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Abstract: The main aim of this paper is to analyze the influence of service companies’ corporate social
responsibility (CSR) actions on final customer’s loyalty. A theoretical model of loyalty formation
based on CSR was proposed and a sample of 1125 final customers of financial services in Spain was
studied. Structural equation models were used to verify the hypothesized relationships. Based on the
CSR theory oriented to stakeholders, this work justifies the direct and positive relationship between
the perception of CSR actions in the shopping experience and customer trust. We also verified a
positive indirect influence on loyalty. The services industry was chosen to conduct this research
due to its own particularities (intangibility, inseparability, heterogeneity and perishability). As it is
impossible to evaluate a service before its consumption, a high level of trust in the supplier will be
necessary to motivate the purchase decision. We conclude that CSR becomes a key strategic asset for
determining trust and loyalty among consumers. As major findings, we have verified the special
importance of CSR in the services market. CSR improves customer trust in the service provider. Thus,
this paper has significant managerial implications. Through CSR strategies, both the perception of
the customer’s purchasing experience and trust can be enhanced, resulting in more loyal customers.
As a limitation, this research was carried out among financial services. Further research should test
the model across different industries and countries in order to determine the generalizability and
consistency of the findings of this study.
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1. Introduction

Corporate social responsibility (CSR) is a broad concept that reflects the way in which
organizations carry out positive actions for society that are exceeding even legal require-
ments [1,2]. The objective of these actions is to unify economic, social, and environmental
purposes into the company’s objectives [3].

The field of CSR has been gaining interest both academically and professionally,
especially in the last two decades [4]. CSR is related to the level of integrity with which
a company is managing or directing itself [5]. The pursued objective is the stakeholders’
satisfaction by contemplating the general interests of the community in which it is framed,
and acting in a socially responsible way [6]. It is about behaving like a “good corporate
citizen” and offering a return to society in the form of social benefits and guarantees
of sustainability. In this sense, it is oriented both internally, with the members of the
organization itself, and externally, contemplating all the individuals of a society [7].

In this way and at a general level, there is a certain consensus at the time of affirming
that it is a very important approach for a company’s strategy as well as a powerful market-
ing tool for managing the image of any company and its brand strategy [8]. Through their
CSR strategies, companies obtain benefits in their reputation as these generate an improve-
ment in the image of the company among its stakeholders [9]. The importance of a good
reputation lies in the preference that will generate in potential customers to choose the
company and not another to make their purchases [10].
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As a consequence, a well implemented CSR approach may increase the value of the
organization’s products or services for its clients [9,11]. It is, therefore, a strategic method
capable of generating a competitive advantage [12]. Therefore, we understand CSR as
a business strategy that is operationalized through investment in long-term actions [13].
CSR opportunities can be employed as a marketing tool [14,15]. In this way, the benefit
of CSR actions can be mutual. That is, we can generate a return for the company that
carries out these good practices. In fact, there are studies that have managed to positively
relate the investment made in CSR with positive financial benefits [16,17]. In qualitative
marketing terms, relationships of CSR actions have been contrasted with a better perception
of the service provided by the company, influencing the satisfaction and loyalty of its
customers [18]. CSR has also been positively linked to consumer trust and loyalty in the
service sector [19]. Given the intangible nature of the service and the fact that it is consumed
at the time of purchase, it can be argued that a high level of trust in the supplier company
is required to motivate the purchase decision [20,21]. Thus, the main objective of this study
was to deepen the knowledge of the relationships and influence that CSR can have in
the perception of the service provider and in the trust and loyalty toward the company.
It will be tested if, in fact, service companies, through their CSR actions, can contribute to
improving the loyalty of their clients.

This work is structured in four parts. First, an introduction is presented. Next, the CSR
theoretical framework is developed, which represents the basis for the following section
where possible relationships with marketing variables such as perceived value, trust and
customer loyalty are exposed. In the last two sections, methods and statistical analysis are
carried out, and the main conclusions of the study are presented.

2. Corporate Social Responsibility: Theoretical Framework

CSR is closely related to ethics when it comes to managing companies, but it is
important to consider that it is a more complex and comprehensive concept than ethics [22].
In fact, it is widely accepted by the scientific community that ethics is one of the multiple
dimensions of CSR [23].

Although it is a very popular subject in the literature, there is no absolute agreement
on the definition of the term CSR [24]. Some authors define CSR as the obligation of a
company to be responsible with respect to all its stakeholders affected by its activities
and operations [25]. Later works have highlighted the voluntary contribution made by
companies to their environment in economic, environmental, and social development
terms [26]. Although there are nuances in which some consensus is still required, what is
agreed is that CSR is based on the way of relating ethically and responsibly to the company
with its stakeholders, both externally and internally [27]. When a cohesive CSR policy is
implemented, employees also perceive its effects, consequently creating an affective and
moral commitment in order to develop stronger citizenship behaviors [28].

Regarding the conceptualization of CSR as a construct, the theory of the pyramid [22,29]
proposes four dimensions in order to understand the concept in all its extensiveness
and complexity: economic, legal, ethical, and philanthropic. Economic responsibility
includes the responsibility of organizations to produce products and provide services
that consumers need and want. As consideration for that delivery of goods and services,
the company must obtain acceptable performance for its business. The legal responsibility
has to do with compliance with the law and the rules established where the company
operates. Ethical responsibility refers to being fair, right, and reasonable in dealing with
their peers as well as avoiding or minimizing the damage done to the groups with which
the company is related. Philanthropic responsibilities include those corporate actions that
respond to social expectations regarding good corporate citizenship. These actions include
the active contribution of companies in activities or programs that promote social welfare
and improve the quality of life of the population. These are voluntary activities carried
out by the company, even when there was no expectation that this activity was going to
be carried out. According to the theory of the pyramid of Carroll [22,29], CSR implies the
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simultaneous fulfillment of the economic, legal, ethical, and philanthropic responsibilities
that will lead the company to obtain benefits, comply with the law, be ethical, and behave
as a good corporate citizen.

Later, this four-dimensional model of CSR was adjusted to a new three-dimensional
model: economic, legal, and ethical [30]. The philanthropic dimension was integrated into
the ethical and economic dimensions. The argument followed for this action is that philan-
thropic activities, over time, became actions that are already expected by the public [23,30].

On the other hand, Freeman’s stakeholder’s theory [31] highlights the interdependence
of a company and its environment, clarifying the concept of stakeholders. By stakeholders,
we mean any group of individuals who could be affected by the actions that companies
perform to achieve their objectives [31]. Under this paradigm, companies will try to satisfy
their stakeholders, both internally (employees and partners) and externally (consumers,
civil society, agencies, authorities, etc.) [32]. Thus, stakeholder theory offers an optimal
explanatory rule when it comes to understanding CSR activities [33].

Stakeholder theory proposes four CSR dimensions (Table 1). The first dimension is
the responsibility toward the environment and is about the protection and management of
important resources for the development of life, especially non-renewable ones. The com-
pany’s responsibilities are to minimize environmental pollution, protect natural resources,
water, and energy saving [34]. The second dimension is responsibility with employees.
This includes activities such as the protection of workers’ rights, ensuring safety and hy-
giene in the workplace, and helping workers to improve their position. In this way, it is
sought to ensure a high quality of the workplace [35]. In third place is the responsibility
toward customers. This third dimension includes responsibilities such as the protection
of consumer rights, providing accurate information about the products, providing them
with the best possible quality and with the best guarantees of safety in their use [35,36].
Finally, the fourth and last dimension refers to the responsibility toward society. This
dimension includes the contribution of the company to the welfare of society, aid and
charitable actions, educational and artistic support, and the increase in the general level of
the life of society [37,38].

Table 1. Stakeholder theory: Corporate social responsibility (CSR) dimensions.

Environment Employees Customers Society

Pollution Workers’ rights Consumer rights Welfare
Natural resources Safety Product information Charitable actions

Water saving Hygiene Best quality Educational support
Energy saving Quality of the workplace Safety Quality of life

Thus, CSR is defined and conceptualized as a desirable strategic tool in terms of
sustainable development. In the present work, we used the CSR approach based on
stakeholder theory as it is the one that best fits to the characteristics of the study. Stake-
holder theory offers a useful basis for collecting and analyzing CSR data, and serves as a
framework for empirical studies [33].

In the following sections we will study to what extent the client perception of CSR ac-
tivities carried out by their service provider can help achieve the main marketing objectives
of trust and loyalty.

3. Consequences of Corporate Social Responsibility

For a more generalized development of sustainability policies in the business environ-
ment, it is crucial to underline how socially responsible practices influence the purchasing
behavior of individuals and their attitude toward the brand.

Consequently, there are authors who manage to relate positive CSR actions with
more positive evaluations in the products and services of the company as well as in
brand image [23,38–40]. This circumstance is even clearer in the services market given the
characteristics of intangibility, inseparability, heterogeneity, and perishability [41,42].
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In the present section, we study the influence of CSR on the evaluation process of
the purchase experience as well as on consumer trust and the formation of loyalty toward
the brand.

3.1. Perceived Value

The customer’s perceived value is a variable based on experience since it is based on
assessments made by the individual about the performance of a product or service [43].
In this sense, there is agreement to define perceived value as an evaluation made by the
client, comparing the benefits or utility derived from a product, service or relationship, and
the sacrifices or perceived costs [43–49]. Therefore, perceived value is the essential result of
marketing activities and is a first-order element in relationship marketing [50].

Perceived value is conceived as a multidimensional construct. From this perspective,
value combines a functional dimension, formed by the rational and economic evaluations
of individuals, and an affective element that includes the affective evaluation of the individ-
ual [51–53]. In the affective facet, the emotional and social dimensions of perceived value
can be identified. The emotional dimension is related to internal feelings or emotions that
makes customers feel good [52,53] Finally, a social dimension of perceived value is also
recognized, which is related to the social approval that people believe a certain purchase
includes [52–54].

In our paper, we used this conceptualization in contemplating three dimensions
of perceived value, since we believe that it is a very broad and complete vision of the
evaluation that an individual makes of their complete shopping experience.

There are works that confirm that those companies that carry out responsible and
ethically correct behaviors generate greater security in the purchase of their customers and
this positively influences their evaluation of the shopping experience and the perceived
value [23,55]. In this way, it can be considered that there is a direct and positive relation-
ship between the perception of responsibility and the overall evaluation of the service.
Thus, a greater individual’s perception of the CSR policies developed by a company will
result in a higher perceived value by the client. According to this, we formulated the first
hypothesis of our work.

Hypothesis 1 (H1). CSR perceptions have a direct and positive influence on the consumers’
perceived value.

3.2. Trust

Consumer trust has traditionally been considered as a key element in understanding
relational marketing theory [56–58]. Trust is defined as a function of the perceived reliability
and integrity of a brand or service provider [59] Consumer trust implies an affective
commitment with a service provider that will eventually lead to a preference. This feeling
combines moral considerations (integrity, honesty, benevolence, deontology, ethics, etc.)
along with cognitive assessments such as the ability to meet expectations, competence,
or know-how [60]. Thus, trust is a forecast that consumers make about the capacity of a
company and its good intentions to fulfill their expectations in the future [60,61].

We will state, therefore, that consumer confidence is a key element so that the supplier
can maintain long-term relationships with its customers [57,60,62,63].

Trust in a service provider is closely related to the client’s perceptions of integrity,
honesty, confidentiality, and ethical behavior [64]. The association of a brand to socially
responsible initiatives is very important in generating a more favorable attitude of the
consumer [14]. Thus, the maintenance of ethical behavior by companies is the basis for
gaining the trust of their customers and building a good reputation for the brand in
the long-term.

In this sense, staff performance has been demonstrated to exert a positive influence
on client trust in the company [65]. The more positive experiences a consumer has with a
corporate brand, the stronger their trust with the brand [66,67]. A company’s responsible
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behavior helps consumers trust their good intentions to keep their promises and not act
opportunistically [66]. In general, consumers perceive that the engagement of companies
with CSR activities is carried out from a sincere point of view, which helps clients to
trust more in companies that are socially responsible [68]. In this way, in the present
work, we state that CSR has a positive impact on consumer trust. Thus, we propose our
second hypothesis:

Hypothesis 2 (H2). CSR perceptions have a direct and positive influence on the consumers’ trust.

Many researches have demonstrated that global shopping experiences positively affect
trust [69,70]. Therefore, the perceived value of a certain service will be the basis on which
the client will build their confidence of what they can expect from the supplier in the
future [21]. It will be, therefore, the consumer’s perceived value, the aspect that gathers
that global perception is obtained from the service experience and the main antecedent of
trust [21,71,72]. Therefore, the following hypothesis is proposed:

Hypothesis 3 (H3). Consumer perceived value has a direct and positive influence on the trust of
the final consumer.

3.3. Loyalty

The development that marketing theory has experienced over the years has influenced
the evolution of the loyalty concept with a deeper and richer conceptualization of the
construct [73]. At a general level, loyalty can be considered as the degree of connection
between a brand or company and the client [74].

The definition of consumer loyalty has evolved over time. In its beginnings, loyalty
was delimited as the proportion of purchases made by a family on a certain brand, con-
sidering the total amount of shopping acts [75]. Later, consumer loyalty was defined as a
concept formed by two dimensions: attitudinal and behavioral [76]. Attitudinal loyalty
is based on the level of psychological affection and favorable attitude toward a provider,
manifest preferences, and on a commitment by the consumer. In contrast, the behavioral
phase is defined in terms of repurchases to the same provider during a given period of
time [77,78].

In addition, to distinguish the two dimensions of loyalty, several authors have stated
that the attitudinal dimension is prior and determinant of the behavioral dimension,
since behavior is the materialization of the intentions previously formed by the individual
in their mind [77–81].

In this way, we can distinguish two sequential episodes of loyalty: a first emotional
stage, where the consumer reaches an internal affective commitment with a certain com-
pany, and a second behavioral stage in which the loyalty behavior is performed [76,77].

In our work, we take the affective approach, focusing on loyalty as attitude or com-
mitment. While it is true that there are external conditions that could ultimately hinder
the chosen behavior, it is also true that all behavior is determined by a previous inten-
tion [73,76,78,82,83].

There are many studies that have concluded that consumer trust in the main an-
tecedent of loyalty [58,84,85]. In service industries, trust is even more crucial, as the result
of a service is, in most cases, impossible to evaluate before purchase. In this context,
trust acts reduce the consumer’s uncertainty about the final result [86]. A considerable
number of studies have found that a client’s trust determines their loyalty toward a certain
brand [63,76,86–88]. In this way, based on the arguments presented above and in previous
works, we propose the following working hypothesis:

Hypothesis 4 (H4). Consumer trust directly and positively influences loyalty toward the brand.
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4. Method

This study focused on the Spanish banking sector. In the last decade, the Spanish
banking sector has suffered a terrible crisis that is still dragging today. The global financial
crisis has severely affected the Spanish banking sector since 2008. The Spanish government
was even forced to request a ransom from the European Union for up to one billion euros to
maintain the national banking system; however, this was only part of the problem. Due to
the bankruptcy of important financial entities at the national level, state bodies had to
nationalize and manage these financial companies, where they discovered great fraud and
bad management practices that had been recurring over time including managers with
excessive bonuses, millionaire early retirements, cards with hidden expenses for luxurious
personal expenses, etc. Many of these actions were prosecuted by the Spanish justice and
some of them have even been condemned with prison sentences. At the same time, a whole
series of judicial cases were opened against banks (some on private entities, but others
on the whole group of banks in general) such as the abuse of power of the entities when
establishing exorbitant land clauses in mortgages, interests of delay, account opening
interest, or the calculation of the applicable indices. In addition, particular cases of fraud
were reported where the entities had taken advantage of the poor training and low analysis
capacity of customers to convince them to acquire financial products such as the company’s
own purchase of shares. They also persuaded customers to buy shares that would be
called “preferred” and that turned out to be a real fraud. In the judicial investigation,
it was determined that these products were sold to inexperienced investors, even to older
people with Alzheimer’s disease. In May 2014, the court ruling on this particular case was
published, and is considered as one of the biggest scams in Spanish financial history.

All of these events and news generated the second part of the Spanish financial crisis,
perhaps even more serious than the economic and financial crisis: a deep trust crisis.
After that, financial institutions were forced to adapt their strategies to the situation and
make an important effort in not only to be honest, but also as appear such. Hence, a whole
series of CSR-based programs have emerged to demonstrate the good practices and good
intentions of the entities. In addition, these programs, in most cases, are made public
through online media and in activity reports so that the general public knows what is being
done in this area. Nowadays, we can say that the banking sector is a clear example of
evolution toward ethical behavior through CSR. Banking entities have integrated CSR as a
fundamental part of their core business, adding values such as transparency when reporting
on their investments, investment and actions based on ethical principles (responsible
use of resources, equal opportunities, etc.), and funding projects related to sustainable
development, social commitment, and respect for the environment.

For all of these reasons, we think it is the ideal scenario to test our model. Since we
started from a situation of the trust loss of the generalized customer and a significant
effort made by entities to restore the situation. The objective was to study whether clients
and consumers of banking services really appreciated the socially responsible banking
management model and positively perceived and valued their philosophy.

For this research, a national financial entity was selected as a result of a corporate
purchase of one of the nationalized entities above-mentioned. Since 2014, this entity has
started to implement its CSR plan. The corporate social responsibility plan of this entity
was focused on the idea of developing the business in an ethical and responsible manner
that was oriented toward excellence and committed to society by maintaining an explicit
commitment to employees, the environment, and society in all territories where the entity
carried out its activity. On the other hand, CSR also included commitment with several
international initiatives. In recent years, it has been recognized with various awards,
certificates, and qualifications. Therefore, we think that it represents an ideal entity for this
research since we can evaluate the customer’s perception of internationally certified and
recognized practices.

The scales used to measure CSR—Perceived Value, Trust, and Loyalty—are listed
in Table 2. The items of the questionnaire were valued by a 5-point Likert scale where
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1 = Totally Disagree and 5 = Totally Agree. Additionally, to ensure the quality of the
scales, the original version of the questionnaire (in English) was adapted for banking and
translated to Spanish using the inverse translation method [89].

Table 2. Scales.

Variables References

CSR [23,90–93]
Perceived value [94–99]

Trust [100–102]
Loyalty [73,103,104]

In the last quarter of 2015, a preliminary test was carried out where the survey was
sent to several banking experts and a test was carried out in a group of 25 users of banking
services. This allowed us to obtain an improved final version of the questionnaire. The final
field work was carried out during the first quarter of 2016. The study was carried out
through 1790 personal interviews conducted by independent professional interviewers to
final clients of the financial entity above-mentioned in Spain. Specifically, surveys were
conducted in the provinces of Castellón, Valencia, and Murcia, which is where most of the
offices of that entity are located.

To guarantee the representativeness of the sample, stratification criteria were estab-
lished according to the location, gender, and age of the respondents. The report of the
Spanish population pyramid, which was based on the 2015 population census data pro-
vided by the Spanish Statistical Office (INE), was taken as a reference. The composition of
the sample (Table 3) therefore reflected the proportionality of the population studied.

Table 3. Profile of respondents.

Variable Percentage

Gender

Male 48

Female 52

Age in years

18–29 15

30–39 20

40–49 21

50–59 19

60–69 14

70 and above 11

Education

No studies 4

Primary school 15

High school/Technical school 49

University and above 32

Monthly household income in euros

0–1000 18

1001–1500 28

1501–2000 24

2001–2500 13

2501 and above 17
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Table 3. Cont.

Variable Percentage

Occupation

Student 10

Employed 50

Homemaking 10

Unemployed 10

Retired 20

Note: n = 1790.

Approximately half of the sample were men (48%) and the other half were women
(52%). There was representation of all age ranges (average age was 47) in a reasonably
balanced and representative way according to the Spanish population pyramid. There was
also a good balance in occupation, highlighting the weight of the working group (50%).
Most of the respondents had secondary or higher education (81%) and a total household
income level higher than € 1500 (54%).

5. Analysis and Results

In this section, the results of a thorough item parceling process are presented. Parceling
refers to aggregating individual items into one or more “parcels” and using those parcel(s),
instead of items, as the indicator(s) of a target latent construct [105].

5.1. Measure Reliability and Validity

In the case of functional perceived value, we focused initially on the study of the psy-
chometrical properties of the functional perceived value scale (Table 4). In order to consider
the consumer’s perceived value from a global perspective of the service experience, a very
extensive scale was used with a large number of items and dimensions. However, at the
same time, we considered it to be very comprehensive. This will provide us with a good
basis for analyzing client perceptions from their service experience. To give operativity to
this variable, in the first step, we performed several item parceling [106].

Table 4. Analysis of the dimensionality, reliability, and validity of the scale of physical environment
of the usual office (fully standardized solution).

Items Factor Loading t-Value

Environmental conditions (CR = 0.93; AVE = 0.72)

The lighting is adequate 0.78 9.44

The noise level is suitable 0.88 8.18

The room temperature is nice 0.83 9.20

The smell is nice 0.86 9.80

In general, it presents a warm atmosphere 0.89 10.00

Cleaning conditions (CR = 0.90; AVE = 0.75)

The entrance and waiting area are clean 0.93 8.07

The office is well organized 0.94 8.03

In general, this office is kept clean 0.70 7.25
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Table 4. Cont.

Items Factor Loading t-Value

Design conditions (facilities) (CR = 0.93; AVE = 0.68)

Facilitates confidentiality 0.70 7.49

It is spacious 0.71 7.42

The office is decorated in an attractive way 0.87 7.28

The architecture of the building is attractive 0.85 7.69

The colors are attractive 0.90 7.86

The furniture is attractive and comfortable 0.89 7.83

Note: Fit of the model: Chi-squared = 81.2283, df = 70, p = 0.16899; RMSEA = 0.012; CFI = 0.999;
NNFI = 0.998. CR = Composite reliability. AVE = Average variance extracted.

Then, the items sharing the same dimension were averaged to form composite mea-
sures [106–108]. Composite measures of functional perceived value are combinations of
items to create score aggregates that are then exposed to confirmatory factor analyses
(CFA) together with the rest of the scales considered in the study, in order to validate
them. In CFA, the use of composite measures is useful for two reasons. First, it enables
us to better meet the normal-distribution assumption of maximum likelihood estimation.
Second, it results in more parsimonious models because it reduces the number of variances
and covariances to be estimated, thus increasing the stability of the parameter estimates,
improving the variable to sample size ratio and reducing the impact of sampling error on
the estimation process [107,109–111].

Table 5 shows the discriminant validity of the construct, evaluated through average
variance extracted-AVE [112]. A construct must share more variance with its indicators than
with other model constructs. This occurs when the square root of the AVE between each
pair of factors is higher than the estimated correlation between those factors; as occurred
here, thus ratifying its discriminant validity.

Table 5. Discriminant validity of the scales associated with functional perceived value.

1 2 3

1. Environmental conditions 0.85
2. Cleaning conditions 0.66 0.86

3. Design conditions (facilities) 0.69 0.63 0.83

Below the diagonal: correlation estimated between the factors. Diagonal: square root of AVE.

Additionally, in the case of perceived value offered by the office staff (Table 6), the items
sharing the same dimension were averaged to form composite measures [106–108].

Table 6. Analysis of the dimensionality, reliability, and validity of the scale of perceived value of
office staff (fully standardized solution).

Items Factor Loading t-Value

Image conditions (CR = 0.92; AVE = 0.71)

Employees take care of their personal image 0.94 6.73

Employees have good appearance 0.94 6.55

Employees are appropriately dressed 0.89 6.51
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Table 6. Cont.

Items Factor Loading t-Value

Technical conditions (reliability and responsiveness) (CR = 0.96; AVE = 0.72)

Staff knows well their work 0.90 8.68

They are well trained 0.90 8.51

They give me valuable and useful information 0.92 7.46

They know the services offered by the bank 0.86 8.26

They offer a quick service 0.82 8.25

They are able to solve problems 0.90 8.42

They answer me without mistakes 0.88 8.72

Security conditions (associated with perceived risk) (CR = 0.95; AVE = 0.82)

Their behavior transmits confidence 0.91 6.14

The procedures are carried out diligently 0.93 6.10

Employees are always polite 0.88 6.15

They have the necessary knowledge to answer
my questions 0.90 6.10

Empathy (CR = 0.94; AVE = 0.83)

They understand my specific needs 0.90 9.87

They consider the interests of the client 0.92 9.52

They give personalized attention 0.92 8.43

Note: Fit of the model: Chi-squared = 117.7965, df = 108, p = 0.244,32; RMSEA = 0.009; CFI = 0.999;
NNFI = 0.999. CR = Composite reliability. AVE = Average variance extracted.

Table 7 shows the discriminant validity of the construct considered, evaluated through
average variance extracted-AVE [112]. For this construct, the results ratified its discrimi-
nant validity.

Table 7. Discriminant validity of perceived value of office staff.

1 2 3 4

1. Image conditions 0.84
2. Technical conditions (reliability and responsiveness) 0.71 0.85
3. Security conditions (associated with perceived risk) 0.70 0.78 0.91

4. Empathy 0.63 0.71 0.73 0.91

Below the diagonal: correlation estimated between the factors. Diagonal: square root of AVE.

Then, we performed the analysis on the scale of perceived value of the service (Table 8).
The items sharing the same dimension were averaged to form composite measures [106–108].

Table 8. Analysis of the dimensionality, reliability, and validity of the scale of perceived value of the
service offered by the bank (fully standardized solution).

Items Factor
Loading t-Value

Service terms (CR = 0.93; AVE = 0.81)
The service offered is correct 0.85 8.06

The service quality level is correct when
compared with other banks 0.90 13.09

I am satisfied with the service 0.94 8.29
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Table 8. Cont.

Items Factor
Loading t-Value

Product conditions (savings, cards, financing) (CR = 0.94; AVE = 0.84)
The variety of products is adequate 0.95 7.46

The products are convenient 0.95 7.25
Based on my experience, the overall quality of

the products is adequate 0.84 11.71

Price conditions (interest, commissions or other expenses) (CR = 0.92; AVE = 0.66)
The total cost is reasonable 0.76 15.38

Expenses and/or commissions are justified 0.76 14.95
Expenses are close to the industry average 0.83 12.21
There is transparency regarding expenses 0.88 11.56
There are no hidden costs in the service 0.86 11.35

Any change in expenses is reported 0.79 12.32
Access conditions (waiting time) (CR = 0.88; AVE = 0.58)

In general, I do not have to queue a long time 0.75 15.42
I usually receive a fast service 0.80 13.21

The total effort I make to carry out negotiations
in the bank is reasonable 0.74 13.46

There is an adequate number of service points 0.73 16.49

No delays due to bureaucratic issues 0.80 12.10

Note: Fit of the model: Chi-squared = 112.0574, df = 107, p = 0.34981; RMSEA = 0.007; CFI = 0.999;
NNFI = 0.999. CR = Composite reliability. AVE = Average variance extracted.

Table 9 shows the discriminant validity of the construct considered, evaluated through
average variance extracted-AVE [112]. For this construct, the results ratified its discrimi-
nant validity.

Table 9. Discriminant validity perceived value of the service offered by the bank.

1 2 3 4

1. Service terms 0.90
2. Product conditions (savings, cards, financing) 0.69 0.91

3. Price conditions (interest, commissions or other expenses) 0.51 0.52 0.81
4. Access conditions (waiting time) 0.57 0.47 0.50 0.76

Below the diagonal: correlation estimated between the factors. Diagonal: square root of AVE.

Next, in order to reduce the scales and to improve the effectiveness of the construct to
study the causal relationships with other variables of the model, a second item parceling
of perceived value was carried out. For this purpose, we performed the analysis on the
scale of functional perceived value (Table 10). The items sharing the same dimension were
averaged to form composite measures [106–108].

Table 10. Analysis of the dimensionality, reliability, and validity of the scale of functional perceived
value (fully standardized solution).

Items Factor
Loading t-Value

Physical environment of your usual office (CR = 0.84; AVE = 0.63)
Environmental conditions 0.78 7.13

Cleaning conditions 0.75 8.36
Design conditions (facilities) 0.85 7.93
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Table 10. Cont.

Items Factor
Loading t-Value

Bank staff (CR = 0.91; AVE = 0.73)
Image conditions 0.73 9.16

Technical conditions (reliability and
responsiveness) 0.91 8.19

Security conditions (associated with perceived
risk) 0.90 9.27

Empathy 0.85 9.54
Service (CR = 0.83; AVE = 0.56)

Service terms 0.89 8.64
Product conditions (savings, cards, financing) 0.74 8.26

Price conditions (interest, commissions or
other expenses) 0.61 7.98

Access conditions (waiting time) 0.72 8.21

Note: Fit of the model: Chi-squared = 42.7829, df = 37, p = 0.23677; RMSEA = 0.012; CFI = 0.999;
NNFI = 0.998. CR = Composite reliability. AVE = Average variance extracted.

Table 11 shows the discriminant validity of the previous construct, evaluated through
average variance extracted-AVE [106–108]. As a consequence, the results ratified its dis-
criminant validity.

Table 11. Discriminant validity of the functional perceived value.

1 2 3

1. Physical environment of your usual office 0.79
2. Bank staff 0.67 0.85

3. Service 0.61 0.70 0.75

Below the diagonal: correlation estimated between the factors. Diagonal: square root of AVE.

Next, a validation of all the scales used in the model was carried out jointly (Table 12).
Then, once composite measures were formed with the items sharing the same dimension
in the functional perceived value scale, we analyzed the psychometrical properties of all
the scales forming the model [106–108]. The probability associated with the chi-squared
reached a value higher than 0.05 (0.35389), indicating a good overall fit of the scale [113].
Convergent validity was demonstrated on one hand because the factor loadings were
significant and higher than 0.5 [114–116], and on the other hand, as the average variance
extracted (AVE) for each of the factors was higher than 0.5 [112]. As for the reliability of
the scale, the indices of composite reliability of each of the dimensions were higher than
0.6 [116].

Table 12. Analysis of the dimensionality, reliability, and validity of the scales of measurement (fully
standardized solution).

Items Factor
Loading t-Value

Corporate Social Responsibility (CR = 0.93; AVE = 0.74)

They are aware of social causes 0.88 20.75

They are committed to ethical principles 0.90 20.72

The facilities are adapted to all people 0.78 13.99

They are committed to improving the welfare of the neighborhood/city 0.87 20.02

They incorporate measures for the protection of the general environment 0.87 20.95
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Table 12. Cont.

Items Factor
Loading t-Value

Functional Value (CR = 0.91; AVE = 0.73)

Physical environment of your usual office 0.72 8.66

Bank office staff 0.94 12.88

Service offered by your office 0.83 13.27

Emotional value (CR = 0.94; AVE = 0.80)

When interacting with the staff, I feel respected 0.86 9.57

I feel like I have a personal relationship with my office 0.90 9.59

I think they care about me 0.93 9.63

I feel emotionally bound to my office 0.88 9.59

Social value (CR = 0.95; AVE = 0.81)

I am recognized by the staff of my office 0.87 8.52

The staff that helps me knows my name 0.87 8.62

I have developed some sympathy with them 0.96 8.72

I’m familiar with the staff 0.95 8.72

The staff remembers personal aspects (hobbies, family, work, etc.) 0.83 8.46

Trust (CR = 0.94; AVE = 0.80)

I trust the competence of its members 0.91 16.18

The office has enough technical resources 0.85 15.17

I trust the good intentions of the staff 0.92 16.43

This bank is formal and keeps its promises 0.90 16.02

Loyalty (CR = 0.95; AVE = 0.82)

I will go to my usual bank office every time I need financial services 0.91 36.88

I will continue with my usual office in the coming years 0.92 36.96

As long as they treat me like now, I doubt I change of financial office 0.91 36.87

When I need a financial service, I will go to this office 0.92 38.24

Note: Fit of the model: Chi-squared = 259.8295, df = 252, p = 0.35389; RMSEA = 0.006; CFI = 0.999;
NNFI = 0.999. CR = Composite reliability. AVE = Average variance extracted.

Finally, Table 13 shows the discriminant validity of the variables used and evaluated
through average variance extracted-AVE [112]. For this purpose, a variable must share
more variance with its indicators than with other variables in the model. This occurs
when the square root of the AVE between each pair of factors is greater than the estimated
correlation between those factors, which happened here, ratifying its discriminant validity.

5.2. Hypothesis Testing

To test hypotheses 1 to 4, we performed an analysis of the causal relationships among
the entire sample (Table 14). The model was adequate, because the probability of the
chi-squared was higher than 0.05 (0.08,209), CFI (0.998) was close to unity, and RMSEA
was close to zero (0.011).

The results of the analysis showed that the four relationships hypothesized in the
model are supported. Thus, CSR is an antecedent of perceived value (H1). CSR shows a
great effect (0.39) on the functional perceived value as well as on the emotional value (0.39).
In addition, it did so with the same magnitude in the estimated parameter. Although with
a slightly smaller impact (0.31), there was also an important positive effect of CSR on social
value. This demonstrates that, in effect, CSR actions carried out by companies will have an
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effect on the final customer’s own experience throughout its overall evaluation (functional,
emotional, and social).

Table 13. Discriminant validity of the scales associated with the model.

CSR Functional
Value

Emotional
Value

Social
Value Trust Loyalty

CSR 0.86
Functional Value 0.36 0.83
Emotional Value 0.36 0.68 0.89

Social Value 0.28 0.60 0.60 0.90
Trust 0.41 0.72 0.60 0.59 0.90

Loyalty 0.34 0.68 0.53 0.53 0.67 0.91

Below the diagonal: correlation estimated between the factors. Diagonal: square root of AVE.

Table 14. Structural model relationships.

Hypothesis Path Parameter t Results

H1a CSR→Functional value 0.39 10.03 Supported
H1b CSR→Emotional value 0.39 11.08 Supported
H1c CSR→Social Value 0.31 8.81 Supported
H2 CSR→Trust 0.12 3.45 Supported
H3a Functional value→Trust 0.70 15.47 Supported
H3b Emotional value→Trust 0.06 2.17 Supported
H3c Social value→Trust 0.19 8.02 Supported
H4 Trust→Loyalty 0.75 20.58 Supported

Note: Fit of the model: Chi-squared = 297.6164, df = 265, p = 0.08209; RMSEA = 0.011; CFI = 0.998; NNFI = 0.998.
R2 Loyalty = 0.668 R2 trust = 0.767.

At the same time, CSR was directly related (0.12) to trust (H2). This was a quantitatively
minor impact, compared to the CSR loads in H1, but was also paramount. When trusting a
certain financial service provider, the final customer, apart from their shopping experience,
directly values CSR elements. Even with a neutral service experience, the individual would
tend to trust the good work and good intentions of the company in future encounters.

Regarding the formation of trust in its global scope, perceived value (functional,
emotional, and social) is its key antecedent and could not be otherwise. The individual’s
own shopping experience will lead them to trust, or not, the result that they can expect from
the company in the future. Additionally, we state that the functional dimension is the one
with the greatest load (0.70). This is ordinary since trust includes an important cognitive
component. This rational element will stand out in those services, which, like financial
services, have a mostly utilitarian purpose.

However, the significant impact that social value (0.19) has on trust cannot be ignored.
Certainly, staff interactions play an important role in complex services and with a high
level of involvement in the personal economy. On many occasions, the fact that the client
places their trust in the entity is due to the fact that they really trust the people with whom
they maintain a professional relationship. The client trusts the staff’s ability to solve most
technical questions, but in addition, clients also find a gentle treatment that leads to believe
in the company’s good intentions to help and make the best decisions.

Furthermore, the emotional value had the lowest positive impact on trust (0.06).
This fell within what could be expected since it is a service of a mostly utilitarian nature.
Certainly, we do not usually go to the bank office to have fun, but because we need to solve
some financial issue. This, surely, could be different in other types of services.

Finally, and in line with the results of most of the literature, trust is a clear antecedent
(0.75) of loyalty (H4). Certainly, and as already demonstrated by a large number of works in
the marketing literature, trust is the key determinant for understanding consumer loyalty,
hence the enormous interest and the enormous value represented by this variable studied
in the field of strategic marketing.
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Accordingly, the theoretical model that assisted as the basis for this work was con-
trasted and all hypotheses are supported.

6. Discussion
6.1. Theoretical Implications

If we consider the last great economic recession of 2008 as a reference, it is undoubtable
that the banking sector experienced a deep crisis, both economic and of final customer trust.
After a few years of political, economic, and financial work, the economic aspect of the crisis
was basically fixed. This has resulted in the restructure of the sector, requiring external
financing and strong intervention by official regulatory bodies to establish strict control
measures. However, the trust crisis still persists. The financial sector has not been able
to reverse the situation and reestablish the trust levels prior to the crisis, which is a key
element for the long-term competitiveness of entities.

It has been widely discussed in the marketing literature and so implied in the devel-
opment of this work: consumer trust is a strong predictor of customer loyalty in a banking
setting. Therefore, if we wish to obtain loyal customers, we must start the work by making
them trust our brand in the first place. In this sense, it refers to trusting in our ability as
a financial institution to solve financial problems. However, to be able to say that trust
is complete, clients must also trust the good intentions of the entity. In other words, at a
certain point in time, the entity will act in favor of the client’s interests and will not act
opportunistically, following its own business interests.

Banking clients have their own perception and experience of the provided services.
This is common in all services that are basically intangible and cannot evaluate the perfor-
mance of the “product” prior to purchase. Therefore, before making the purchase decision,
we resort to a whole series of elements to help us make the decision. Some elements will
come from our personal experiences, but there will be a whole series of external intangi-
ble elements that will be considered when making a final decision. When we see that a
company acts in a certain way with other people, or even with its environment, we will
tend to think that they will possibly also behave in the same way with us. If we observe,
or have evidence that a financial institution acts with solvency and with good intention
with other clients or even with its social environment—its workers, for instance—we can
come to think that this entity will behave in the same way with us. CSR is emerging as a
strategic element for companies that can help current and potential clients reestablish the
lost trust in financial institutions. Implementing a strategic plan based on CSR actions will
have both direct and indirect positive effects on the final customer’s trust.

This security generated from CSR will help the client to have a good predisposition
toward the entity and even contribute to improving their service experience. This work
shows how the perception of CSR practices has a very notable direct and positive influence
on the perception of purchase value. In addition, the influence is shown in a very clear and
balanced way in its three dimensions: functional, emotional, and social. It influences our
own perception of the rational and functional elements. On one hand, the fact of dealing
with an entity that I already consider formal and compliant in advance makes me think
that everything possible is being done to offer the best to its clients. Additionally, if I think
about both economic and non-economic costs, I may have a few more elements to find
justified. The non-economic ones I can understand are really unavoidable and there is no
other way to do it better. On the other hand, the economic costs, I can find them fairer if I
feel, that indirectly, I am contributing to the welfare of society. Therefore, in the perception
of these more cognitive elements, CSR is emerging as a key element.

If we take a more affective approach through emotional and social perceived value,
it seems that the relationship with CSR is very clear. On the emotional value side, know-
ing that we are going to deal with a responsible company that is thoughtful with all its
stakeholders as well as its environment makes us enjoy the service experience. In other
words, the feelings that are experienced with the entity are more positive in the case of
entities with a higher achievement in terms of CSR. Regarding the social perceived value,
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it is a component with a fundamentally affective base of hedonic nature. It refers to the
enjoyment derived from the recognition and the social relationship that I maintain with the
entity in general, but above all, with the service personnel, either personally or virtually
(by phone, videoconference, etc.). CSR, in this case, also contributes positively in a very
important way to the social experience of the final customer. This confirms that CSR gener-
ates an excellent predisposition to customers when interacting with the company. The fact
of thinking that you are interacting with an exemplary entity and with technically trained
service personnel, but at the same time with honest and good intentions, makes the client
really enjoy it more when it comes to carrying out their financial arrangements. In this way,
we can conclude that the perception of the CSR actions carried out by the company will
influence the end customer’s own purchase and use experience.

However, the experiential pathway is not the only route by which CSR helps to im-
prove the final customer’s trust in any company. CSR perception influences the consumer’s
trust in a direct way. Regardless of the shopping experience, even before it occurs, the final
customer will have a certain level of trust in a company. This trust will determine if it is
finally decided to purchase, or not.

In this sense, this only accentuates the importance for companies, especially service
companies, in maintaining a strategic CSR program. Therefore, in this work, we confirm,
as has already been widely demonstrated in the marketing literature, that perceived value
determines, to a large extent, the trust in the supplier company. In the case at hand,
which is banking services, the greatest weight of this relationship falls on the functional
aspects of perceived value. However, the social and functional aspects do not cease
to have a very important role, which is why they must be considered in the proposed
model. In order, and as a final conclusion stated in this research, we considered that
company trust was the key element when determining the loyalty of the final customer.
This reinforces the strategic role that an outstanding CSR policy can play for a company.
Furthermore, as we have focused on in this work, this is even more decisive in a service
industry. The service industry presents a series of peculiarities (intangibility, inseparability,
heterogeneity, and perishability) that make it impossible to evaluate the result of a service
before its purchase and consumption. Therefore, in this context, a high level of trust in the
supplier will be necessary to motivate the purchase decision. We conclude, in this way,
that CSR becomes a key strategic element to determine consumer trust and loyalty.

6.2. Managerial Implications

This paper presents significant managerial implications, taking into account a scenario
of profound financial and economic crisis where trust in the financial system and its agents—
mainly banks—has been extremely reduced. The financial crisis seems to have finished but
the crisis of trust has not, which is much deeper and more durable. The sector has been
affected by a whole series of events and news totally absent from any moral norm where
entities have been totally politicized, boards of directors have literally looted the entity,
and financial products sold that did not exist.

Furthermore, keeping in mind that banking services, by their nature, tend to be
complex, these services are subject to financial mathematics and rules that are often difficult
to explain and complicated for the general public to understand. In all of these contexts,
CSR is postulated as a key strategic element for service companies, but especially for
complex service companies such as banking.

The possibilities that CSR offers companies to integrate sustainable development
policies into their own activities are many and varied. Furthermore, these activities should
no longer be seen as a simple act of charity or benevolence toward others, but rather
they will constitute a true strategic line for the company. The ability for the company to
develop actions of great impact and social acceptance as well as to give them visibility
before society can even be a source of competitive advantage and a basis for differentiation
for a given organization.
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The UN has highlighted and promoted an agenda of 17 Sustainable Development
Goals. It is an agreement by which up to 193 States pledged in 2015 to carry out a series of
actions to transform the world into a friendlier, more humane, and more sustainable space.
These 17 Goals cover issues such as ending extreme poverty, struggles against inequality
and injustice, environmental issues and many more. These objectives are operationalized
in 169 concrete goals to be achieved by 2030. In order to achieve these goals, all agents
must do their part: governments, the private sector, and civil society. This could represent
a good starting point. Companies and private organizations play a decisive role in reaching
these goals. In this sense, companies must work to develop CSR lines that contribute to the
SDGs, which can be aligned with the company’s own strategy and that are valued by the
organization’s stakeholders.

In addition, CSR actions are not only important to perform in a consistent, honest,
and effective way, but they must be made public. It is important that the society in which
the company is framed, and its stakeholders in particular, are aware of the CSR actions
carries out.

We have seen throughout this work that the positive perception of these types of
actions influences the customer’s trust and, in the end, loyalty. We consider, therefore,
that CSR is emerging as a key element on which organizations should work. Thus, CSR poli-
cies are desirable both for the entities themselves and for society as a whole.

6.3. Limitations and Future Research Lines

This work is not without some limitations. We are going to remark on some of the
most important in order to take them into account when interpreting the possibility of
generalizing the conclusions.

First of all, it must be said that a key sector for the world economy and balance has
been studied. However, the banking sector has its own peculiarities and characteristics
that cannot be directly extrapolated to any other service company. Certainly, financial
services have an intangible nature, like most of the pure contracted services. However,
financial services are very complex. We could almost say that it is reserved for specialists.
An average client may have a mortgage with their usual financial institution, and not be
able to make a real and objective estimate of the benefits and costs that they are assuming
compared to what another entity could offer. There are a whole series of cost items such as
interest rates, commissions, or insurances that make this evaluation extremely complex
for an average citizen. In the end, customers rely on perceptions, even with monetary
costs. The client forms a global image of their entity based on what they observe and
the information they receive externally. Hence, the great importance of affective and CSR
aspects for this specific sector.

On the other hand, it must be taken into account that consumer trust is an eminently
affective dynamic state that can vary over time. Our second limitation, in this regard,
would be the cross-sectional nature of our study. This research was carried out in a context
of economic recovery after a very serious global economic crisis. This is an important
aspect to consider. As a third limitation, we will state that the study was carried out in a
geographical area located in Spain. It is an area with a high density of offices per inhabitant,
there have been a whole series of scandals, frauds, and scams that have hit the sector in
recent years. All of this has led to a deep crisis of trust in the sector, more serious eve,
than the economic crisis itself.

Considering the limitations of this study itself, and the dynamics of CSR research
itself, we propose some future lines of research. The first would be to replicate the study
in other key economic sectors. Service sectors, but also other productive sectors based
on the transformation industry could be the object of study. It really is about companies
with great impact, both in economies, societies, and in the environment. It would be
of great interest to study what factors may influence the individual’s perception of CSR
activities and their subsequent purchase decision. It must be considered that for companies
to move toward more responsible policies, the society in which they are framed must also
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be more sensitive toward this issue. In this sense, studying which aspects generate a more
knowledgeable, sensitive, and demanding society in terms of CSR would be of vital interest.
Finally, the perception of CSR could positively affect customer satisfaction, trust, and/or
loyalty as all of them are considered as potential outcomes, so could be analyzed.
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Turkey, 2007; pp. 11–37.
28. Zayas-Ortiz, M.; Rosario, E.; Marquez, E.; Colón Gruñeiro, P. Relationship between organizational commitments and organiza-

tional citizenship behaviour in a sample of private banking employees. Int. J. Sociol. Soc. Pol. 2015, 35, 91–106. [CrossRef]
29. Carroll, A.B. A Three-Dimensional Conceptual Model of Corporate Social Performance. Acad. Manag. Rev. 1979, 4, 497–505.

[CrossRef]
30. Schwartz, M.S.; Carroll, A.B. Corporate Social Responsibility: A Three-Domain Approach. Bus. Ethics Q. 2003, 13, 503–530.

[CrossRef]
31. Freeman, R.E. Strategic Management: A Stakeholder Approach; Pitman Publishing: Boston, MA, USA, 1984.
32. Paek, S.; Xiao, Q.; Lee, S.; Song, H. Does managerial ownership affect different corporate social responsibility dimensions? An

empirical examination of U.S. publicly traded hospitality firms. Int. J. Hosp. Manag. 2013, 34, 23–433. [CrossRef]
33. Jamali, D. A Stakeholder Approach to Corporate Social Responsibility: A Fresh Perspective into Theory and Practice. J. Bus.

Ethics 2008, 82, 213–231. [CrossRef]
34. Benavides-Velasco, C.; Quintana-García, C.; Marchante-Lara, M. Total quality management, corporate social responsibility and

performance in the hotel industry. Int. J. Hosp. Manag. 2014, 41, 77–87. [CrossRef]
35. Longo, M.; Mura, M.; Bonoli, A. Corporate Social Responsibility and Corporate Performance: The Case of Italian SMEs. Corp.

Gov. 2005, 5, 28–42. [CrossRef]
36. Swaen, V.; Cáceres, R. Impact of Corporate Social Responsibility on Consumer Trust. Res. App. Mark. 2008, 23, 7–34. [CrossRef]
37. Turker, D. Measuring Corporate Social Responsibility: A Scale Development Study. J. Bus. Eth. 2009, 85, 411–427. [CrossRef]
38. Aguinis, H.; Glavas, A. What we know and don’t know about corporate social responsibility: A review and research agenda. J.

Manag. 2012, 38, 932–968. [CrossRef]
39. Brown, T.; Dacin, P. The company and the product: Corporate associations and consumer product responses. J. Mark. 1997, 61,

68–84. [CrossRef]
40. Subhadeep, S.; Bhattacharya, C.B. Does Doing Good Always Lead to Doing Better? Consumer Reactions to Corporate Social

Responsibility. J. Mark. Res. 2001, 4, 59–67.
41. Grönroos, C. Keynote paper from marketing mix to relationship marketing-towards a paradigm shift in marketing. Manag. Dec.

1997, 35, 322–339. [CrossRef]
42. Zeithaml, V.A.; Bitner, M.J. Services Marketing: Integrating Customer Focus across the Firm, 2nd ed.; Irwin/McGraw-Hill: Boston,

MA, USA, 2000.
43. Ulaga, W.; Eggert, A. Relationship Value and Relationship Quality: Broadening the Nomological Network of Business-to-Business

Relationships. Euro. J. Mark. 2006, 40, 311–327. [CrossRef]
44. Zeithaml, V.A.; Berry, L.L.; Parasuraman, A. The behavioral consequences of service quality. J. Mark. 1996, 60, 31–46. [CrossRef]
45. Monroe, K. Pricing: Making Profitable Decisions; McGraw-Hill: New York, NY, USA, 1990.
46. Lovelock, C.H. Services Marketing; Prentice Hall Series in Marketing: New Jersey, NJ, USA, 1991.
47. Gale, B.T. Managing Customer Value: Creating Quality and Service That Customers Can See; The Free Press: New York, NY, USA, 1994.
48. Bigné, J.E.; Moliner, M.A.; Callarisa, L.J. El valor y la fidelización de clientes: Una propuesta de modelo dinámico de compor-

tamiento. Revista Europea de Dirección y Economía de la Empresa 2000, 9, 65–78.
49. Teas, R.; Agarwal, S. The Effects of Extrinsic Product Cues on Consumers’ Perceptions of Quality, Sacrifice, and Value. J. Acad.

Mark. Sci. 2000, 28, 278–290. [CrossRef]
50. Herrmann, A.; Huber, F. Gaining Competitive Advantage through Customer Value oriented Management. J. Cons. Mark. 2001, 18,

96–110.
51. De Ruyter, K.; Wetzels, M.; Lemmink, J.; Mattson, J. The dynamics of the service delivery process: A value-based approach. Int. J.

Res. Mark. 1997, 14, 231–243. [CrossRef]
52. Sweeney, J.C.; Soutar, G. Consumer perceived value: The development of multiple item scale. J. Ret. 2001, 77, 203–220. [CrossRef]
53. Sánchez-García, J.; Callarisa-Fiol, L.; Rodríguez-Artola, R.; Moliner, M.A. Perceived value of the purchase of a tourism product.

Tour. Manag. 2006, 27, 394–409. [CrossRef]
54. Sheth, J.N.; Newman, B.I.; Gross, B.L. Consumption Values and Market Choices: Theory and Applications; Cincinnati: Southwestern,

OH, USA, 1991.
55. Sureshchandar, G.; Rajendran, C.; Tj, K. Customer perceptions of service quality: A critique. Tot. Qual. Manag. Bus. Excell. 2001,

12, 111–124. [CrossRef]
56. Ganesan, S. Determinants of Long-Term Orientation in Buyer-Seller Relationships. J. Mark. 1994, 58, 1–19. [CrossRef]
57. Morgan, R.M.; Hunt, S.D. The commitment-trust theory of relationship marketing. J. Mark. 1994, 58, 20–38. [CrossRef]
58. Soh, H.; Reid, L.N.; Whitehill King, K. Measuring trust in advertising: Development and validation of the ADTRUST Scale. J. Adv.

2009, 38, 83–103. [CrossRef]

http://doi.org/10.1080/10941665.2012.742915
http://doi.org/10.1016/j.annals.2008.09.003
http://doi.org/10.1016/j.ijhm.2011.04.013
http://doi.org/10.1108/IJSSP-02-2014-0010
http://doi.org/10.5465/amr.1979.4498296
http://doi.org/10.5840/beq200313435
http://doi.org/10.1016/j.ijhm.2012.12.004
http://doi.org/10.1007/s10551-007-9572-4
http://doi.org/10.1016/j.ijhm.2014.05.003
http://doi.org/10.1108/14720700510616578
http://doi.org/10.1177/205157070802300402
http://doi.org/10.1007/s10551-008-9780-6
http://doi.org/10.1177/0149206311436079
http://doi.org/10.1177/002224299706100106
http://doi.org/10.1108/00251749710169729
http://doi.org/10.1108/03090560610648075
http://doi.org/10.1177/002224299606000203
http://doi.org/10.1177/0092070300282008
http://doi.org/10.1016/S0167-8116(97)00004-9
http://doi.org/10.1016/S0022-4359(01)00041-0
http://doi.org/10.1016/j.tourman.2004.11.007
http://doi.org/10.1080/09544120020010138
http://doi.org/10.1177/002224299405800201
http://doi.org/10.1177/002224299405800302
http://doi.org/10.2753/JOA0091-3367380206


Sustainability 2021, 13, 300 20 of 21

59. El-Manstrly, D.; Harrison, T. A critical examination of service loyalty measures. J. Mark. Manag. 2011, 4, 29–39. [CrossRef]
60. Aurier, P.; N’Goala, G. The differing and mediating roles of trust and relationship commitment in service relationship maintenance

and development. J. Acad. Mark. Sci. 2008, 38, 303–325. [CrossRef]
61. Guenzi, P.; Johnson, M.D.; Castaldo, S. A comprehensive model of customer trust in two retail stores. J. Serv. Manag. 2009, 20,

290–316. [CrossRef]
62. Dick, A.S.; Basu, K. Customer loyalty: Toward an integrated conceptual framework. J. Acad Mark. Sci. 1994, 22, 99–113. [CrossRef]
63. Kantsperger, R.; Kunz, W.H. Consumer trust in service companies: A multiple mediating analysis. Manag. Serv. Qual. 2010, 20,

4–25. [CrossRef]
64. Coulter, K.; Coulter, R. Determinants of Trust in a Service Provider: The Moderating Role of Length of Relationship. J. Serv. Mark.

2002, 16, 35–50. [CrossRef]
65. Marín, L.; Cuestas, P.J.; Román, S. Determinants of Consumer Attributions of Corporate Social Responsibility. J. Bus. Ethics. 2016,

138, 247–260. [CrossRef]
66. Sichtmann, C. An analysis of antecedents and consequences of trust in a corporate brand. Euro. J. Mark. 2007, 41, 999–1015.

[CrossRef]
67. Kim, H.; Hur, W.M.; Yeo, J. Corporate Brand Trust as a Mediator in the Relationship between Consumer Perception of CSR,

Corporate Hypocrisy, and Corporate Reputation. Sustainability 2015, 7, 3683–3694. [CrossRef]
68. Vlachos, P.; Tsamakos, A.; Vrechopoulos, A.; Avramidis, P. Corporate social responsibility: Attributions, loyalty and the mediating

role of trust. J. Acad. Mark. Sci. 2009, 37, 170–180. [CrossRef]
69. Gounaris, S.; Venetis, K. Trust in industrial service relationships: Behavioral consequences, antecedents and the moderating effect

of the duration of the relationship. J. Serv. Mark. 2002, 1, 636–655. [CrossRef]
70. Chenet, P.; Danaher, T.; O’Sullivan, D. Service quality, trust, commitment and service differentiation in business relationships. J.

Serv. Mark. 2010, 24, 101–118. [CrossRef]
71. Aydin, S.; Özer, G. The analysis of antecedents of customer loyalty in the Turkish mobile telecommunication market. Euro. J.

Mark. 2005, 39, 910–925. [CrossRef]
72. Yeh, Y.S.; Li, Y.M. Building trust in m-commerce: Contributions from quality and satisfaction. Online Info. Rev. 2009, 33, 1066–1086.
73. Caruana, A. The impact of switching costs on consumer loyalty: A study among corporate customers of mobile telephony. J.

Target. Meas. Anal. Mark. 2004, 12, 256–268. [CrossRef]
74. Martínez García de Leaniz, P.; Rodríguez-del-Bosque, I. CSR and customer loyalty: The roles of trust, customer identification

with the company and satisfaction. Int. J. Hosp. Manag. 2013, 35, 89–99. [CrossRef]
75. Cunningham, R.M. Brand loyalty, what, where, how much? Harv. Bus. School Publ. 1956, 34, 116–128.
76. Rauyruen, P.; Miller, E.; Barrett, N.J. Relationship quality as a predictor of B2B customer loyalty. J. Bus. Res. 2007, 60, 21–31.

[CrossRef]
77. Oliver, R.L. Whence customer loyalty? J. Mark. 1999, 63, 33–44. [CrossRef]
78. Al-Hawari, M.; Ward, T.; Newby, L. The relationship between service quality and retention within the automated and traditional

context of retail banking. J. Serv. Manag. 2009, 20, 455–472. [CrossRef]
79. Bloemer, J.; De Ruyter, K. On the relationship between store image, store satisfaction and store loyalty. Euro. J. Mark. 1998, 32,

499–513. [CrossRef]
80. Yang, Z.; Peterson, R. Customer Perceived Value, Satisfaction, and Loyalty: The Role of Switching Costs. Psycho. Mark. 2004, 21,

799–822. [CrossRef]
81. Jensen, J.; Hansen, T. An empirical examination of brand loyalty. J. Prod. Brand Manag. 2006, 15, 442–449. [CrossRef]
82. Fishbein, M.; Ajzen, I. Belief, Attitude, Intention and Behaviour: An Introduction to Theory and Research; Addison-Wesley: Reading,

MA, USA, 1975.
83. Ajzen, I.; Fishbein, M. Understanding Attitudes and Predicting Social Behavior; Prentice-Hall: Englewood Cliffs, NJ, USA, 1980.
84. Li, F.; Miniard, P. On the Potential for Advertising to Facilitate Trust in the Advertised Brand. J. Adv. 2006, 35, 101–112. [CrossRef]
85. Okazaki, S.; Díaz-Martín, A.M.; Rozano, M.; Menéndez-Benito, H.D. Using Twitter to engage with customers: A data mining

approach. Int. Res. 2015, 25, 416–434. [CrossRef]
86. Dimitriadis, S.; Kouremenos, A.; Kyrezis, N. Trust-based segmentation. Preliminary evidence from technology-enabled bank

channels. Int. J. Bank Mark. 2011, 29, 5–31. [CrossRef]
87. Deb, M.; Chavali, K. Significance of trust and loyalty during financial crisis: A study on customer behavior of Indian banks. S.

Asian J. Manag. 2010, 17, 43–60.
88. Trif, S.M. The influence of overall satisfaction and trust on customer loyalty. Manag. Mark. 2013, 8, 109–128.
89. Brislin, R.W. Back-translation for cross-cultural research. J. Cross Cult. Psycho. 1970, 1, 185–216. [CrossRef]
90. Maignan, I.; Ferrell, O.; Hult, G.; Tomas, M. Corporate Citizenship: Cultural Antecedents and Business Benefits. J. Acad. Mark Sci.

1999, 27, 455–469. [CrossRef]
91. Pérez, A.; Rodríguez-del-Bosque, I. Measuring CSR Image: Three Studies to Develop and to Validate a Reliable Measurement

Tool. J. Bus. Ethics 2013, 118, 51–88. [CrossRef]
92. Mercer, J.J. Corporate Social Responsibility and Its Importance to Consumers. Ph. D. Thesis, Claremont Graduate University,

St. Claremont, CA, USA, 2003.

http://doi.org/10.1080/0267257X.2013.803139
http://doi.org/10.1007/s11747-009-0163-z
http://doi.org/10.1108/09564230910964408
http://doi.org/10.1177/0092070394222001
http://doi.org/10.1108/09604521011011603
http://doi.org/10.1108/08876040210419406
http://doi.org/10.1007/s10551-015-2578-4
http://doi.org/10.1108/03090560710773318
http://doi.org/10.3390/su7043683
http://doi.org/10.1007/s11747-008-0117-x
http://doi.org/10.1108/08876040210447351
http://doi.org/10.1108/08876041011060440
http://doi.org/10.1108/03090560510601833
http://doi.org/10.1057/palgrave.jt.5740113
http://doi.org/10.1016/j.ijhm.2013.05.009
http://doi.org/10.1016/j.jbusres.2005.11.006
http://doi.org/10.1177/00222429990634s105
http://doi.org/10.1108/09564230910978539
http://doi.org/10.1108/03090569810216118
http://doi.org/10.1002/mar.20030
http://doi.org/10.1108/10610420610712829
http://doi.org/10.2753/JOA0091-3367350407
http://doi.org/10.1108/IntR-11-2013-0249
http://doi.org/10.1108/02652321111101356
http://doi.org/10.1177/135910457000100301
http://doi.org/10.1177/0092070399274005
http://doi.org/10.1007/s10551-012-1588-8


Sustainability 2021, 13, 300 21 of 21

93. Decker, O.S. Corporate social responsibility and structural change in financial services. Manag. Audit. J. 2004, 19, 712–728.
[CrossRef]

94. Bitner, M.J. Evaluating service encounters; the effects of physical surroundings and employee responses. J. Mark. 1990, 54, 69–82.
[CrossRef]

95. Wakefield, K.; Blodgett, J. The effect of servicescapes on customers’ behavioral intentions in leisure service settings. J. Serv. Mark.
1996, 10, 45–61. [CrossRef]

96. Reimer, A.; Kühn, R. The impact of servicescape on quality perception. Eur. J. Mark. 2005, 39, 785–808. [CrossRef]
97. Wang, Y.; Wang, Y.; Lin, H.; Tang, T. Determinants of User Acceptance of Internet Banking: An Empirical Study. Int. J. Serv. Ind.

Manag. 2003, 14, 501–519. [CrossRef]
98. Harris, L.; Ezeh, C. Servicescape and loyalty intentions: An empirical investigation. Eur. J. Mark. 2008, 42, 390–422. [CrossRef]
99. Kaura, V. Service Convenience, Customer Satisfaction, and Customer Loyalty: Study of Indian Commercial Banks. J. Glob. Mark.

2013, 26, 18–27. [CrossRef]
100. Hewett, K.; Bearden, W. Dependence, Trust, and Relational Behavior on the Part of Foreign Subsidiary Marketing Operations:

Implications for Managing Global Marketing Operations. J. Mark. 2001, 65, 51–66. [CrossRef]
101. Nicholson, N.; Soane, E.; Fenton-O’Creevy, M.; Willman, P. Personality and Domain-Specific Risk Taking. J. Risk Res. 2005, 8,

157–176. [CrossRef]
102. San Martín, S.; Cillán, J.; Camarero, C. Trust as the Key to Relational Commitment. J. Relat. Mark. 2004, 3, 53–77. [CrossRef]
103. Oliver, R. Satisfaction: A Behavioral Perspective on the Consumer; Richard, D., Ed.; Irwin/McGraw-Hill: Boston, BO, USA, 1996.
104. Gremler, D.; Gwinner, K.; Brown, S. Generating positive word-of-mouth communication through customer-employee relation-

ships. Int. J. Serv. Ind. Manag. 2001, 12, 44–59. [CrossRef]
105. Kishton, J.M.; Widaman, K.F. Unidimensional Versus Domain Representative Parceling of Questionnaire Items: An Empirical

Example. Educ. Pyscho. Meas. 1994, 54, 757–765. [CrossRef]
106. Bou-Llusar, J.C.; Escrig-Tena, A.; Roca-Puig, V.; Beltrán-Martín, I. An empirical assessment of the EFQM Excellence Model:

Evaluation as a TQM framework relative to the MBNQA Model. J. Op. Manag. 2009, 27, 1–22. [CrossRef]
107. Bandalos, D.L.; Finney, S.J. Item Parceling Issues in Structural Equation Modelling. In Advanced Structural Equation Modeling: New

Developments and Techniques; Marcoulides, R., Schumacker, E., Eds.; Lawrence Erlbaum Associates, Inc.: Mahwah, NJ, USA, 2001.
108. Landis, R.S.; Beal, D.J.; Tesluk, P.E. A comparison of approaches to forming composite measures in structural equation models.

Org. Behav. Res. 2000, 3, 186–207. [CrossRef]
109. Bagozzi, R.; Edwards, J. A General Approach for Representing Constructs in Organizational Research. Org. Res. Meth. 1998, 1,

45–77. [CrossRef]
110. Little, T.; Cunningham, W.; Shahar, G.; Widaman, K. To Parcel or Not to Parcel: Exploring the Question, Weighing the Merits.

Struct. Equ. Modeling A Multidiscip. J. 2002, 9, 151–173. [CrossRef]
111. MacCallum, R.; Widaman, K.; Zhang, S.; Hong, S. Sample Size in Factor Analysis. Psychol. Meth. 1999, 4, 84–99. [CrossRef]
112. Fornell, C.; Larcker, D. Structural equation models with unobservable variables and measurement error. J. Mark. Res. 1981, 18,

39–50. [CrossRef]
113. Jöreskog, K.G.; Sörbom, D. LISREL 8: Structural Equation Modeling with the SIMPLIS Command Language; Scientific Software

International: Chicago, IL, USA, 1996.
114. Bagozzi, R.P. Performance and satisfaction in an Industrial salesforce: An examination of their antecedents and simultaneity. J.

Mark. 1980, 44, 65–77. [CrossRef]
115. Hair, J.F.; Black, W.C.; Babin, B.J.; Anderson, R.E.; Tatham, R.L. Multivariate Data Analysis, 6th ed.; Prentice Hall: Upper Saddle

River, NJ, USA, 2006.
116. Bagozzi, R.P.; Yi, Y. On the evaluation of structural equation models. J. Acad. Mark. Sci. 1988, 16, 74–94. [CrossRef]

http://doi.org/10.1108/02686900410543840
http://doi.org/10.1177/002224299005400206
http://doi.org/10.1108/08876049610148594
http://doi.org/10.1108/03090560510601761
http://doi.org/10.1108/09564230310500192
http://doi.org/10.1108/03090560810852995
http://doi.org/10.1080/08911762.2013.779405
http://doi.org/10.1509/jmkg.65.4.51.18380
http://doi.org/10.1080/1366987032000123856
http://doi.org/10.1300/J366v03n01_04
http://doi.org/10.1108/09564230110382763
http://doi.org/10.1177/0013164494054003022
http://doi.org/10.1016/j.jom.2008.04.001
http://doi.org/10.1177/109442810032003
http://doi.org/10.1177/109442819800100104
http://doi.org/10.1207/S15328007SEM0902_1
http://doi.org/10.1037/1082-989X.4.1.84
http://doi.org/10.1177/002224378101800104
http://doi.org/10.1177/002224298004400208
http://doi.org/10.1007/BF02723327

	Introduction 
	Corporate Social Responsibility: Theoretical Framework 
	Consequences of Corporate Social Responsibility 
	Perceived Value 
	Trust 
	Loyalty 

	Method 
	Analysis and Results 
	Measure Reliability and Validity 
	Hypothesis Testing 

	Discussion 
	Theoretical Implications 
	Managerial Implications 
	Limitations and Future Research Lines 

	References

