Mandel et al. (1981), LeBlanc & Nguyen (1996),
Yavas et al. (2004) and Flavian et al. (2005).

Before a pilot test was conducted, the questionnaire was translated from
English to Myanmar using back-translation. A pilot test collected data from thirty
respondents. Reliability and exploratory factor analysis was applied as preliminary
analysis in the pilot test. Based on the initial pilot test results, the final questionnaire
was updated before primary data collection. The study population were Myanmar
Payment Union (MPU) users, which number 10.5 million in the country (Salai Tun,
2020). The sample selected for the study involved banking users from Mandalay
who had MPU cards supplied by CB Bank, the third-biggest bank in Myanmar. The
target respondents were determined using the convenience sampling method. Six
hundred banking users were asked to complete a structured online survey using
Google Forms which was shared on Facebook during March and April 2020. A total
of 574 usable and valid responses were received after screening out incomplete and
invalid responses. Confirmatory Factor Analysis (CFA) was applied to test the
instrument’s convergent validity and reliability, and Structural Equation Modeling
(SEM) was used to test the theoretical model and hypotheses. SEM is an analysis
method used to estimate a series of dependence relationships among a set of
concepts or constructs represented by multiple measured variables and incorporated
into an integrated model (Malhotra et al., 2017).

RESULTS

Results showed that 59.8 percent of respondents were female, that 70.4
percent were aged between 20 and 30 years, and that 38.9 percent of respondents
were private staff. Moreover, 352 (61.3 percent) of respondents were graduates and
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283 (49.3 percent) had a monthly income of between 150,000 and 300,000 Myanmar
Kyat.

Composite reliability (CR), the average variance extracted (AVE), and
maximum shared variance (MSV) were calculated to evaluate the reliability of the
measurement model. The composite reliabilities, ranging from 0.799 to 0.938, were
above the cutoff level of 0.70 (Hair et al., 2010). The AVE values of the factors were
higher than 0.5, which were above the cutoff level of 0.50 (Hair et al., 2010). As
shown in table 1, the MSV is less than the AVE, establishing the discriminant
validity among the variables of the study (Hair et al., 2010). For testing scale
reliability, Cronbach’s alpha (CA) was applied. In the main study, the values of CA
of all constructs were above 0.7, ranging from 0.773 to 0.910, a result that indicates
outstanding reliability (Zikmund, 2010).

Table 1

Constructs CR AVE MSV CA
CSR to Customer 0864 0579 0689 0864
CSR to Social and Non-social 0865 0581 0537 0862
CSR to Employee 0881 0598 0537 0875
CSR to Government 0913 0679 0716 0910
Service Offering 0938 0791 0560 0895
Contact Personnel 0874 0634 0624 0895
Access to Service 0835 0629 0624 0868
Physical Environment 0855 0597 0578 0885
Corporate Identity 0799 0501 0230 0773
Reputation of Director 0843 0642 0616 0905

The data were analyzed by calculating the overall correlation between the
constructs and the squared root of AVE, which should exceed the correlations
between each construct and all other constructs, to find the study’s discriminant
validity. The results in table 2 show the overall correlations among the variables
were stable and the analysis of the squared root of AVE confirms satisfactory
discriminant validity.

Table 2

Discriminant validity and correlations.

CuU SN EM GOV SO CE AS PE CI RD

CuU 0692
SN 0671 0693
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EM 0606 0673 0773

GOV 0663 0605 0682 0824

SO 0636 0525 0584 0706 0890

CE 0656 0565 0618 0635 0636 0796

AS 0637 0578 0560 0615 0597 0790 0793

PE 0687 0593 0636 0650 0615 0696 0760 0773

ID 0470 0406 0395 0480 0438 0456 0433 0467 0708

RD 0683 0660 0720 0746 0748 0736 0700 0711 0450 0801

Note. SN = CSR to social and non-social stakeholders, EM = CSR to employees, CU = CSR to customers, GOV = CSR to
government, SO = service offering, CE = contact personnel, AS = access to service, PE = physical environment, ID = corporate
identity, RD = reputation of director.

CFA was applied to test the theoretical model and hypothesis. In this study,
CSR consisted of four factors with twenty-four items in total. In the final CFA model
of CSR, all items were left to improve model fit indices and gain over the goodness-
of-fit (GFI) of 0.9. CI consisted of six factors and twenty-six items. However, some CI
items were removed to improve model fit indices, and only twenty-four items were
left after getting over the GFI in the final CFA model for CI. The dependent and
independent variables were measured through SEM using forty-eight items and
second-order factor analysis for CI that included five factors. However, some items
were removed to improve model fit indices, leaving thirty-three items, as shown in
figure 1, after the 0.9 GFI. Fit indices of variables” CFA and SEM are shown in table
3. The model fit was found acceptable up to the recommended level (Hair et al.,
2010; Malhotra & Dash, 2016); the chi-square/df of CSR, CI and SEM were 1.412,
1.628 and 1.682 respectively, and the GFI of CSR, CI and SEM were 0.960, 0.957 and
0.922. The non-normed fit index (NNFI) of CSR, CI and SEM were 0.982, 0.982 and
0.968 respectively, and the comparative fit index (CFI) of CSR, CI and SEM were
0.989, 0.986 and 0.972, with the root mean square error of approximation (RMSEA) of
CSR, CI and SEM at 0.027, 0.033 and 0.034 respectively.

Table 3

Fit indices of CFA for CSR, CI, and SEM.

Item CMIN Degreeof Probability X2,df GFI NNH CFI RMSEA

2 freedom level

X9

«f)

CSR 295133 209 0.000 1412 0960 0982 0989 0027
CI 288186 177 0.000 1628 0957 0982 0986 0033
SEM 776884 462 0.000 1682 0922 0968 0972 0034
Fit - - - <3 >09 >09 >09 <008
Criteria
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Table 4 tests of the four hypotheses with these factors according to the SEM
analysis output. It indicates acceptance for all four hypothesized relationships. The
standardized regression weights indicate that four hypotheses were significant in the
hypothesized direction. The relationship between CSR to social and non-social
stakeholders and CI ($=0.021; t-value=2.305; P <0.000), supports H1. The relationship
between CSR to employees and CI (p=0.174; t-value=3.521; P <0.001) supports H2.
The relationship between CSR to customers and CI (3=0.411; t-value=6.049; P <0.001)
supports H3. The relationship between CSR to government and CI ($=0.351; t-
value=5.334; P <0.001) supports H4.

Table 4

Hypothesis Testing.

Path from te» Hypothesis Coefficient P CR tvalue)y Supported
SN CI - H; 0112 0021+ 2305 YES
EMCI — H> 0174 0.000= 3521 YES
Ccudcl — Hs 0411 0.000*x 6.049 YES
Gcovcl — H, 0351 0.000x= 5334 YES

* Significant Level at P <0.05
*** Significant Level at P < 0.001.
SN = CSR to social and non-social stakeholders,EM = CSR to employees, CU = CSR to customers, GOV = CSR to government.

Figure 1

Final model of SEM analysis.
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DISCUSSION

As described in the analysis results, the study supported the theoretical model
and all proposed hypotheses, indicating that all CSR dimensions were assumed to be
strategic tools in formulating CI. On the other hand, CSR targeted at social and non-
social stakeholders, employees, customers, and government were predictors of Clin
the current study because the P-value of each hypothesis path was less than 0.05.
Chang concluded that CSR was a significant issue for firms to run smoothly in the
globalized, dynamic, and competitive business environment (2007). The more CSR
activities a company engages in, the better their CI. The study’s findings are
consistent with previous research in the banking context that showed a positive
impact of bank CSR actions on CI (Mubarak et al., 2019; Dorota, 2016). Moreover,
previous studies from different business contexts also found a positive relationship
between CSR and CI (Giirlek et al., 2017; Jang & Kim, 2015; Kim et al., 2020; Maruf,
2013; Meechoobot & Rittippant, 2015), and their findings were in line with the results
of this study.

Although all CSR dimensions in the study affected CI, CSR targeted at
consumers was the strongest predictor of positive CI according to the hypothesis
paths’ coefficient values. Customers preferred activities that could generate direct
functional benefits for them over actions that could affect other stakeholders
(McDonald & Hung Lai, 2011), and CI was consumers’ overall response to services
provided by a firm (LeBlanc & Nguyen, 1996). CSR activities aimed at customers
have a significant influence on their emotions and behavior (Yusof et al., 2015) and
consequently positively affect CL
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Consumers tend to favor companies that follow the law, comply with
regulations, and fully pay government taxes (Kim et al., 2020; Mubarak et al., 2019).
Therefore, CSR aimed at government was the second strongest predictor of CL
According to Pradhan (2018), consumers believe that firms gain profit from the
society they operate in and have a duty to give back to society through CSR
activities. Observing how employees are affected is likely to affect consumers’ beliefs
and intentions toward a firm or its brand (Maxwell-Smith et al., 2020). The level of
customer satisfaction is affected by employee satisfaction (Jeon & Choi, 2012). For
this reason, CSR aimed at employees is also a predictor of Cl in the current study.

THEORETICAL CONTRIBUTION AND MANAGERIAL
IMPLICATIONS

Although many previous studies focused on the relationship between CSR
and (I, studies applying stakeholder theory are rare. Therefore, this study provides
a significant theoretical contribution to the consumer behavior literature by
exploring CSR’s impact on CI from a stakeholder perspective. Moreover, the study
may also benefit studies of banking in developing countries by incorporating CSR
and CI with consumer perception. Since all CSR factors positively affected CI, CSR
should be used as a strategic tool to maintain and improve CIL. Because CSR aimed at
customers was the most influential kind, it is crucial to know customers’ needs and
wants and fulfil them by providing a quick service offering, fair pricing, and an
effective complaint handling system. CSR aimed at government, employees, and
social and non-social stakeholders positively impacts CI too. Therefore, it is
necessary to strictly follow rules and regulations and pay taxes and emphasize
environmental action like recycling or reducing paper. It is also essential to perform
social activities such as donations to a philanthropic organization or local
community. It is also crucial to satisfy employees providing appropriate
compensation and rewards.

LIMITATIONS AND FURTHER RESEARCH

Although the study has theoretical contributions and managerial implications,
it also has a few limitations. The findings” generalizations are limited because the
study is focused on banking users from only one bank in Myanmar. The
respondents’ perceptions reported in the current study may not represent other bank
users. The other limitation is associated with the data collection method. In this
study, data was collected by a non-probability sampling method. Lastly, this study
uses the stakeholder CSR model to predict CI so its scope is limited. There may be
other factors that could affect CI for banking users. Future research can expand its
scope by adding more variables such as service quality and trust to better predict CL
Data can be collected from other private bank users to explore banking users’
perceptions in Myanmar. Although this research had some limitations, its results
highlight some opportunities for Myanmar’s banking industry.

CONCLUSION
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This study emphasizes exploring the relationship between stakeholder CSR
and the CI held by banking customers in Myanmar. Results indicated that four
dimensions of stakeholder CSR had a significant impact on CI. However, CSR to
customers was the most influential of four CSR factors and reflects that banks must
prioritize customers most. The study contributes to the consumer behavior literature
on stakeholder CSR and CI perspective. Last, one significant contribution of this
study is adding findings on bank customers” attitudes toward stakeholder CSR and
its impact on banks’ CI.
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Measurement scale items — stakeholder CSR and corporate image.

Variables

Scale items

CSR to Social
and Non-social

Stakeholders

CSR to
Employees

CSR to
Customers

CSR to
Governments

Reputations of
Directors

The Bank participates in the activities which aim to protect and improve
the quality of the natural environment.

The Bank implements special programs to minimize its negative impact
on the natural environment.

The Bank invests in creating a better life for future generations.

The Bank targets sustainable growth, which considers the future
generations.

The Bank supports non-governmental organizations working in the
necessary areas.

The Bank contributes to the campaigns that promote the wellbeing of
society.

The Bank encourages its employees to participate in voluntary activities.

The Bank’s policies encourage employees to develop their skills and
careers.

The management of the Bank take consideration of Employees’ needs
and wants.

The Bank implements flexible policies to provide good work life balance
for its employees.

The Bank managerial decisions related to employees are usually fair.
The Bank supports employees’ further study.

Customer satisfaction is highly important for the Bank.

The Bank strives to offer financial services of reasonable quality.

The Bank charges fair and reasonable prices for its financial services.
The Bank provides safe financial services, not-threatening to physical/
mental health.

The Bank establishes procedures to comply with customer complaints.
The Bank pays its taxes regularly.

The Bank complies with legal regulations completely and promptly.
The Bank offers financial services according to laws and regulations.
The Bank always honors contractual obligations.

The managers of the Bank try to comply with the law.

The directors of the Bank have a good reputation.

The manner in which the Bank is directed is proper.

Dealings with the directors of the Bank are confidential.

The directors of the Bank provide great benefit for customers.

The directors’ actions of the bank are credible.

Published online: June 13, 2022 . 2021. 9(1): 2022005



: CMU Journal of Social Sciences and Humanities (2022) Vol.9 No.1 17

/

The Bank provides a variety of financial services.
Service The Bank uses technology to provide financial services..
Offering The Bank’s procedures to provide financial services are appropriate.
The financial transactions of the Bank are secure.
The financial services of the Bank are reliable.
The name of the Bank is recognizable.
Corporate The logo of the Bank is recognizable.
Identity The Bank has distinctive features.
The advertising of the Bank is attractive.
The staff of the Bank are friendly and courteous.
The staff of the Bank are competent.

Contract The staff of the Bank are knowledgeable.

Personnel The Bank's staff are good-looking.
The staff of the Bank can give financial advice.
The waiting time for the financial services of the Bank is appropriate.
The waiting time for appointments with Bank staff is appropriate.
Access to The operating time of the Bank is convenient.
Service Making complaints is possible at the Bank.
The services of the Bank are easy to use.
Parking facilities of the Bank are secure.
The appearance of the building is impressive.
Physical The decor and atmosphere of the Bank are pleasant.
Environment

The layout of the Bank is systematic.
The lighting of the Bank is appropriate.
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