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This paper aims to examine the indirect linkage between corporate social responsibility (CSR) and  Bank Reputation; Customer Satisfaction;
firm performance via the effects of customer satisfaction and bank reputation. The study applies
Structural Equation Modelling (SEM) to a sample of top managers, finance managers, chief
accountants, and employees in Vietnamese state-owned commercial banks. The findings explore the
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satisfaction and bank reputation, which are not concerned by previous studies. Because CSR
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relationship between CSR and bank performance. Available online: 20  September 2022

1- Introduction

Banks consider corporate social responsibility (CSR) as a long-term strategy to create their values and build the trust
and respect of customers, partners, in particular, and the social community in general. Designing a business strategy
based on the concept of CSR creates an essential opportunity for differentiation as it considers the benefits of many
stakeholders and is dedicated to achieving social goals and environmental protection [1]. CSR and enterprises' financial
performance have been studied by many researchers. Those studies have concluded CSR's positive or negative impact
on financial performance. Concretely, studies highlight the positive impact of CSR on financial performance [2-9].
Other studies show the reverse effect of CSR on financial performance, with even no relation between the two above
factors [10, 11].

The collapse of Lehman Brothers and Goldman Sachs in 2008 and 2010, respectively, is the most prominent case in
American history, and this failure has had a massive impact on the entire banking system in the US and threatened the
world financial order. Their bankruptcy affects other financial institutions and seriously impacts the system's bank
reputation, decreasing bank performance [12, 13]. These issues create a crisis shock wave in the global economy and
negatively affect widespread investors' and customers' decisions. Thus, implementing CSR commitments is crucial to
building its reputation and customer trust. Meanwhile, the lack of CSR in the banking industry can cause serious long-
term consequences for the country's sustainable development, economy, and society.

Based on the perspective of CSR, the following studies have explored the effect of CSR on financial performance by
using secondary data, such as [6, 8, 14-16]. While the study by Mahmood et al. (2021) uses primary data to demonstrate
the CSR-bank performance relationship, it can be seen that CSR is considered a strategic management mechanism to
improve the bank’s financial performance [9].
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Considering the previous empirical studies, besides the direct relationship between CSR and the enterprise's
performance, the author also discovers the effect of CSR on enterprise financial performance in the presence of
moderating or mediating factors. In particular, Ali et al. demonstrate the mediating role of corporate image and customer
satisfaction in boosting the relationship between CSR and financial performance at firms [17]. In the banking sector,
green credit has moderated the impact of CSR on bank performance, which was mentioned in the study by Zhou et al.
[8]. Both studies highlight the important role of moderating or mediating factors in different industry sectors. As
mentioned above, the Lehman Brothers and Goldman Sachs cases have raised concerns about banks' reputations and
stakeholders, especially customers. Thus, to get back to normal banking system operations, they must implement a CSR
that aims to protect and improve the stakeholders' interests, such as customer satisfaction, and promote bank
performance.

In Vietnam, according to the annual report of the State bank of Vietnam (SBV) in 2021, when the Coronavirus disease
continued to spread and mutate, although commercial banks account for high profits, their operations prioritize creating
value for society and sharing responsibility with their customers. It means that SBV and the banks have continued to
accompany and support the enterprises in reducing their burden on paying interests. Therefore, existing work studies the
effect of CSR on banks' performance by examining the mediating factors, including bank reputation and customer
satisfaction. The research question is formulated as "Do customer satisfaction and bank reputation intervene in the
relationship between CSR and the bank's performance in Vietnamese state-owned commercial banks?"

Following the introduction, the remainder of the paper is organized as follows: The afterward section includes a
literature review and the development of hypotheses. The data and the research design are presented in the upcoming
sections. The analysis and key findings from the empirical studies are described in the subsequent section. Finally, there
is a summary of the findings and some limitations.

2- Literature Review and Hypothesis Development
2-1- Stakeholder Theory

Stakeholder theory is a concept that highlights the interconnection of a firm's various stakeholders, such as investors,
customers, employees, and suppliers [18]. The theory emphasizes that an organization should create value for all
stakeholders involved in its business decisions, not just its shareholders. The theory also states that managers must be
accountable to the related parties to protect their interests [19, 20]. Because stakeholders are critical in CSR practices'
success, enterprises should imply strategies that appropriately engage with critical stakeholders to improve business
operations efficiency. Stakeholder theory states that the essence of an organization is to build relationships and enhance
value for all of its stakeholders. Though the number of stakeholders varies depending on the industry and business model
of a company, the most important stakeholders are typically employees, customers, communities, suppliers, and
financiers (owners and investors). These stakeholders are equally important to the company, and there should be no
trade-offs between them. Instead, executives must figure out how to bring these disparate interests together [21].

CSR is aligned with stakeholder theory to generate the most benefits in terms of societal development and create a
motivated workforce, better company branding, more extensive sales, and profitability, and satisfied customers [22]. As
aresult, CSR is an integral part of corporate responsibility because it assists different parties in being successful. Besides,
stakeholder theory to confirm the CSR benefits when the company ignores the CSR role [23]. Stakeholder theory and
CSR highlight the importance of a company's responsibility to its communities and society. Stakeholder theory focuses
on building relationships and value between businesses and their various stakeholders, whereas CSR affirms the benefits
to society.

2-2- Too Big to Fail Theory

The term "too big to fail" is associated with organizations, the financial banking system, and large businesses that
significantly influence the economy. This influence takes a serious note for government awareness about strengthening
their positions. Stern and Feldman discussed this issue in government policy and bankruptcy context that base on this
theory in a report on banks that are considered too big to fail [24]. So, governments have to establish a defense policy to
avoid the bank system failures.

The recent financial crisis has demonstrated the systematic risks posed to the capital markets when financial firms
sell products that fuel economic instability and inflict negative social consequences. By designating financial firms as
"too big to fail," the federal government has implicitly acknowledged that certain financial institutions produce products
that are so intertwined with society's economic stability that their failure must be avoided or managed to limit the negative
consequences to financial markets and the economy. Because of the federal government's intervention to stabilize
financial markets for certain institutions, the call for improved corporate social responsibility differs from previous
movements to push a corporate social responsibility agenda. Because "too big to fail” financial firms have the economic
power to influence society, they must be obliged to minimize harm to it.
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Systemic risks have severe consequences for capital markets, as illustrated by the recent financial crisis. The federal
government has implicitly acknowledged that certain financial institutions provide financial services that are so
intertwined with society's economic stability that their failure must be avoided or managed to limit the adverse
consequences for financial markets and investors. It emphasizes the institutions' improvement of corporate social
responsibility under the federal government's intervention to stabilize financial markets for specific institutions. This
means the financial firms that are "too big to fail" have the economic power to influence society, so they must be held
liable for any harm they cause. In practice, the federal government implements an overarching policy that embraces CSR
as a morally responsible efficiency and the correct business decision by requiring "too big to fail" institutions to engage
in CSR strategies. Corporations have adopted a corporate social responsibility agenda in their corporate governance to
consider the risks of financial products or services to communities and customers.

2-3- Corporate Social Responsibility

There are currently many definitions of CSR. First, McGuire defined CSR as an enterprise having economic
obligations, law enforcement duties, and other responsibilities towards society [25]. These responsibilities must be
extended to and beyond other duties and obligations. In addition, it is considered as the commitment of an enterprise to
comply with business ethics, contribute to sustainable economic development, and improve the quality of life for
employees and their families, in particular, local communities and society. Furthermore, under a legal requirement, CSR
is like a mechanism to protect the interests of the related parties and their institutions [26].

Theoretically, "CSR means enterprises integrate social and environmental concerns into their operations and their
responses to stakeholders voluntarily” [27]. Besides, from shareholders' perspective, CSR is to increase business profits.
As a result, each enterprise must operate to generate economic benefits while adhering to legal regulations; it must also
practice friendly policies that benefit its employees, society, community, customers, and the environment; respect ethical
values; and donate a portion of its profits to charitable organizations. In a broader sense, CSR includes four elements:
economic, legal, ethical, and charitable responsibility [28, 29]. Those elements are summarized as (1) economic
responsibility: a business has an obligation to make a profit, provide jobs, and create products that satisfy customer
demand. (2) Legal responsibility: The business must comply with local, national, and international laws and regulations
during its operation. (3) Ethical responsibility: The business has a responsibility to meet other social standards and
expectations, which are not stated in the law the standards and expectations of all stakeholders, including customers,
employees, shareholders, and the community. (4) Charitable/humanitarian responsibility: the business must meet social
expectations. A business should act as a good citizen.

It is reasonable to assume that banks significantly impact society and perform an essential role in economic
development in the banking sector. Banks can positively impact society by implementing corporate social responsibility
on their own or through other businesses by providing credit to solving the major social, ethical, or environmental issues
[30, 31].

Banks can combine their operational activities with CSR components, such as the environment [32]. By adopting
CSR, the bank satisfies its legitimacy and sustainability in disclosing information that creates trustworthiness among its
stakeholders [33]. Because CSR builds the sustainable business development by covering employee benefits,
establishing a friendly working environment, protecting customer benefits from information transparency policies, and
establishing funds to contribute to society. Thus, CSR improves the bank reputation that creates the credibility for banks
in providing financial services and the good effect on society [34, 35].

2-4- Customer Satisfaction

Customer satisfaction is a measure of how well the products and services provided by a company meet or exceed
customer expectations [36]. Whereas satisfaction defined as a consumer's emotional reaction to an experience with a
product or service [37]. Furthermore, some studies indicate customer satisfaction refers to an individual's internal
feelings, which may be satisfied or dissatisfied, because of an assessment of the services provided to an individual
concerning what they expected from an organization [38, 39].

According to Kotler et al. study, customer satisfaction is the level of an individual's sensory state as measured by the
results obtained from consuming a product or service that meets the individual's expectations [40]. Customer satisfaction
reflects expectations before and after a customer buys a product or service. The customer's expectations are based on
previous shopping experiences, recommendations from friends and coworkers, information from the seller and its
competitors, and information from the seller and its competitors. The level of satisfaction depends on the difference
between the perceived outcome and the expected outcome. The customer is dissatisfied if the perceived outcome is less
than the expectation; satisfied if the perceived outcome matches the expectations; and extremely satisfied if the perceived
outcome exceeds the expectations.

Customer satisfaction is one of many businesses' vital concerns. In particular, a company's CSR activities can create
a good impression on customers that improves the customers' attitude and evaluation toward the company. Thus, CSR
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is a mechanism to support companies in understanding their customer satisfaction better. Moreover, the level of customer
satisfaction is regularly evaluated through surveys or interviews to see how well the firm satisfies customers' demands
compared to its competitors in the market. As a result, companies can update customer service policies on time to aim
for business improvement.

2-5- Bank Performance

Commonly, to measure the firm's performance, financial ratios are the quantitative metrics used in most studies for
all different business sectors, including banking. Bank performance is defined as the primary driver of profitability
generated from its operations [41]. According to Howard and Upton indicates "profitability is the ability of an investment
to earn a return from its use” [42]. Profitability is divided into book value (an accounting-based measurement - ROA,
ROE) and market value (a market-based measurement-Tobin's Q, P/E). Furthermore, performance is the foundation and
goal of all banking activity [43].

Balasundaram (2008) declared that profit is the primary aim of a business, which measures the success of a product
and the development of the market for it [44]. Velnampy and Nimalathasan acknowledged that profitability would
provide a more accurate view of the bank's performance [45]. Paramasivan (2008) emphasizes the importance of
profitability as a criterion for efficient operation [46].Weston and Brigham declared that profit is used to test efficiency
and measure the net wealth of the investment for the owners, the margin of safety for the creditors, and the source of
extreme benefits to the employees [47].

2-6- Bank Reputation

Some studies laid the groundwork for this school of thought with their reputational signaling theory [48, 49].
Reputation has been suggested as a general way to solve agency problems in contracting in many situations [50]. Clients'
perception that a bank is credible, reliable, responsible, and worthy of their trust can be specified as the bank reputation
[51]. The reputation is a significant factor for banks, as it enables them to safeguard their product portfolio, retain and
attract clients, make a distinction in the market [52-55], and provide systemic value [52, 53]. Besides, reputation is
defined as the sum of one's economic worth (reputation capital), image (representation), and quality [56]. There are four
basic categories leading to reputation: corporate governance, environmental protection, employee rights, and product
safety [57]. A positive reputation improves financial performance and provides a strategic advantage by reducing
operating costs, encouraging loyalty, resulting in long-term relationships with customers, and attracting or retaining
qualified employees. Reputation in the banking industry reveals a positive relationship between its reputation and the
prices of its (financial) products.

2-7- Hypothesis Development
2-7-1- The Relationship between CSR and Customer Satisfaction

CSR drives customer satisfaction in large companies [58] and increases their market value [59]. Concretely, CSR has
a positive effect on customer satisfaction [60, 61]. Furthermore, CSR refers to activities that benefit customers, such as
ensuring the quality of products and services, affordable prices, an effective distribution system, paying attention to
complaints and privacy rights of customers, and charitable and environmental protection activities [62]. So, CSR
includes all strategies that focus on improving customer satisfaction. Based on this discussion, the following hypothesis
is proposed:

Hai: CSR has a positive impact on customer satisfaction.

2-7-2- The Relationship between CSR and the Bank Reputation

The link between CSR and reputation in the banking sector has been demonstrated by previous studies [63—-67].
Besides, some studies have analyzed the connections between CSR and reputation, satisfaction, and performance [68—
70]. They conclude that banks take advantage of CSR to improve their reputation, reinforce customers' trust [67, 71] and
regain the confidence that the crisis has destroyed.

Banks are increasingly concentrating on protecting their reputation [72]. A CSR program is one of the most effective
ways for banks to improve their reputation and re-engage with communities [73]. Banks primarily use CSR to gain
customer favor and improve their reputation [74]. CSR has a positive impact on customer perceptions and service
evaluations in the financial sector, where customer involvement with the service is high [75].

To enhance banks' reputations, managers must consider CSR practice for a long-term strategy that matches various
benefits. CSR can be incorporated into banking theories by linking it to bank reputation [76]. CSR contributes to and
improves the public's perception of the bank [26], making it an essential part of its reputation. Improved reputation by
the banks creates an economic effect because it attracts resources that can be used as competitive advantages or as a safe
growth strategy in challenging circumstances [77—79]. From the above arguments, the hypothesis is proposed as follows:

Ha: CSR has a positive impact on bank reputation.

Page | 1412



Emerging Science Journal | Vol. 6, No. 6

2-7-3- The Relationship between CSR and Bank’s Performance

CSR has a positive association with bank financial performance [76, 80-85]. The nature of the linkage between CSR
and bank performance may depend on (1) methods and data used in analyses and (2) the driving motives of banks to
engage in social activities, as stated by [76, 86, 87]. CSR also improves banks’ performance and reduces potential risks
[88]. Several studies supporting the existence of a positive relationship between CSR and corporate performance in
chronological order are [84, 85, 89, 90]. Peloza confirmed that adopting CSR practices can give businesses a wide range
of advantages and improve their performance [91].

Stakeholder theory supports the positive CSR-performance correlation [92] because CSR allows different
stakeholders to be satisfied, improving the external trust of the business and its operation. In addition, putting in place
CSR practices is thought to be a good idea for banks because it can enhance their customers and improve their
performance [36, 93-95]. Investing in CSR can generate higher customer loyalty, new market opportunities, new
capacity development, and improve firm performance [91]. So, CSR activities can affect performance positively [96,
97]. These arguments relate specifically to reducing costs and risks that come with adopting CSR activities as they reduce
the threat of environmental regulations, avoid adverse reactions from society and provide tax advantages.

Chatterjee and Lefcovitch (2011) admitted that commercial banks strongly focus on assisting monetary funds to the
economy to earn profit instead of balancing between CSR and corporate financial performance [98, 99]. These authors
also highlighted ethical standards and control activities aim to protect the stakeholders' interests and mitigate the risks
occurred in banking activities [100]. Thus, CSR improves relations with stakeholders, resulting in both performance and
reputation [76]. As a result, CSR is considered as a vital mechanism to gain the corporate financial performance and
avoid loss. From the points of view mentioned above, the following hypothesis is proposed:

Hs: CSR has a positive impact on bank’s performance.

2-7-4- The Relationship between Customer Satisfaction and Bank Performance

Customer satisfaction is essential in building a marketing strategy because it directly affects customer attitudes and
behaviors, such as generating new customers through repeat purchases and positive word of mouth [40]. Satisfaction
with brands leads customers to repeat their selection by using services and products. Hence, its consequence is that firms
can build and increase customer loyalty [61].

In the research models of customer satisfaction overviews under the viewpoints of Europe or the United States, there
is one thing in common: satisfaction positively affects customer loyalty, thereby contributing to customer satisfaction
and improving bank performance. Besides, customer satisfaction and loyalty have a significant positive impact on bank
profitability that can be used as a predictor of future profitability because of the previous year's satisfaction index
influences the next year's financial performance [101]. Based on these points of view, the following hypothesis is
proposed:

Ha: Customer satisfaction has a positive impact on the bank's performance.

2-7-5- Relationship between Bank Reputation and Bank's Performance

Bank reputation positively affects the bank's performance [102]. Previous studies conducted in the banking sector of
different economies indicate a direct linkage between reputation and a bank's financial or accounting performance [52,
55] and a negative relationship with leverage and riskiness profiles. Another thing that affects people's purchasing and
repurchasing decisions is the reputation of enterprises, including banks. Because customers are more likely to consume
or transact financial services of banks if they believe they have a good reputation [53]. Therefore, based on the viewpoints
of reputation, the author proposes the following hypothesis:

Hs: The bank reputation has a positive impact on the bank's performance.
2-8- Empirical Studies

Simionescu and Gherghina (2014) demonstrated that CSR had a negative relationship with the accounting-based
performance measured by return on sales but a positive relationship with the market-based performance measured by
earnings per share [103]. However, the other indicators, which are indices of performance, are in-significant variables.
In another study, Gherghina and Vintila explored the impact of CSR on the firm's value, which is measured by Tobin’s
Q [104]. They find a positive influence of CSR activities on firm performance, employees, products, and services, except
for the environment factor.

A study determined how corporate social responsibility affects the financial performance of European banks [16].
CSR engagement negatively relates to financial performance because of cost concerns based on the agency theory. From
the perspective of stakeholders, however, CSR should have a positive impact on banks' financial performance from a
resource-based view. The current study's econometric estimates confirm a positive effect of CSR engagement on banks'
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financial performance over a six-year period (2009-2015) following the explosion of the subprime crisis. CSR affects
Indian companies' financial performance [105]. Using multiple regressions, the research uses secondary data from 50
manufacturing firms from 2011 to 2017. The findings suggest that CSR increases social value and strengthens firms'
performance.

There is a study that determined the direct impact of CSR on financial performance [17]. Their research focuses on
corporate image and customer satisfaction as the mediating variables that impact the CSR-firm performance relationship.
The research applies a quantitative method with collected data from 229 Pakistan-listed companies. The finding shows
the impact of these mediating variables and confirms that corporate social responsibility significantly affects a firm
financial performance by improving its image among stakeholders and lowering overall costs. In addition, the study also
assists management in understanding the significance of CSR.

Another study looked at the impact of corporate social responsibility (CSR) on the banking sector's financial
performance (FP), financial inclusion (FI), and financial stability (FS), using annual data from 20 Pakistani commercial
banks from 2008 to 2017 [106]. According to the findings, CSR, along with age and size, appears to impact all three
factors positively. Their findings confirm the impacts of CSR on FP, FI, and FS in the banking sector in Pakistan over
the last ten years. They specifically suggest a significant positive relationship between bank CSR and FP, implying that
CSR activities create a positive perception of potential customers, ultimately leading to an increase in the banks' financial
performance.

Customer satisfaction and loyalty significantly influence banks' profitability [101]. In their study, these factors are
considered predictors of profitability, as the preceding satisfaction index affects the following year's financial
performance. There is a study confirmed a positive relationship between CSR and bank performance by using
generalized method of moments (GMM) [107]. Besides, some studies confirm CSR has a direct impact into the
stakeholder, especially the customer. In the current context of Vietnam, CSR is an important and urgent issue that needs
to receive more attention from the government, society, and businesses. Therefore, the author believes that this research
is an urgent requirement and has real significance in both theory and practice in the current period when CSR activities
are gradually being observed by customers.

Study by Anh and Nguyen (2021) discovers CSR's relationship to customer loyalty in Vietnam. The authors construct
the structural model and show that the correlation between the relationships in the model is statistically significant [108].
In descending order, the following factors have an impact on customer loyalty: customer engagement with the company
(b =0.282), trust (b = 0.255), and satisfaction (b = 0.209). These three factors explain 36.6% of the variation in customer
loyalty. Their findings claim the CSR factor strongly affects customer trust. Moreover, CSR, customer engagement,
trust, and satisfaction all have interdependent and positive effects on customer loyalty.

In brief, the majority of empirical studies focus on CSR in listed companies and investigate the role of mediators or
moderators in the CSR-performance relationship. However, few studies have been concerned about CSR's impact on the
banking sector. Remarkably, there has been less focus on determining the extent to which CSR influences performance,
which accounts for the mediating role of customer satisfaction and bank reputation. Based on literature reviews, the
author clarifies the role of CSR in bank performance directly and determines the mediating role of bank reputation and
customer satisfaction in Vietnamese state-owned commercial banks [109].

3- Methodology and Proposed Model
3-1- Sample

The survey method is considered as the most appropriate tool for data collection about CSR [109]. Thus, self -
administrative, 5 - point Likert scale questionnaires have been used to collect the data for this study. In order to maintain
the confidentiality and privacy of the respondents, approval to conduct this study was taken from the concerned
department of selected branches at state-owned commercial banks in Ho Chi Minh City, and detail was shared with the
respondents as well. Data are collected only from top managers, finance managers, chief accountant, and employees’
surveys.

The respondents were randomly ordered. The questions items were added; attention was paid to the wording of
questions, and no preferred response was prepared in the question statement. To reduce biased results, questionnaires
ensure simplicity and understandability. On the basis of the cross - sectional design, 320 questionnaires were distributed
among the responders of State-owned commercial banks via simple random sampling. 305 questionnaires were received
back, out of which 15 questionnaires were excluded because of incomplete record. Three hundred questionnaires have
been used for analysis, with a response rate of 93.75%, which shows that the idea of CSR is not of much importance for
research purpose. That is why this study is conducted in Ho Chi Minh City.

The sampling in this study satisfies the given condition to implement the exploratory factor analysis [110]. In this
study, the total number of observed variables is 17 variables, the minimum number of samples needed for this study is:
17x5 = 85 samples. The surveys collection process was conducted in July to December 2021, the author directly sent
the questionnaires to 320 customers through email (however, the number of valid questionnaires collected was 300)
(Table 1).
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Table 1. Customer survey results

Criteria Number of survey questionnaires  Percentage
Number of forms distributed 320 100%
Number of forms collected 305 95.31%
Number of valid forms 300 93.75%

3-2- Proposed Model

Based on the stakeholder theory and too big to fail theory, combined with the empirical study [17], the proposed
model is shown in Figure 1. The model is built based on the relationship between CSR and bank performance, under the
role of mediating factors, such as customer satisfaction and bank reputation.

Customer Satisfaction

Corporate Social
Responsibility

Bank Performance

Bank Reputation

Figure 1. Proposed model

3-3- Research Methods and Procedures

The research process to determine the effect of CSR on a bank’s performance through the mediating factors, such as
customer satisfaction and bank reputation, is structural equation modeling (SEM). SEM, a multivariate data analysis
technique, is used for model measurement and hypotheses test. Concretely, the procedures of this study are presented in
Figure 2.

Research objective Problem identification

Literature review

Draft

Proposed model questionnaire

Qualitative method

Descriptive statistics Quantitative method

Cronbach's Alpha, Exploratory Factor Analysis

Confirmatory Factor Analysis

Structural equation modelling

Discussions and conclusions

Figure 2. Flowchart of the study
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Figure 2 shows the steps implemented in the study. First, the research objective is defined based on the problem
identification. Second, literature reviews and previous studies are analyzed to build the proposed model. Third, the final
questionnaire is completed after the pilot study. Following these steps, the author applies quantitative methods including
Cronbach's Alpha, Exploratory Factor Analysis; Confirmatory Factor Analysis; and Structural equation modeling.
Finally, according to the findings, the discussions and conclusions are drawn to achieve the research objective.

3-4- Descriptive Statistics

From the collected survey data, the author conducts descriptive statistical analysis based on the criteria of gender,
age, and education level (Table 2).

Table 2. Characteristics of respondents

Frequency Percent (%0)

1. Gender
Female 120 40%
Male 180 60%
Total 300 100%
2. Age
18-24 50 16.7%
25-40 160 53.3%
41 - 60 74 24.7%
Over 60 16 5.3%
Total 300 100%

3. Education level

College 11 3.7%
Undergraduate 197 65.7%
Postgraduate 92 30.7%
Total 300 100%

According to Table 2, the survey collected information from 300 samples, with 60% male (180 people) and 40%
female (120 people). For the age criteria, the surveyed staff aged 25 to 40 is the highest proportion, accounting for 53.5%,
followed by the 41 to 60-year-old group, 24.7%. The third group is 18 to 24-year-old, which is 16.7%, while the
remaining group, over 60-year-old, is just 5.3% of the survey samples. Regarding education level, 65.7% of the
respondents (197 people) are undergraduates (Bachelor’s degrees). The second crowded group is the postgraduate level,
representing 30.7% (92 respondents) of the total sample. Only 11 people, 3.7%, are at college qualifications.

3-5- Survey Instrument

Based on the relevant literature, the surveyed items are designed and grouped into 17 observations that measure the
four constructs in the research model (Appendix 1), with a five-point Likert scale ranging from 1 (“strongly disagree”)
to 5 (“strongly agree”). The author uses a pilot test on a survey questionnaire aim to clarify each item. Especially, the
survey items are adjusted to match the Vietnamese banking sectors under the experts' test.

3-5-1- Evaluation of Scales

The usage of Cronbach alpha reliability coefficient is used for each scale. The result of Cronbach’s alpha coefficient
is greater than or equal 0.6 that reflects internal consistency. In addition, Corrected Item — Total Correlation is greater
than or equal 0.3 is accepted. In case, Cronbach's Alpha if Item Deleted is higher than Cronbach’s alpha, there is a
consideration about eliminating observation from scales. In this paper, the scales’ reliability is determined and presented
in Table 3. The scales include corporate social responsibility (CSR), customer satisfaction (SHL), bank reputation (UT),
bank’s performance (HQNH).

Table 3. Summary of scales

No. Factors Number of Observations ~ Cronbach’s Alpha  Evaluation
1 Corporate social responsibility (CSR) 5 0.924 Satisfied
2 Customer satisfaction (SHL) 4 0.939 Satisfied
3 Bank reputation (UT) 4 0.957 Satisfied
4 Bank’s performance (HQNH) 4 0.885 Satisfied

Page | 1416



Emerging Science Journal | Vol. 6, No. 6

Applying Cronbach's alpha tests to define the reliability of multiple-question Likert scale surveys as presented in
Table 3, the criteria in the test are satisfied, so the values of 0.924, 0.939, 0.957, and 0.885 belong to corporate social
responsibility (CSR), customer satisfaction (SHL), bank reputation (UT), and bank's performance (HQNH). These
findings confirm the internal consistency of the constructs because all the Cronbach's alphas were higher than 0.7 [111].

3-5-2- Evaluation of Scales with Exploratory Factor Analysis (EFA)

EFA is performed after Cronbach's alpha reliability test. EFA is required to determine whether the data is suitable for
the factor analysis method by using Bartlett's test of sphericity. The null hypothesis (H0) is that "the variables in the
population correlation matrix are uncorrelated.” Rejecting the null hypothesis indicates that factor analysis is likely to
be valid as a rule of thumb.

Table 4 reveals that the p-value of Bartlett’s test of sphericity is less than 5%, hence the null hypothesis is rejected.
As a result, the variables in the population correlation matrix are correlated. Besides, the KMO index = 0.900 > 0.5 that
shows observed variables are not correlated with each other (Table 4).

Table 4. KMO and Bartlett’s test of sphericity

KMO measure of sampling adequacy 0.900
Approx. Chi-square 6464.271
Bartlett’s test of sphericity df 231
Sig. 0.000

The following section presents the results involving the total variance explained and the rotated component matrix
table. The total variance explained by 17 factors is indicated in Appendix Il. Only the first four factors, which account
for 79.818% of the total variance, are important. This figure satisfied the acceptable threshold, which is higher than 50%.
Therefore, variables can be organized by four group factors by assessing the sample matrix. Besides, the rotated
component matrix (Appendix I11) shows that 17 observed variables are classified into four factors; all observed variables
have factor loading coefficients greater than 0.5; there are no poor loadings. Hence, the criteria of exploratory factor
analysis are satisfied.

3-6- Confirmatory Factor Analysis (CFA)

In Figure 3, to assess the overall model fit without the sample size' sensitive impact, GOF index (GFI), adjusted GFI
(AGFI), comparative fit index (CFI), and the root-mean-square error of approximation (RMSEA) are applied to create a
good model's fit [111]. In detail, the GFI is nearly 0.9, the AGFI is greater than 0.8, the CFI is more over than 0.9, the
RMSR is less than 0.05 and the RMSEA is lower than 0.1 [111]. For SEM analysis, Kline suggested that at a minimum
the following indices should be reported: The model chi-square, the RMSEA, the CFI [112].

One should not be overly concerned regarding the y 2 test because it is very sensitive to the sample size and not
comparable among different SEMs [113-116].

First, root mean square error of approximation (RMSEA) is a “badness of fit” index where 0 indicates the perfect fit
and higher values indicate the lack of fit [115, 117, 118]. The acceptable RMSEA must lower than 0.10 [111].

Second, comparative fit index (CFI): It ranges from 0.0 to 1.0. The CFI should be close to 0.95 or higher to ensure a
better model fit [115]. CFI is less affected by sample size than the y2 test [119, 120].

Third, Tucker-Lewis index (TLI): TLI, a non-normed fit index (NNFI), is not only overcoming the disadvantages of
NFI but also proposes a fit index independent of sample size [113, 121]. The TLI index is over 0.9 which is acceptable
in the test [115].

From the Figure 3, the findings show all RMSEA, CFI and TLI criteria are satisfied, hence it is confirmed that a good-
fitting model. Concretely, the results are described as follows:

+ RMSEA = 0.087 is less than 0.10 [111].
+ CFI = 0.944 which is closed to 0.95 [115].
+ TLI = 0.932 is larger than 0.9 [115].
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Figure 3. Results of model fit assessment through CFA

3-7- Structural Equation Modeling and Hypotheses Testing

After figuring out the compatibility test in the entire model, SEM is applied to ensure the model is adequate or not
(Figure 4).

+ Chi-square/df = 2.369 <3
+ GFI = 0.909, TLI = 0.959 and CFI = 0.966
+ RMSEA = 0.068 < 0.1
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Figure 4. Hypothesis testing

Following the Hypothesis testing, the author performs the results of Model fit summary, which includes Root Mean
Square Residual (RMSR) and Goodness of Fit Index (GFI). The findings are presented in Table 5.

Table 5. Model fit summary

Model RMSR GFl AGFI PGFI
Default model 0.048 0.909 0.876 0.666
Saturated model 0.000 1.000 - -

Independence model 0.346 0.206 0.107 0.183

The RMSR is 0.048 < 0.05, that shows the model is appropriate in Table 5. In addition, the AVE of each construct
in Table 6 is higher than 0.5, which points out adequate convergence [111].

Table 6. AVE
No. Factors AVE
1 HQNH 0.692
2 uT 0.658
3 CSR 0.703
4 SHL 0.857

Page | 1419
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After confirming the appropriate test model, Tables 7 and 8 express the results of the hypothesis testing.

Table 7. Regression weights

Emerging Science Journal | Vol. 6, No. 6

Estimate S.E. CR. P
SHL — CSR 0.625 0.066 9.460 Fhx
uT — CSR 0.517 0.067 7.729 HRx
HQNH — CSR 0.205 0.045 4.580 Frx
HQNH — SHL 0.191 0.033 5.838 Frx
HQNH — uTt 0.104 0.035 2.959 0.003
CSR4 — CSR 1.000
CSR3 — CSR 0.893 0.051 17.626 Frx
CSR5 — CSR 0.971 0.051  19.167 el
CSR2 — CSR 0.922 0.048 19.171 el
CSR1 — CSR 0.935 0.048  19.572 il
SHL4 — SHL 1.000
SHL1 — SHL 0.950 0.027 34.751 ekl
SHL3 — SHL 0.846 0.030 27.814 il
SHL2 — SHL 0.903 0.035  25.851 il
HONH3  « HOQNH 1.000
HQNH2  « HQNH 1.061 0.058 18227  x**
HONH1  — HQNH 1.568 0.098 15966  ***
HQNH4 — HQNH 1.565 0.099 15.881 ekl
uT2 — uT 1.000
uT3 — uT 0.883 0.052 16.874 il
UT1 — uT 0.809 0.053  15.384 il
uT4 — uT 0.833 0.051 16.478 Frx
Note: ***p < 0.001
Table 8. Standardized regression weights
Estimate
SHL « CSR 0.520
uT « CSR 0.468
HQNH <  CSR 0.308
HQNH — SHL 0.344
HQNH — uT 0.171
CSR4 — CSR 0.879
CSR3 — CSR 0.799
CSR5 — CSR 0.838
CSR2 — CSR 0.838
CSR1 — CSR 0.847
SHL4 — SHL 0.968
SHL1 — SHL 0.936
SHL3 — SHL 0.884
SHL2 — SHL 0.932
HONH3 «— HONH 0.719
HQNH2 « HONH 0.692
HQONH1 «— HQNH 0.943
HQNH4 «— HQNH 0.934
uT2 — uT 0.878
uUT3 — uT 0.811
UT1 — uT 0.761
uT4 — uT 0.798
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From Tables 7 and 8 the results of the regression weights showed the following evidence:
o Corporate social responsibility affects customer satisfaction (p = 0.000);

¢ Corporate social responsibility affects the bank reputation (p = 0.000);

o Corporate social responsibility affects the bank's performance (p = 0,000);

o Customer satisfaction affects the bank's performance (p = 0.000).

¢ Bank reputation affects the bank's performance (p = 0.000).

In Table 9, the author uses standardized regression weights to clarify the impact level of independent on the dependent
variables.

According to Table 9, the following was observed:

e CSR of banks has a positive impact on customer satisfaction, with an estimated impact of 0.520.

¢ CSR of banks has a positive impact on the bank reputation, with an estimated impact of 0.468.

¢ CSR of banks has a positive impact on the bank's performance, with an estimated impact of 0.308.

o Customer satisfaction has a positive impact on the bank’s performance, with an estimated impact of 0.344.
¢ The bank reputation positively impacts the bank's performance, with an estimated effect of 0.171.

Table 9. Summary of hypothesis testing results

No. Hypothesis Path Coefficient  p-value  Study Results
1 CSR - Bank’s performance 0.308 0.000*** Accepted
2 CSR — Customer satisfaction 0.520 0.000*** Accepted
3 CSR — Bank reputation 0.468 0.000*** Accepted
4 Bank reputation — Bank’s performance 0.117 0.000*** Accepted
5  Customer satisfaction — Bank’s performance 0.344 0.000*** Accepted

Note: *p < 0.05, **p < 0.01 and ***p < 0.001

This study determined that CSR significantly influenced customer satisfaction, bank reputation, and bank’s
performance. Especially, the findings investigate the intervening role of bank reputation and customer satisfaction on
the relationship between corporate social responsibility and bank’s performance at state-owned commercial banks in
Vietnam. Hence, the study concludes that corporate social responsibility significantly affects the bank’s performance by
developing a positive its reputation in the market and increasing the customer satisfaction. Through the obtained evidence
in those banks, this study assists the managers of organizations to realize the importance of corporate social responsibility
and how to apply it to increase their performance in practical.

4- Discussions

The hypothesis testing revealed that a bank's CSR has a positive impact on customer satisfaction, the bank reputation,
and its performance. Furthermore, the bank reputation has a positive influence on its performance [52, 5, 122]. In
addition, customer satisfaction has a positive effect on the performance of banks [61, 101].

CSR is a broad category that can be understood and expressed in differential ways. However, at its core, it is the self-
made activities of banks that provide good benefits to customers while also creating value for themselves. CSR in the
banking sector, like all other business sectors, contributes to the long-term development of the community [8, 9].

Because of the importance of CSR, many businesses, including banks and credit institutions, have realized that
implementing CSR is essential for their growth, as customers are becoming increasingly aware of and appreciative of
businesses' role in the development of society/community. When consuming products and services, especially intangible
financial services, customers are very vulnerable to problems they encounter, such as prices, quality of banking products
and services, policies, and promotions for customers. Businesses, on the other hand, need to make strong promises by
incorporating CSR into their business strategies in order to gain customer satisfaction and a long-term competitive
advantage [59, 61].

In Covid-19 pandemic, some Vietnamese banks like the Joint Stock Commercial Bank for Investment and
Development of Vietnam (BIDV), Vietnam Maritime Commercial Joint-Stock Bank (MSB), Vietnam International
Commercial Joint-Stock Bank (VIB), An Binh Commercial Joint-Stock Bank (ABBank) have policies about
restructuring loans to support customers in order to balance business efficiency and share the burden with customers.
These actions, one of typical CSR activities, enhance the customer satisfaction and the bank reputation with commitment
promptly.
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As all mentioned above, by joining CSR activities, banks cover the customers' benefits, creating a good impression
on customers, especially for the service industry, when customers pay attention to customer service as same as price and
quality of financial services. Hence, the more banks focus on CSR programs, such as social activities and charitable
works, the more customer satisfaction they will have, because CSR creates benefits for both the banks and the
community.

5- Conclusions and Limitations

Any organization must engage in significant CSR to attain its financial goals. Although many studies have examined
the impact of CSR on performance, few have looked at whether mediator or moderator factors play a role in the
relationship between CSR and performance. The majority of the available CSR literature is from developed countries.
To fill this gap, this study investigated the relationship between CSR and performance in the Vietnamese context through
the mediating role of bank reputation and customer satisfaction. According to the findings, CSR significantly impacts
banks' performance by promoting a good reputation and enhancing customer satisfaction. The research result formulates
the theoretical model which is suggested to be applied in other sectors to highlight the mediating role of customer
satisfaction and bank reputation in the CSR-performance relationship. CSR activities help maintain the bank's reputation
by demonstrating a long-term commitment to stakeholders' interests. Because the bank's consequences meet the goals of
its stakeholders, it may have the resources to promote CSR, thereby increasing public confidence and improving its
performance over time. Besides, CSR activities can assist in retaining and attracting highly qualified customers who
value social benefits. The paper has determined that the mediating role significantly impacts CSR and the bank's
performance relationships. Specifically, the examination of that consequence was conducted at state-owned commercial
banks in Vietnam, based on stakeholder theory and the too big to fail theory.

As well as identifying the specific results, the study has limitations, such as a small sample size, because the study
was only implemented within state-owned commercial banks in Ho Chi Minh City. Therefore, future research should
cover the Vietnamese banking system, namely state-owned commercial banks and joint-stock commercial banks, to
highlight the CSR role between the two groups. Besides, the research should modify the model by applying the mediating
role of the state bank in examining the CSR-bank’s performance relationship.
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No. Factors/ Observed variables Code Source
Corporate social responsibility
1 Bank's corporate social responsibility is closely linked with economic responsibility CSR1 Du, Bhattacharya, and Sen (2007)
2 Bank's corporate social responsibility is closely linked with the legal responsibility CSR2
3 Bank's corporate social responsibility is closely linked to its ethical responsibility CSR3
4 Bank's corporate social responsibility is associated with charity issues CSR4 Carroll (1979, 1991)
5 Bank's corporate social responsibility is associated with humanitarian issues CSR5
Bank reputation
6 Bank reputation is well known UTl Rashid (2010)
7 The bank provides financial services to customers as committed uT2
8 Customers are secured when using the bank's financial services uT3 Dlugopolska-(l\z/loilig; owickz et al.
9 The bank always cares and supports customers in a timely manner UT4
Customer satisfaction
10 The bank proceeds financial transactions on time and accurate. SHL1
Customers are completely satisfied with the products, services, and other utilities that the
1 bank brings SHL2 Dlugopolska-Mikonowickz et al.
12 The number of customers use the bank's financial products tends to increase SHL3 (2019)
13 Customers are completely satisfied with the bank's program/policies SHL4
Bank’s performance
14 The bank's performance is improved thanks to social responsibility activities HQNH1
15 Customers are willing to refer friends and relatives to use banking services HQNH2 Dlugopolska-Mikonowickz et al.
16 The bank reputation will increase the bank's operational efficiency HQNH3 (2019)
17 The bank has a policy of maintai_ning relati_onships with traditional customers and HONH4
attracting potential customers
Appendix Il: Total Variance Explained
Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %  Total % of Variance Cumulative %
1 8.517 50.101 50.101 8.517 50.101 50.101 3.884 22.845 22.845
2 2.100 12.351 62.451 2.100 12.351 62.451 3.465 20.381 43.226
3 1.574 9.257 71.709 1574 9.257 71.709 3.160 18.586 61.812
4 1.379 8.110 79.818 1.379 8.110 79.818 3.061 18.007 79.818
5 0.561 3.299 83.117
6 0.470 2.762 85.879
7 0.379 2.227 88.106
8 0.304 1.788 89.894
9 0.290 1.706 91.600
10 0.275 1.616 93.217
11 0.247 1.451 94.668
12 0.237 1.392 96.060
13 0.200 1.178 97.238
14 0.169 .994 98.232
15 0.137 .808 99.040
16 0.096 .567 99.608
17 0.067 .392 100.000

Extraction Method: Principal Component Analysis.
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Appendix I11: Rotated Component Matrix 2
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Component

2

3

CSR4
CSR3
CSR5
CSR2
CSR1
SHL4
SHL1
SHL3
SHL2
HQNHS3
HQNH2
HQNH1
HQNH4
uT?
uT3
uT1
UT4

0.861
0.833
0.825
0.816
0.783

0.880
0.867
0.839
0.819

0.836
0.811
0.800
0.792

0.849
0.818
0.786
0.764

Extraction Method: Principal Component Analysis; Rotation Method; Varimax with

Kaiser Normalization.

a. Rotation converged in 6 iterations.
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