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Abstract Since financial institutions aim to provide green finance, they are required to have strong social
responsibilities like curbing environmental pollution and making social safety nets. Therefore, the
purpose of the study was to investigate the effects of the activities related to the social responsibility
of financial institutions on reputation, trust, and loyalty. A survey was conducted using offline and mobile
devices on 184 customers who had used financial institutions. The research findings were processed
using the SPSS 22.0 version for factor analysis, reliability, and feasibility analysis and the AMOS 21.0
statistical package program for structural equation model analysis. The results of this study were as
follows. First, among the factors of social responsibility activities, ethical responsibility, and
environmental responsibility were found to have a significant positive impact on the reputation of
financial institutions. Second, it was found that economic responsibility and philanthropy responsibility
had a significant effect on trust. Third, it was found that the reputation of financial institutions had a
significant effect on the trust of customers. Fourth, it was found that the reputation and trust of financial
institutions had a significant effect on loyalty. Lastly, ethical responsibility and environmental
responsibility did not have a direct effect on trust, but it was found to have a significant effect on
indirect effect analysis. Based on these findings, this study provides implications for establishing
strategies for the activities related to social responsibilities of financial institutions and emphasizes the
importance of securing loyal customers by enhancing reputation and reliability.
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Table 1. Various definitions of CSR

Researcher definitions
Maignan Obligations to meet the norms of
& Ferrell stakeholders and to additionally demanded
(2004) moral and instrumental arguments
business's contribution to sustainable
development. Today, corporate behaviour
OECD must not only ensure returns to shareholders,
wages to employees, and products and
services to customers, it must also respond to
societal and environmental concerns.
. Strategic CSR is defined as any ‘responsible”
Mcwilliams . . .
& Siegel aCthl}’Y that allows.;'i firm to achieve a
sustainable competitive advantage, regardless
(2010) .
of motive.
On the impact of organizational decisions
1SO and activities on society and the
2010) environment, Responsibility of the
organization through transparent and ethical
conduct
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Table 2. Demographic characteristics of questionnaire

ot 19975 S5k, 1

Characteristics n % Characteristics n %
Male 106 57.6 1-3 years 16 8.7
Gender
Female 78 42.4 Trading 3-5 years 17 9.2
10 years 2 1.1 period 5-10 years 35 19.0
20 years 44 23.9 over 10 years 116 63.0
30 years 12 6.5 1Count 118 64.1
Age 40 years 37 20.1 2Count 37 20.1
50 years 64 34.8 }X/eekly use 3Count 12 6.5
requency
60 years 5 2.7 4Count 7 3.8
More than 60 years 20 10.9 5Count 10 5.4
Mutual Saving bank, Internet specialty 7 3.8
T ) Community Credit 16 8.7 Transaction bank
ransaction . . .
financial Cooperatives financial
o — institution Local bank 18 9.8
institution Commercial bank 55 29.9
Post Office 18 9.8 Special bank 70 38.0
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Table 4. Exploratory factor analysis
Variance Cronb
Construct Measurement items Lgaatigrs (cumulative ach's
ading variance) 3
Economic ER2 This financial institution makes the operation of funds safe 0.854 17.454
responsibility (17.454) 0.969
(ERI)) ER4 active in protecting the market financial environment 0.901 .
ETR1 This financial institution is practicing ethical management 0.903
Eet}sﬂ%a:lls'b'l't ETR2 | conducts business in conformity with social ethics 0.859 15.481 0.968
{ET%) e ETR3 I think this financial institution is doing fair business 0.785 (32.935) :
ETR4 | Employees of these financial institutions are ethical 0.808
PR1 very interested in cooperation projects with local communities. 0.866
Philanthropic This financial institution supports public services such as culture,
res;);onsibjlpj)ty PR2 arts, and education in the region 0.827 éﬁgig) 0.969
(PR PR3 volunteers to support the local community 0.891 ’
PR4 active in social contribution activities to create a good society 0.844
) ENR2 | campaigning for environmental protection 0.855
E;Eg%gi‘&elﬁ;al ENRA This finagcial institution is engaged in activities for environmental 0.868 13.285 0.969
(ENR) regeneration and restoration (60.930)
ENR5 | saving energy to protect the environment 0.890
Institution IR1 This financial institution has an excellent reputation 0.900 13.238
reputation — ——— — (74.168) 0.969
(IR) 1IR3 This financial institution has a positive image 0.875 :
Customer CR1 This financial institution can be trusted to do business 0.891
trust CR2 I think this financial institution can do business honestly 0.894 (éSZ.'683020> 0.968
€D CR3 This financial institution can reassure financial institutions 0.835
CL1 always continue to choose this financial institution 0.892
%;ifﬁ;ner CL3 always prefer this financial institution 0.906 4.127 0.969
(CL) I will always use this financial institution over competing financial (86.927) '
CL4 T 0.906
institutions
Table 5. Result of Confirmatory Factor Analysis
Variable Item Estimate Sta.ndard S.E. C.R. Cor'npc.)s.ite AVE
Estimate reliability
Economic ER2 0.970 0.861 0.073 13.243
responsibility (ER) ER4* 1.000 0.833 - B 0.836 0.718
ETR1 0.959 0.903 0.056 17.077"
Ethical
ETR2 0.974 0.88 0.060 16.330
responsibility " B 33 0.929 0.767
(ETR) ETR3* 1.000 0.861 - -
ETR4 0.888 0.856 0.058 15.407™
PRI 0.924 0.873 0.053 17.473"
Philanthropic [ pry | nozr | nezo | noze | 1ce09"
PR2 0.937 0.8 0.056 16.82
responsibility - % 59 > ? 0.934 0.780
(PR) PR3 1.000 0.901 - -
PR4 0.980 0.900 0.052 18.747"
Environmental ENR2 1.000 0.874 - -
responsibility ENR4 0.962 0.878 0.060 15.962"" 0.911 0.774
(ENR) ENR5 0.990 0.887 0.061 16.248"™
ituti IR1 0.980 0.829 0.070 13.950"
Instltum-on ' 3 0.834 0.715
reputation (IR) IR3* 1.000 0.862 - -
CT1 0.952 0.926 0.041 22.964"
(Ccui;omer frust cT2 1.000 0.939 - - 0.935 0.828
CT3 0.930 0.863 0.050 18.708™
CL1* 1.000 0.925 - -
(CC“LS)mmer loyalty 13 0.973 0.904 0.048 20.288" 0.939 0.838
CL4 0.976 0.917 0.046 21.092"

a: reference variable; **p<0.001
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Table 6. Correlation among the Variables, Correlation Analysis

Variable (o)) V) ®) @ 5) ©) @)
(1) ER 0.847
(2) ETR 0.730 0.876
(3) PR 0.563 0.838 0.883
(4) ENR 0.682 0.674 0.569 0.880
() IR 0.661 0.686 0.669 0.520 0.846
©6) CT 0.669 0.735 0.648 0.621 0.604 0.910
(7) CL 0.603 0.727 0.603 0.594 0.627 0.616 0.915
Notes. Diagonal elements (in bold) are the square root of the average variance extracted(AVE)
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