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ABSTRACT
Purpose: This research aims to examine the influence of corporate social
responsibility (CSR) and brand image on customer loyalty, with customer
satisfaction as a mediating variable. Methodology: A quantitative method with a
survey approach was applied, using data collected through questionnaires
distributed to relevant customers. Data were analyzed using Structural Equation
Modeling (SEM) to test the relationships among the variables. Results: The
findings reveal that CSR and brand image significantly affect customer
satisfaction, which in turn enhances customer loyalty. Findings: Customer
satisfaction plays a critical mediating role, linking the direct effects of CSR and
brand image to customer loyalty. Originality: This research develops an
integrative model that combines CSR, brand image, and customer satisfaction,
offering a comprehensive perspective on their relationships. Novelty: The study
highlights the mediating role of customer satisfaction, providing novel insights
into how CSR and brand image contribute to loyalty. Conclusions: Companies
should prioritize CSR initiatives and maintain a strong brand image to foster
customer satisfaction and loyalty sustainably.
Type of Paper: Empirical research paper.
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INTRODUCTION

Corporate Social Responsibility (CSR) refers to a company's commitment to act ethically and
contribute to the welfare of society and environmental preservation while maintaining long-term
economic sustainability. CSR, according to Sultono (2020), includes a company's efforts to reduce the
negative impact of its operations and maximize its positive impact on stakeholders, both at the
internal and external levels. CSR not only focuses on providing social assistance, but also includes
fair treatment of employees, good relationships with suppliers, and sustainability initiatives that
cover environmental and social aspects (Sulistiawan, 2024). John Elkington through the 3P model
emphasizes that a good company should not only be profit-oriented, but also people (society) and
planet (environment).

In Indonesia, CSR is implemented in various forms, such as community empowerment,
environmental conservation, and social welfare programs. For example, companies conduct skills
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training, provide access to education, and implement environmentally friendly initiatives such as
waste management and reforestation. These programs aim to improve the quality of life of the
community while building a positive image of the company in the eyes of consumers. Consistently
implemented CSR programs can create a positive perception of the company, which in turn
strengthens the brand image. A strong brand image, which reflects quality, trust, and alignment with
customer values, can increase customer satisfaction, which then contributes to customer loyalty.

While CSR has been shown to have a positive impact on brand image and customer
satisfaction, its impact on customer loyalty is still not entirely clear. Some studies show a positive
relationship between CSR and customer loyalty, but mediating variables, such as customer
satisfaction, are often overlooked. In fact, customer satisfaction plays an important role in creating
long-term loyalty. In addition, well-executed CSR can strengthen customer loyalty directly by building
stronger emotional bonds and trust between companies and customers.

This study aims to fill the knowledge gap by investigating the mediating role of customer
satisfaction in the relationship between CSR, brand image, and customer loyalty. Specifically, it has
four main objectives: to identify the impact of CSR strategies on brand image by examining how
corporate social and environmental efforts enhance positive consumer perceptions; to analyze the
relationship between positive brand image and customer satisfaction, particularly in improving
customer experiences, trust, and value alignment; to explore how customer satisfaction contributes
to long-term customer loyalty, including reducing the likelihood of brand switching; and to evaluate
the mediating roles of brand image and customer satisfaction in linking CSR to customer loyalty
while providing strategic recommendations for effective and sustainable CSR program
implementation.

By adopting this approach, the study seeks to offer a comprehensive understanding of the
mechanisms through which CSR impacts customer loyalty, emphasizing the interconnected roles of
brand image and customer satisfaction. The findings are anticipated to bridge theoretical gaps while
offering actionable insights for businesses aiming to align their CSR initiatives with consumer
expectations. Moreover, this research highlights the strategic value of CSR in fostering customer
trust and emotional bonds, ultimately contributing to long-term brand resilience. Through these
contributions, the study aspires to support companies in achieving competitive advantage while
addressing broader social and environmental challenges.

METHOD
In this study, a series of data analysis was conducted to ensure accurate and reliable results.

The analysis includes validity and reliability analysis, goodness of fit test, hypothesis testing, and
mediation analysis. All of these analyses aim to ensure that the tested model can accurately
describe the relationship between variables.

This research uses quantitative methods with data collection through surveys involving
respondents living in the West Java region. The sample was randomly selected to ensure
representativeness, where each individual has an equal chance of being selected. This random
sampling aims to reduce potential bias and increase the validity of the research results (Sugiyono,
2019; Siti Ralpingalh., 2022). The distributed questionnaire consists of 21 indicators used to measure
variables related to the object of research.

Structural Equation Modeling (SEM) was used for data analysis, with AMOS software. To
determine the minimum sample size required, this study followed the formula developed by Bentler
and Chou (1987). According to the formula, the sample size should be five times the number of free
parameters in the model, which includes indicators, errors, and structural arrows. In this study,
there are 28 free parameters (21 indicators, 3 errors, and 4 structural arrows), so the minimum
sample size can be calculated as follows:

n = 5 × Number of Free Parameters



ISSN : 2721-2971 e-ISSN : 2721-267X

Journall Bimal (Busiiness, Malnalgement ALnd ALccountiing), Vol. 5 No. 2 2024 palge: 123 – 132| 125

n = 5 × (21 indicators + 3 errors + 4 structural arrows)
n = 5 × 28 = 140
Based on this calculation, the minimum sample size required is 140 respondents. This study

involved 151 respondents, which met the requirements for using SEM. According to Bentler and
Chou (1987), the ideal sample size for SEM analysis with the Maximum Likelihood (ML) estimation
method is between 100 and 200 respondents (Summarecon Lomax, 2000). Thus, the sample used in
this study has met the criteria for the SEM test.

Table 1. Operaltionall Definition Of Valrialbles

Variable Item Measurement Reference

CSR (X1) a. The compa
l

ny ma
l

kes investments for
business development.

b. Pa
l

y employee sa
l

la
l

ries a
l

ppropria
l

tely
c. Comply with a

l

pplica
l

ble la
l

ws a
l

nd
regula

l

tions.
d. A

L

pply tra
l

nspa
l

rency in decision-ma
l

king
e. implementing numerous cha

l

rita
l

ble
initia

l

tives, including schola
l

rship progra
l

ms
f. Conserve the environment by pla

l

nting new
trees.

Ca
l

rroll, A
L

. B. (2016)

Bra
l

nd Ima
l

ge

(X2)

a. Customers ca
l

n quickly reca
l

ll bra
l

nds
b. The bra

l

nd represents the qua
l

lity of the
product

c. Bra
l

nds a
l

re distinctive a
l

nd distinctive in
order to set themselves a

l

pa
l

rt from riva
l

ls.
d. The product ha

l

s good qua
l

lity
e. Good a

l

nd fa
l

st service

Tjiptono (2020)

Customer
Sa

l

tisfa
l

ction

(X3)

a. Product qua
l

lity a
l

ccording to consumer
expecta

l

tions
b. Consistent a

l

nd relia
l

ble product qua
l

lity.
c. Fa

l

st a
l

nd efficient service.
d. Product qua

l

lity in a
l

ccorda
l

nce with the price
e. Products tha

l

t provide gua
l

ra
l

ntees a
l

nd
wa

l

rra
l

nties

Tjiptono (2020)

Customer
Loya

l

lty

(Y)

a. Consumer choice to ma
l

ke repea
l

t
purcha

l

ses
b. Consumers recommend products to others
c. reduced impa

l

ct of competing products
d. consumers a

l

re loya
l

l to the bra
l

nd
e. Consumers a

l

re not interested in
competitors

Tjiptono (da
l

la
l

mMa
l

shuri., 2020)

Source: Primary data processed in 2024
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Using IBM SPSS ALMOS softwa lre, structurall equaltion modeling (SEM), wals employed als aln
alnallyticall tool in this investigaltion. Palth alnallysis, regression, alnd falctor alnallysis alre some SEM
techniques for generall linealr, cross-sectionall, alnd staltisticall modeling (Salrwono, J. 2017). AL

multivalrialte staltisticall technique callled SEM enalbles the evallualtion of the coexistence of valrious
calusall relaltionships between valrialbles. In SEM, there alre two different types of valrialbles known als
exogenous alnd endogenous valrialbles. Valrialbles thalt caln be mealsured alnd observed directly alre
callled exogenous, while endogenous valrialbles calnnot be observed alnd mealsured directly. Joseph F.
Halir (2014) staltes thalt the alpplicaltion of SEM alllows resealrchers to effectively study alnd evallualte
the relaltionship between complex valrialbles.

SEM is used als al daltal alnallysis tool becaluse it is alble to halndle complex relaltionships,
including direct alnd indirect effects between valrialbles. With the albility to evallualte the fit of the
theoreticall model alnd identify medialtion or moderaltion effects, SEM is aln ideall method to test
relaltionship models involving malny valrialbles alnd indicaltors.

Figure 1. Conceptuall Model of Resealrch

Hypotheses

H1 : CSR ha
l

s a
l

significa
l

nt effect on bra
l

nd ima
l

ge,

When compa
l

nies demonstra
l

te rea
l

l socia
l

l responsibility, this ca
l

n crea
l

te positive perceptions
tha

l

t strengthen bra
l

nd ima
l

ge.

H2 : Bra
l

nd ima
l

ge ha
l

s a
l

significa
l

nt effect on customer sa
l

tisfa
l

ction

A
L

bra
l

nd tha
l

t is considered high qua
l

lity, trustworthy, a
l

nd in line with customer va
l

lues will
increa

l

se their level of sa
l

tisfa
l

ction with the product or service offered.

H3 : Customer sa
l

tisfa
l

ction ha
l

s a
l

significa
l

nt effect on customer loya
l

lty

Customers who a
l

re sa
l

tisfied with a
l

compa
l

ny's products or services tend to buy a
l

ga
l

in a
l

nd
rema

l

in loya
l

l to the bra
l

nd in the long run.

H4 : CSR ha
l

s a
l

significa
l

nt a
l

nd positive effect on customer loya
l

lty

By demonstra
l

ting strong socia
l

l responsibility, compa
l

nies ca
l

n build emotiona
l

l bonds a
l

nd trust
with customers, which in turn increa

l

ses their loya
l

lty.

RESULTS ALND DISCUSSION
ALdaltalquallity test wals performed on this resealrch instrument to alssess its vallidity alnd relialbility
using ALMOS v.26 softwa lre. The daltal quallity test yielded the following results:
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Talble 2. Vallidity & Relialbility Test Results

Valrialble Item
Falctor
Loalding

Construct
Relialbility

ALveralge
Valrialnce
Extralcted

CSR C1 0,772

0,877 0,544

C2 0,787

C3 0,727

C4 0,727

C5 0,736

C6 0,774

Bralnd Imalge B1 0,773

0,889 0,616

B2 0,778

B3 0,848

B4 0,792

B5 0,793

Customer
Saltisfalction

CS1 0,823

0,884 0,604

CS2 0,771

CS3 0,748

CS4 0,755

CS5 0,831

Customer
Loyallty

CL1 0,807

0,900 0,644

CL2 0,801

CL3 0,859

CL4 0,771

CL5 0,771

Source: Primary data processed in 2024

Vallidity alnd Relialbility Testing :
The results demonstralte the vallidity alnd relialbility of the resealrch instrument using ALMOS

v.26. The falctor loalding vallues ​ ​ alre alll ≥0.5 for ealch valrialble, indicalting vallidity, als suggested by
Ghozalli (2017). Construct relialbility (CR) vallues ​ ​ alre alll ≥0.7, alnd the ALveralge Va lrialnce Extralcted
(ALVE) vallues ​ ​ alre alll ≥0.5, confirming relialbility. This estalblishes thalt alll instruments used in the
study alre consistent alnd vallid for further alnallysis.

Goodness of Fit
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It is al criterion used to alssess how well al staltisticall model, palrticulalrly in structurall alnallysis
or equaltion modeling, fits the observed daltal. The talble provides informaltion albout the fit of the
model to the daltal tested.

Talble 3. ALssessment Of Goodness Of Fit ALnallysis Results

Goodness of fit index Cut-off vallue Resealrch model Model

Chi Squalre
ALs smalll als
possible

225,201

Probalbility ≥ 0,5 0,023 Not fit

CMIN/DF ≤ 2.00 1,217 Good fit

RMSEAL ≤ 0,08 0,038 Good fit

GFI ≥ 0,90 0,879 Malrginall fit

ALGFI ≥ 0,90 0,849 Malrginall fit

TLI ≥ 0,95 0,978 Good fit

CFI ≥ 0,95 0,981 Good fit

Source: Primary data processed in 2024

Goodness of Fit Testing:
The model fit wals evallualted using multiple indices: CMIN/DF (1.217), RMSEAL (0.038), TLI

(0.978), alnd CFI (0.981), alll indicalting al good fit. However, the GFI (0.879) alnd ALGFI (0.849) show al

malrginall fit, mealning there is slight room for improvement in these alreals.
This alssessment supports thalt the proposed structurall model realsonalbly fits the observed

daltal balsed on Halir (2014)'s recommendaltion thalt al model needs to meet 4-5 Goodness of Fit
indices for eligibility.

Hypothesis Testing
The goall of this resealrch hypothesis test is to discover the alnswers to the questions posed

alnd alnallyze how structurall models relalte to ealch other. To find out how big alnd significalnt the
influence between valrialbles is, this process is very importalnt. Talble 4 presents the outcomes of
hypothesis daltal alnallysis conducted with reference to the stalndalrdized regression weight vallue.

Talble 4. Relaltionship Between Valrialbles

→ Estima
l

te S.E. C.R. P Hypothesis

CSR BI 0,812 0,101 8,032 0,000 Significa
l

nt positive

BI CS 0,869 0,092 9,411 0,000 Significa
l

nt positive

CS CL 0,348 0,091 3,821 0,000 Significa
l

nt positive

CSR CL 0,541 0,103 5,236 0,000 Significa
l

nt positive

Source: Primary data processed in 2024

Figure 2. Resealrch Model Test Results
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The daltal alnallysis outcomes indicalte thalt there is al connection between the following resealrch
valrialbles:
1. CSR → Bralnd Imalge:

CSR significalntly positively influences bralnd imalge, evidenced by al coefficient of 0.812 alnd al p-
vallue < 0.05. This implies thalt CSR initialtives effectively enhalnce bralnd perception almong
customers.

2. Bralnd Imalge → Customer Saltisfalction:
AL strong relaltionship between bralnd imalge alnd customer saltisfalction is demonstra lted by al

coefficient of 0.869 alnd al p-vallue < 0.05. Positive bralnd perceptions leald to enhalnced customer
saltisfalction levels.

3. Customer Saltisfalction → Customer Loya llty:
Customer saltisfalction significalntly alffects customer loyallty (coefficient 0.348; p < 0.05). Higher
saltisfalction lealds to stronger customer loyallty, indicalting emotionall alttalchment alnd sustalined
bralnd preference.

4. CSR → Customer Loyallty:
CSR directly impa lcts customer loyallty (coefficient 0.541; p < 0.05). When customers see al bralnd
als sociallly alnd environmentallly conscious, loyallty increalses.

Medialtion Test Results
The medialtion test's goall is to get al knowledge alnd alnallysis of the function of the medialtor

valrialble, customer saltisfalction, in the link with valrialble X2, specificallly bralnd imalge, alnd valrialble Y,
which is customer loyallty.

Figure 3. Resealrch Medialtion Model
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Talble 5. The Effect Of Medialting Valrialbles

B CS CL

CS 0 0 0

CL 0,315 0 0

Source: Primary data processed in 2024

Talble 6. Significalnce Of Medialting Valrialbles

B CS CL

CS .. ... ...

CL 0,006 ... ...

Source: Primary data processed in 2024

Medialtion Test Interpretaltion:
Customer saltisfalction plalys al medialting role in the relaltionship between bralnd imalge alnd

customer loyallty, with al significalnt medialting effect (impalct 0.315, p-vallue = 0.006). Thissuggests
thalt bralnd imalge indirectly contributes to customer loyallty through enhalnced customer saltisfalction.

CONCLUSION
ALnallyzing the results of severall alnallyses performed on daltal galthered from 151 palrticipalnts

who palrticipalted in this survey, the resealrch conclusions caln be concluded:
1. CSR Impalct on Bralnd Imalge:

CSR straltegies positively influence bralnd imalge, reinforcing customer perception alnd bralnd
positioning.

2. Bralnd Imalge alnd Customer Saltisfalction:
Positive bralnd imalges elevalte customer saltisfalction, strengthening consumer experiences,
trust, alnd saltisfalction levels.

3. Customer Saltisfalction alnd Loyallty:
Saltisfied customers demonstralte higher loyallty, fostering long-term engalgement alnd
reducing bralnd-switching tendencies.

4. CSR alnd Customer Loyallty:
CSR directly strengthens customer loyallty through societall alnd environmentall commitments,
enhalncing bralnd engalgement.

Recommendaltions for Businesses:
1. Implement CSR straltegies alligned with sociall, legall, alnd environmentall vallues to reinforce

bralnd imalge.
2. Focus on straltegies to improve customer saltisfalction als al palthwaly to building loyallty,

emphalsizing positive bralnd perception alnd sustalinalble CSR pralctices.
3. Prioritize CSR initialtives thalt resonalte with customers' vallues to crealte strong emotionall

connections alnd malrket positioning.
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