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Abstract: Achieving consumer loyalty will remain a prime objective of every business in the current
volatile, uncertain, complex and ambiguous environment (VUCA), which demands some out-of-the-
box thinking on the part of policymakers to sustain the competitive advantage. Sustainability has been
emerging as a “new normal” for all industries of the present era, which forces all sectors to incorporate
it into their business operations. There have been studies on the relationship between sustainability
and consumer loyalty, but these studies are inconclusive, further establishing the importance of more
research in this area. In this frame of reference, the present research objective is to test the dimensional
impact of corporate social responsibility (CSR) activities (economic, environmental, social) on banking
consumers’ loyalty in the context of Pakistan. The data were collected from different bank account
holders, which were then analyzed through the structural equation modeling (SEM) technique in
AMOS. The results revealed that all three dimensions of CSR positively relate to consumer loyalty.
The banking industry policymakers can benefit from the findings of the present study to understand
sustainability from the lens of marketing to drive a higher level of consumer loyalty.

Keywords: corporate social responsibility; consumer loyalty; bank; sustainability; brand loyalty

1. Introduction

The concept of sustainability has been recognized as a ”new normal” for modern
businesses, and the trend for eco-friendly products and services is on the rise among all
consumers globally, who prefer to purchase from sustainable organizations over cheap
ones [1]. According to a report by McKinsey, sustainability is the biggest challenge and the
enormous opportunity for modern businesses of recent times [2]. Furthermore, it has also
been noted that search for sustainable products over the internet, on the part of consumers,
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has risen three times in 2019 compared to 2016 [2]. All these indicators clearly indicate
a growing recognition among consumers for sustainable goods and services all over the
world. It is no secret that contemporary businesses have to respond to the environment in
order to grab the meaningful attention of consumers [3]. Sustainability is a well-voiced
matter of modern times that can be listened to in every business sector irrespective of
a specific industry. Hence, to be engaged in sustainable initiatives is a key concern for
businesses [4].

Likewise, promoting consumer loyalty will remain lucrative for organizations in the
current stiff competitive environment. According to a study, it is estimated that gaining
new consumers is five times more costly as compared to retaining existing consumers [5];
but how to gain consumer loyalty is an issue that requires further research in this area. In
times gone by, an organization could retain their consumers just by producing better quality
products or services, but to gain the loyalty of modern consumers, only producing high-
quality products will not assure that consumers will stand by a particular organization [6].
In the present era, different pressures such as commoditization, globalization and market
saturation urge marketers to develop new and out-of-the-box strategies to gain loyalty
from consumers. One such strategy is to incorporate sustainability, which should be at the
core of the business objectives of an organization [7].

In the same vein, Strandberg [8] mentioned that it would be very difficult for organiza-
tions in the coming future to convince consumers with ordinary sustainability practices to
get realization from consumers that a particular organization is socially responsible. In fact,
future organizations will have to respond to society and the environment proactively. Her
prediction about future businesses clearly highlights the importance of real, sustainable
practices for a business from the perspective of consumer loyalty. She further argued
that future businesses would have to relook their entire organization to explore the key
touchpoints that can make meaningful eco-friendly changes.

Another takeaway from the perspective of modern consumers is that organizations
need to deliver something tangible in terms of sustainability because only “token action” is
not acceptable for modern consumers. Hence, a well-planned loyalty program needs to in-
corporate a green strategy effectively. In order to win the trust of consumers, contemporary
organizations need to understand that loyalty is something that stems from consumers’
liking of a brand. They like a brand if it has shared values in line with consumers’ values [9];
one such shared value of recent times is sustainability.

Consumer loyalty is a prime objective of any organization and in the current business
environment, which is already volatile, uncertain, complex, and ambiguous (VUCA),
contemporary businesses must develop a competitive advantage on a solid foundation, for
example, looking at sustainability as a base for competitive advantage [10–12]. Different
studies in prior literature have developed a relationship between perceived environmental
sustainability and consumer loyalty [13,14], but these studies are inconclusive. For example,
in a recent study, Nyadzayo et al. [15] confirmed that corporate social responsibility (CSR)
has no direct relationship with loyalty in the sports sector. In the same connection, the
study of Ajina et al. [16] also reported the same results. Likewise, what has been missed by
contemporary researchers is the influence of economic and social dimensions of corporate
social responsibility (henceforth referred to as CSR) on consumer loyalty, which is very
important to explore from a marketing perspective.

Furthermore, it is also essential to know that not all CSR dimensions have the same
impact on consumer loyalty. Although there has been a growing concern among contempo-
rary scholars to investigate the relationship between CSR and consumer loyalty [17,18], the
inconsistent results indicate a need to conduct more research studies in this area. Mainly,
recent studies have established the relationship between the environmental dimension of
CSR and consumer loyalty. However, very little is known from the perspective of economic
and social dimensions, and how these dimensions can impact consumer loyalty, which has
been underexplored to date. Hence, the objective of the present study is to investigate the
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dimensional impact of CSR activities of organizations on consumer loyalty in the context
of a developing nation.

The proposed theoretical model of the present study was tested in the banking sector
of Pakistan. This sector was selected purposefully for two reasons. First, the banking sector
worldwide is attributed as a homogenized sector in which most banking institutions serve
their consumers with the same kind of standardized products and services. This character
of homogenization makes it challenging for banking marketers to differentiate their product
or services from the competitors meaningfully; hence, it poses a serious challenge of how to
improve consumer loyalty in an industry that already has very little to differentiate. Second,
most of the prior studies in the banking sector have primarily explored the phenomenon of
CSR with a philanthropic mindset [19–21], whereas the marketing-related perspective in
this connection has been largely ignored. The present study aims to bridge these gaps by
investigating the dimensional (economic, social, and environmental) impact of the banking
sector’s CSR initiatives on consumer loyalty.

This study contributes to the contemporary literature in many ways; for instance, it
enriches the existing CSR literature in the context of economic, social, and environmental
dimensions, and how these dimensions are related to consumer loyalty in the banking
sector, which is scarce in extant literature. Furthermore, the present study is also important
because it adds to the existing CSR literature in the setting of a developing economy,
whereas most of the prior studies have been conducted in developed economies [22–24].
The present study argues that developing economies and developed economies differentiate
significantly from each other in terms of market structure, capital structure, resources,
and inclination toward CSR. Hence, CSR findings from developed countries may not be
replicated in developing countries contexts. Lastly, the present study adds to the recent
literature by shedding light on the philosophy of sustainability from the lens of marketing
to provide a strong basis for a competitive advantage, especially in the banking sector. The
remainder of this article is structured as follows: the coming section describes relevant
literature to develop hypotheses and the research framework of the present study. Then, the
methodology and results sections discuss the sample, data collection and instrumentation
of the present study, as well as how the collected data were analyzed. Finally, in the
last section, the study presents the discussion section, which includes implications and
limitations for future research.

2. Literature and Hypotheses Development

The present study employs the theory of attribution [25] and the theory of norm reci-
procity [26] to support the hypotheses of the present study. The authors believe that both of
these theories are relevant to this study. Several previous researchers have extensively used
these two theories to explain consumer behavior [27–31]. The attribution theory argues
that individual attributes provide a foundation for some specific behavior. This theory is
supportive in understanding various reasons for consumer behavior triggered by different
events. To this end, the present study argues that the process of consumer attribution pro-
vides them support in identifying and evaluating an organization as a socially responsible
entity. Hence, through their attribution process, they positively evaluate an organization
due to its socially responsible behavior. Likewise, the theory of norm reciprocity contends
that individuals are expected to reciprocate a benefit received from others with a benefit. In
this context, when consumers believe that a certain organization is socially responsible, and
cares for society and nature, they feel that the organization benefits the overall society and
nature at large. Hence, they reciprocate such socially responsible organizations positively
by showing a higher level of loyalty.

Different researchers in prior literature have previously studied the relationship be-
tween consumer loyalty and CSR. Many of these researchers have developed their research
models based on CSR or corporate sustainability. CSR is described as economic, legal, so-
cial, and environmental issues that a business incorporates into its operations in accordance
with stakeholders’ expectations [32]. Next, the study identifies the current state of the
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literature on the central theme of the present research study by exploring the different CSR
dimensions, and establishes their relationship with consumer loyalty. Most of the relevant
research on the relationship between consumer loyalty and CSR has been conducted in
developed countries [33] or regions such as Spain [34], Taiwan [35], and South Korea [36].

Thus, Han et al. [37] showed that the environmental dimension of CSR is positively
associated with consumer loyalty. Likewise, in a recent study, Aramburu and Pescador [38]
confirmed that the social dimension of CSR has a positive impact on consumer loyalty
by mediating the role of reputation. Aramburu and Pescador [38] also confirmed that
the social dimension of CSR has a positive impact on consumer loyalty by mediating
the role of reputation. In addition, Glaveli [39] concluded that appropriate sustainability
reporting measures might positively affect consumer loyalty through trust and identifica-
tion. Gürlek et al. [40] showed that the environmental dimension of CSR affects customer
loyalty through the brand image of a company. More recently, Moisescu [41] reported
that the telecommunication companies implementing sustainable (economic, social, and
environmental) policies have better consumer loyalty than those that did not incorporate
sustainability at the core of their business objectives. There are different studies on the
topic of CSR and customer loyalty in the banking sector that confirm that CSR is positively
related to consumer loyalty [34,42,43].

Likewise, some recent calls from contemporary literature also confirmed that different
CSR dimensions (economic, social, and environmental) are positively related to consumer
loyalty [40,44–46]. However, the issue in contemporary literature is that studies in the
domain of CSR have produced different results; even some studies reported no relationship
between CSR and consumer loyalty. For instance, in one study, Ajina, Japutra, Nguyen,
Alwi, and Al-Hajla [16] reported that there is no direct relationship between CSR and
consumer loyalty in the Saudi banking industry. The same kind of observations was
also noticed by Nyadzayo, Leckie, and McDonald [15], who contended that the direct
relationship of CSR with consumer loyalty is not significant in the sports sector. Similarly,
Khan and Fatma [47], mentioned in their study that in the Indian fast-moving consumers’
goods (FMCG) sector, there was no direct relationship of CSR with consumer loyalty. On
the other hand, there is a series of findings from contemporary researchers who produced
contrary results by confirming that CSR positively influences consumer loyalty in different
industries and contexts—for example, some recent studies that are good examples of
this connection are those by Han, Yu, and Kim [37]; Aramburu and Pescador [38]; and
Glaveli [39].

The idea of CSR has been debated for many decades, but it is still evolving, even
in 2021. CSR is majorly categorized into two categories: one refers to the well-being of
stakeholders, while the second refers to social well-being [48]. Society is an important
part of the business environment, as mentioned by different scholars in the current litera-
ture [49–51]. Modern consumers with an understanding of social welfare have encouraged
organizations to display a sense of responsibility toward society [52]. Arguably, there are
disagreements that whether CSR activities of a bank have a significant impact on customer
behavior, including satisfaction [53,54] and loyalty [55,56]. In a recent survey, Sun, Rabbani,
Ahmad, Sial, Cheng, Zia-Ud-Din, and Fu [43] examined the relationship of CSR activities
to consumer loyalty, and found a positive association between CSR activities of a bank
and consumer loyalty. Likewise, researchers such as Ahmad, Scholz, Ullah, Arshad, Sabir,
and Khan [42] also explored the relationship between CSR and consumer loyalty in the
banking context, and established that the CSR activities of a bank help enhance consumer
loyalty. Many other studies have been conducted in the past to determine the relationship
between loyal customers and CSR from the perspective of banking institutions [21,55,57].
The survival and success of a business are closely linked to loyal consumers. It is clear that
the integration of CSR is being used as a marketing tool to attract loyal customers in the
banking sector [58]. Companies looking to increase loyal customers can do this by using
CSR as a way to build an image of a socially responsible organization. This can be best
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achieved if companies adopt a sustainable development approach, addressing the social,
environmental and economic aspects of CSR.

In a nutshell, the general argument established in the recent literature about the
relationship between different dimensions of CSR and consumer loyalty is positive. Hence,
the present study expects that the economic, social, and environmental dimensions of
CSR are likely to induce consumer loyalty in a positive manner in the banking sector of a
developing country. However, it is reasonable to assume that it is unlikely to think that all
three CSR dimensions will have the same effect on consumer loyalty. Hence, based on this
assumption, and in line with the above literary arguments, it seems logical to propose the
following set of hypotheses along with the proposed research model (Figure 1):

Figure 1. Proposed research model, showing path directions of three dimensions of corporate social responsibility CSR,
which have been taken as independent variables (X1, X2, X3), whereas consumer loyalty is taken as a dependent variable
(Y). Based on the above-proposed research model, the present study intends to test three hypotheses (H1, H2, H3).

Hypothesis 1 (H1). The economic dimension of CSR is positively related to consumer loyalty.

Hypothesis 2 (H2). The environmental dimension of CSR is positively related to consumer loyalty.

Hypothesis 3 (H3). The social dimension of CSR is positively related to consumer loyalty.

3. Methodology

The proposed research model was tested in the banking sector of Pakistan. Mainly,
there are two banking streams in Pakistan; one is conventional banking, and the other
one is Islamic banking. The major difference between these two is that Islamic banks
operate under interest-free banking philosophy, whereas conventional banks operate
under the standard interest-based banking structure. This study has considered primarily
conventional banking because it is operational in Pakistan for many decades, whereas the
structure of Islamic banks is still evolving in the country. Hence, among the sampled banks,
there was only one Islamic bank (Meezan Bank).

In order to represent the banking sector of Pakistan, the authors selected six banks of
Pakistan: Habib Bank Limited, which has the largest branch network in Pakistan with more
than 1700 branches and total assets of Rs. 3297 billion [59]; the National Bank of Pakistan is
the second-largest Pakistani bank in terms of branches, as it has over 1450 branches with
total assets of Rs. 3100 billion [60]; United Bank Limited with 1390 branches and total
assets of Rs. 1620 [61]; MCB Bank Limited with 1400 plus branches and total assets of
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Rs. 1667.6 billion [62]; Allied Bank Limited with 1350 plus branches with total assets of
Rs.1481 billion [63]; and Meezan Bank with 600 plus branches all over the country, and
total assets of Rs. 362 billion [64].

The selection of these banks was made on four grounds. First, these banks represent
the largest banking sector of the country, and have their presence almost in every corner
of the country, and they also have their operations abroad. Second, these banks were
also chosen due to their involvement in CSR activities. Third, each bank has a separate
webpage for sustainability disclosure to different stakeholders, and fourth, these banks
hold the largest share of banking consumers in the country [65]. In the above context, the
selection of these banks seems justified to represent the banking sector of Pakistan. This
study declared an individual as a respondent who has a bank account in at least one of
these banks. The authors collected the data of the banking consumers from the city of
Lahore, which is one of the largest cities, and the selected banks of the present study have
multiple branches at different locations in this city.

The wake of the second spike of COVID-19 posed a serious challenge for authors in
the process of data collection because most banks did not allow the authors to collect the
data from respondents within the premises of a bank. In order to address the situation,
the authors adopted another strategy for data collection, and approached the respondents
when they were leaving the banks or when they were present outside the ATM premises.
The collection of data in such a way is in line with previous researchers [42,43,66].

Before starting the data collection phase, the authors got the informed consent of the
participants to participate in the survey voluntarily. The authors used an online sample
calculator [67] and got 377 as the sample size. In this online calculator, the authors picked
the option for unknown population numbers as authors did not have any sampling frame
of the known population for banking consumers, so the calculator was set to estimate
the sample size for unknown populations. Similarly, the authors selected the option of
a 95% level of confidence from this calculator. In order to achieve this sample size, the
authors distributed 600 questionnaires (Appendix A) among different respondents from
the selected banks, and eventually received 369 filled questionnaires to prepare the final
dataset for the analysis; hence, the response rate of the present study remained around
62%. The authors dealt with the potential issue of social desirability by taking several steps;
for example, the study respondents were approached during different times of the day.
Likewise, the items of the variables were scattered randomly in the questionnaire so that
no predetermined sequence could be established on the part of respondents. In the same
vein, the authors used simple words in the questionnaire to avoid ambiguity. Furthermore,
a screening question was also asked from the respondents in order to know whether they
had a basic idea of the CSR concept.

Measures

The authors used already established scales for the variables of the present study, so
the validity and reliability of the instrument are pre-established. For example, a two-item
scale of the economic dimension of CSR was adopted from Crespo and del Bosque [68] and
Pérez and Del Bosque [69]; similarly, the scale of the environmental dimension of CSR was
adopted from the studies of Brunk [70], Pérez and Del Bosque [69], and Turker [71]; this
scale was comprised of four items. A six-item scale was used to measure the environmental
dimension of CSR, the scale was adapted from the studies of Turker [71], Pérez and Del
Bosque [69], and Crespo and del Bosque [68]. Lastly, a three-item scale of consumer loyalty
was adopted from Dagger et al. [72]. All the items were rated on a five-point Likert scale.
The demographic profile of respondents has been presented in Table 1.
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Table 1. Demographic profile.

Frequency %

Gender
Male 241 65.3

Female 128 34.7

Age
18–20 37 10.0
21–30 93 25.2
31–40 109 29.5
41–45 74 20.1

Above 45 56 15.2

Education
Intermediate 48 13.0

Graduate 111 30.1
Master 136 36.9
Higher 74 20.0

4. Results

In the data analysis, the authors dealt with the issue of common method bias (CMB),
which could be a potential issue because data for all variables of the present study were
collected from the same respondent. In order to address this issue, the authors took
three specific steps. First, the authors used the approach recommended by Fornell and
Larcker [73]; in this connection, the authors used single-factor analysis by loading all the
items of the study on a single factor in order to know if there is any single dominant
factor that explains more than 50% of the total variance. The results revealed that no such
dominant factor exists, as the single factor was explaining 32.69% of the total variance,
which confirms that common method bias is not a potential threat for the present study.
Second, to limit the potential threat of CMB, the authors randomly scattered the items
of all variables in the questionnaire [74]. This step is important because it mitigates the
likelihood of respondents to like or dislike the items of a specific variable of the study.
Third, in line with the recommendation of Lindell and Whitney [75], the authors applied
the marker variable technique and introduced abusive leadership as a marker variable.
The lowest value of the correlation between abusive leadership with study variables was
considered a CMB estimate. This lowest correlation was between abusive leadership and
the environmental dimension of CSR (r = 0.008); hence, the authors adjusted the correlations
between all variables of the present study based on r = 0.008. The results revealed that the
adjusted correlations were still significant, which establishes that CMB is not a potential
issue for the dataset of the present study. This step is in line with the recommendations
of [34].

The data analysis section was actuated with factor analysis in order to know if there
is any discrepancy in the data in terms of weak item loadings. These results have been
reported in Table 2. The results confirmed that all items were well loaded onto their
respective factors (item loading for all items >0.5 as per the guidelines of Fornell and
Larcker [73]), which means that there is no issue in terms of factor loading. Hence, the
authors established that the dataset is appropriate to proceed further for data analysis.
Next, the authors reported the values of standard deviation (SD) in Table 2. According
to the results, all SD values are less than 1, indicating less dispersion in the data with
its inclination toward the mean. Furthermore, the authors also checked the results of
correlation analysis and concluded that all variables were positively associated with each
other. The correlation values are showing a modest correlation, which pushes away the fear
of multicollinearity (see Table 2). The results of reliability (Cronbach alpha and composite
reliability) confirmed the reliability (all values above 0.7). Finally, the authors presented
model fit indices (χ2/df = 4.17, RMSEA = 0.069, NFI = 0.910, CFI = 0.933, GFI = 0.931) in
order to evaluate whether there is a fit between the database model and theoretical model
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of the study. The results of model fit indices have been presented in the lower-left pan of
Table 2.

Table 2. Correlations, validities, and reliabilities.

Variable Items FL (Min–Max) Mean SD EC EN SO CL

EC 2 0.72–0.85 3.23 0.51 (0.788) x 0.19 ** 0.17 ** 0.24 **
EN 4 0.68–0.87 3.71 0.48 (0.763) x 0.13 ** 0.22 **
SO 6 0.66–0.84 4.12 0.38 (0.756) x 0.27 **
CL 3 0.74–0.89 3.89 0.43 (0.799) x

Model Fit
Indices

Obtained
values

Acceptable
values AVE Alpha CR Skewness Kurtosis

χ2/df
RMSEA

NFI
CFI
GFI

4.17
0.069
0.910
0.933
0.931

5.00
0.08
0.90
0.90
0.90

EC
EN
SO
CL

0.62
0.58
0.57
0.63

0.69
0.77
0.82
0.73

0.72
0.79
0.86
0.76

−0.53
−0.47
−0.68
−0.49

0.46
0.37
0.58
0.53

Notes: FL: factor loading; Alpha: Cronbach’s α coefficient; CR: composite reliability; AVE: average variance extracted. x = square root
of AVE, EC, the economic dimension of CSR; EN, the environmental dimension of CSR; SO, the social dimension of CSR; CL, consumer
loyalty; ** = significant values

According to these results, all values of model fit indices are acceptable (the acceptance
criteria are also mentioned in Table 2). Next, the authors presented the results of two types
of validities named convergent validity and discriminant validity. The convergent validity
is evaluated in terms of average variance extracted (AVE); the rule of thumb is that if
the value of AVE for a variable is equal or greater than 0.5, it means that the criterion
of convergent validity for that variable is fulfilled. For example, the AVE value for the
economic dimension of CSR (EC) is 0.62, which is greater than 0.5, meaning that all items
to measure EC are converged to their respective variable. Furthermore, the authors also
evaluated discriminant validity. In doing so, the authors took the square root of AVE for
each variable, and the obtained value was compared with relative correlation values. If
the square root value of AVE is greater than the relative correlation values, then it means
that the items of one variable are differenitiated from the items of other variables. In other
words, variables are dissimilar. For instance, the value of the square root of AVE for variable
EC is 0.788, which is greater than the values of correlation compared to other variables
such as (EN = 0.19 and SO = 0.17). Hence, the authors established that the criterion for
discriminant validity was fulfilled for the dataset of the present study. Figure 2 presents
the figurative description of the confirmatory factor analysis in AMOS.

In order to test the hypotheses of the present study, the authors used the structural
equation modeling technique (SEM) through AMOS (see Figure 3 and Table 3). The results
confirmed that all three hypotheses of the study were significant and true, as the beta values
were positive and significant. The lower limit confidence interval (LLCI) and upper limit
confidence interval (ULCI) did not contain zero, which means that beta values were signifi-
cant. For example, if the results of H1 are explained in further detail, it is clear that the beta
value is 0.203**, which means that one unit change in the economic dimension of CSR (EC)
will bring a 0.203 unit of change in consumer loyalty (CL). Similar results can be observed
for H2 and H3 (H1; β = 0.203 **, LLCI = 0.138, ULCI = 0.469, p < 0.005-H2; β = 0.182 **,
LLCI = 0.239, ULCI = 0.531, p < 0.005-H3; β = 0.242 **, LLCI = 0.098, ULCI = 0.322, p < 0.005).
Hence, it is proved that H1, H2, and H3 are positively related to consumer loyalty in the
banking sector context. Furthermore, the results also validated that all three dimensions of
CSR have dissimilar impacts on consumer loyalty, highlighting the importance of dimen-
sional analysis of CSR to know which dimension is more influential for consumer loyalty.
In the present study, the results revealed that SO is the most dominant dimension of CSR
in the banking sector of Pakistan.
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Figure 2. Confirmatory factor analysis: This image is extracted from AMOS software directly and presented here to show
the results of covariance and factor loadings.

Figure 3. Structural model; this figure is extracted from AMOS, which shows the path directions for H1, H2, and H3 with
standardized regression weights and R-square values.
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Table 3. Results of hypotheses testing.

Path Beta Value S.E LLCI ULCI Decision

EC→ CL 0.203 ** 0.056 0.138 0.469 supported
EN→ CL 0.182 ** 0.043 0.239 0.531 supported
SO→ CL 0.242 ** 0.061 0.098 0.322 supported
Model-fit
Indices

Obtained
values

Acceptable
Values

Model-fit
Indices

Obtained
values

Acceptable
Values

χ2/df
RMSEA

NFI

3.56
0.0592
0.936

5.00
0.08
0.90

CFI
GFI

0.948
0.942

0.90
0.90

Notes: EC, the economic dimension of CSR; EN, the environmental dimension of CSR; SO, the social dimension
of CSR; CL, consumer loyalty; S.E = standard error, LLCI = lower limit confidence interval, ULCI = upper limit
confidence interval; ** = significant values, means p < 0.005.

5. Discussion and Implications

The present study aimed to test the dimensional impact of CSR activities on consumer
loyalty in the context of the banking sector of Pakistan. In this connection, the study
considered three CSR dimensions, including economic, environmental, and social dimen-
sions. The study argued that the extant literature is under-explored in establishing the
dimensional relationship of CSR activities with consumer loyalty. There have been studies
in prior literature on the topic of CSR, however, the majority of these studies investigated
the phenomenon of CSR in a related organizational context—for example, financial perfor-
mance [45,76] or the employees’ related outcomes [77,78], whereas the potential impact
of CSR from the perspective of consumer-related outcomes is something that is largely
ignored in the extant literature.

The study further contended that each dimension of CSR would influence consumer
loyalty differently. In this vein, the results of the present study revealed that all three
dimensions of CSR have a positive relationship with consumer loyalty. However, there is a
difference of intensity for each dimension with loyalty. For example, the study confirmed
that the most influential dimension of CSR to influence consumer loyalty is the social
dimension (β = 0.242 **). These results are unlike the results of developed countries; for
instance, in their recent study, Han et al. [79] and Han, Yu, and Kim [37] mentioned that
the environmental dimension of CSR has the most influence to induce consumer loyalty.
However, in the South Asian region, especially from the perspective of Pakistan, this finding
is meaningful because the concept of CSR is still in its infancy stage in Pakistan. Although,
during the last decade, there have been some significant improvements on the part of the
government and different non-government organizations to raise the awareness level of
CSR among the rank and file of the country, CSR is still considered with philanthropic
orientation in Pakistan. Perhaps this is why respondents of the survey were convinced that
society building activities of an organization are of much importance for them, and they
consider this dimension more when they make purchase decisions. This study is not the first
to propose this relationship, as some recent calls from contemporary researchers [21,56,80]
also confirm the same finding.

Next, the results of the present study also confirmed that the economic dimension
(β = 0.203 **) of CSR also has a positive relationship with consumer loyalty. According to the
empirical findings of the present study, the respondents were of the opinion that economic
CSR is an influential factor that they consider while making a purchase decision from a
specific bank. Economic honesty—for example, price fairness and long-term economic
orientation—leads banking buyers toward a higher level of loyalty. Surprisingly, most
of the studies in the developing economy context have established that the economic
dimension of CSR is the most influential in predicting consumer loyalty. However, the
results of the present study prove that there is a change in the behavior of individuals
toward CSR because, unlike previous studies, which establish that the economic dimension
of CSR is most influential in predicting consumer loyalty [40,81], the present study revealed
that economic CSR is placed at second to predict consumer loyalty in the banking industry.
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Although economic CSR is in second place, its importance cannot be denied, especially
in the banking sector, where the nature of the industry is more inclined toward economic
concerns. The contemporary researchers have also confirmed the importance of economic
dimensions of CSR for consumer loyalty [41].

Finally, as was expected in a developing country context, the environmental dimen-
sion (β = 0.182 **) of CSR is the least influential for inducing consumer loyalty. This result
is understandable from the perspective of Pakistan, where the concept of CSR is still in
its introductory stages, and individuals do not have a sufficient level of understanding to
establish the importance of the environmental dimension of CSR to reduce the environ-
mental footprint of businesses. However, the present study results revealed that banking
consumers consider the importance of environmental CSR as an important factor that
impacts their loyalty. The importance of this dimension cannot be neglected, keeping in
view the current climate change vulnerability in Pakistan. Different studies confirmed the
relationship between environmental CSR to induce consumer loyalty [82,83].

The results show that CSR is the most needed approach for Pakistani banks to enhance
consumer loyalty. The dominance of economic and social CSR is also evident by the previ-
ous scholars in the banking sector. For example, in their study, Haider and Qayyum [84]
established that the economic dimension of CSR is the most preferred domain of CSR by
the banking consumers in Pakistan, followed by the social dimension. The authors further
mentioned that the environmental dimension of CSR is the least preferred dimension by
the consumers. Similar results were presented by Saleem [85], who acknowledged the
economic and social dominance of CSR in Pakistani banks and established an insignifi-
cant relationship of consumer loyalty to the environmental dimension of CSR. Mubushar
et al. [86] also conducted a study to establish a relationship between CSR and consumer
loyalty in the Pakistan banking sector; interestingly, they did not include the environmental
dimension of CSR.

The present study has some important implications for theory and practice; for in-
stance, the findings of the present study enrich the scant literature on CSR and consumer
loyalty by examining the individual impact of each dimension of CSR on consumer loyalty,
which had been missed in prior literature. Furthermore, the results of the present study
add to the existing literature on CSR and consumer loyalty in the context of a developing
nation, whereas most of the prior studies in this connection were conducted in developed
countries. Lastly, the findings of this study significantly add to the literature of the banking
sector by highlighting the importance of each dimension of CSR to establish banking
consumer loyalty.

The practical implications of the present study are also very important. First, the
study highlights the importance of policymakers from banking institutions to give special
focus on each dimension of CSR in order to reap marketing-related outcomes such as a
higher level of consumer loyalty. The policymakers need to realize that sustainability will
be the “new normal” for every business in the coming future despite how large or how
small a business is. Hence, they need to incorporate sustainability into their core business
philosophy. Furthermore, policymakers should notice that in the future, consumers will
be more and more favoring a sustainable organization that truly takes care of society
and the environment. In the past, it was possible to earn a good brand image through
ordinary CSR efforts, but in modern times, it is not possible. Hence, policymakers need to
focus on each CSR dimension individually to earn the label of “an excellent organization”.
Furthermore, there is no shame. There is no shame in capitalizing on corporate efforts. It
really is a win/win/win situation. The environment gets a break, consumers feel proud to
be associated with a socially responsible brand, and the business thrives through increased
economic outcomes. To conclude, it is imperative to realize on the part of policymakers that
their proposed consumer loyalty program will not work for them the way they anticipate,
as sustainability is becoming a “new normal” for modern businesses without the exclusion
of the banking sector. Hence, incorporating sustainability into core business objectives
shall be the only way to win consumer confidence in the near future.
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Limitations and Future Research Directions

The study at hand is not without limitations, but the authors are also convinced that
these limitations open new horizons for upcoming researchers in the same field. The
first limitation of the study is it only considered the perception of banking consumers
toward the relationship of dimensional CSR and loyalty. However, the study fails to
test such a relationship in other service sectors such as insurance and the healthcare
sector. So, future researchers are encouraged to repeat the study in other service sectors
so that the findings from other sectors in the context of CSR and consumer loyalty may
further enrich the understanding of the readers. Likewise, the cross-sectional nature
of the data in the present study also poses a challenge to establish the causality of the
relationship in the proposed model, so future researchers are required to collect the data
in longitudinal settings. Likewise, just considering the direct relationship of the CSR
dimension to predict consumer loyalty may also be a limitation of the present study because
there are different studies that contend that the CSR relationship is better explained in the
presence of some mediators and moderators. In this regard, the prospective researchers
are encouraged to consider this limitation by adding some mediators such as consumer–
company identification, brand image, reputation, satisfaction, and brand attitude. Lastly,
this study only considered one Islamic bank, so future researchers are encouraged to
consider more Islamic banks.

6. Conclusions

Without a doubt, CSR and loyalty are emerging issues in the banking industry. How-
ever, the dimensions of CSR and its potential linkage with consumer loyalty have not been
sufficiently explored in the banking sector of Pakistan. Filling this void, the present study
uncovered some important findings in the context of the dimensional impact of CSR on
consumer loyalty in the banking sector of Pakistan. Like other developing countries, the
present study also confirmed the dominance of CSR’s social and economic dimensions over
the environmental dimension. One possible reason for such changing results in comparison
to developed countries is that in developing countries, CSR awareness and importance are
not well recognized, even in 2021. Similarly, different factors contribute to the poor state
of CSR affairs in Pakistan, including the passive attitude of the government toward CSR,
resource deficit, and others.

To conclude, according to the present study, the social dimension is the most domi-
nant dimension that influences banking consumer loyalty because most of the banking
consumers are concerned with price fairness and fair profit margins from a bank. In con-
trast, the social dimension is in second place to influence consumer loyalty after economic
consideration, the consumer also considers the contribution of a bank to society. However,
the environmental dimension is something that the banking consumers least consider in
Pakistan. Overall, this study delivers meaningful and essential implications to researchers
and practitioners, enriching the existing banking literature.
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Appendix A

Table A1. The Questionnaire Items.

Construct Items

Economic Dimension of CSR

This bank strives to maximize profits and improve
financial performance (ECSR1)

This bank pursues its success in the long term, not only in
the short term (ECSR2)

Environmental Dimension of CSR

This bank tries to reduce its impact on the environment
(ENCSR1)
This bank strives to minimize the consumption of
resources (ENCSR2)
This bank works diligently to use environmentally
friendly materials (ENCSR3)
This bank is concerned with waste management and
recycling (ENCSR4)

Social Dimension of CSR

This bank contributes to the economic development of the
region (SCSR1)
This bank contributes to welfare and life quality of people
in the region (SCSR2)

This bank creates and sustains jobs in the region (SCSR3)
This bank supports other companies in the region,
collaborating with them (SCSR4)

This bank supports charitable projects addressed to the
disadvantaged (SCSR5)
This bank supports cultural and social events (SCSR6)

Loyalty

I consider this bank my first choice when I purchase the
services they supply (CL1)

I am willing to maintain my relationship with this bank
(CL2)

I am loyal to this bank (CL3)
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