
 
 
Academy of Marketing Studies Journal                                                                                                            Volume 29, Issue 3, 2025 
 

                                                                                     1                                                                              1528-2678-29-3-166 
 
Citation Information: Joy, F., Omal, M., Murali, A., Anusree, M., & Francis, R. (2025). Does financial performance affected by csr 

activities of company?. Academy of Marketing Studies Journal, 29(3), 1-18. 

DOES FINANCIAL PERFORMANCE AFFECTED BY 

CSR ACTIVITIES OF COMPANY? 

Felice Joy, Bharata Mata College (Autonomous), Thrikkakara 

Omal M, Bharata Mata College (Autonomous), Thrikkakara 

Athira Murali, Bharata Mata College (Autonomous), Thrikkakara 

Anusree M, Bharata Mata College (Autonomous), Thrikkakara 

Reena Francis, Bharata Mata College (Autonomous), Thrikkakara 

ABSTRACT 

Purpose: This research aims to investigate the influence of economic, legal, and ethical 

factors, as well as the company's age and size, on corporate financial performance (CFP). It 

also seeks to explore the relationship between various dimensions of corporate social 

responsibility (CSR) activities, including Brand Awareness, CSR towards Customers, CSR 

towards Community, CSR towards Employees, CSR towards Investors, CSR towards Society, and 

CSR towards Stakeholders, on CFP. Additionally, the study aims to examine the mediating effect 

of factors such as Customers' Loyalty, Increases in Sales, Company Output, Public Image, and 

the Size and Age of the company on the relationship between CSR activities and CFP. 

Research Methodology: This study collected data from 500 companies operating in the 

states of Gujarat, Maharashtra, Rajasthan, and Madhya Pradesh. The data were analyzed using 

a combination of statistical tools, including SPSS for descriptive statistics and Smart PLS for 

structural equation modelling. The research employed both primary and secondary data sources 

to assess the financial performance of companies, their CSR activities, and other relevant 

variables. 

Limitations: The study acknowledges several limitations, including potential data 

collection biases, the use of self-reported CSR activity data, and the cross-sectional nature of the 

research, which limits the ability to draw causal conclusions. Additionally, the study may not 

capture the full spectrum of CSR activities and their impacts, as it focuses on specific 

dimensions. 

Implementation Findings: The findings reveal a complex interplay between CSR 

activities, economic, legal, and ethical factors, and the financial performance of companies. The 

mediating factors of CL, IS, OU, PI, and the company's Size and Age play significant roles in 

moderating this relationship. Specific CSR dimensions exhibit varying degrees of impact on 

CFP, highlighting the importance of tailoring CSR strategies to the unique context of each 

company. 

Conclusion: In conclusion, this research provides valuable insights into the relationship 

between CSR activities and corporate financial performance in the selected states of India. It 

underscores the importance of considering not only the direct impact of CSR activities but also 

the mediating factors that influence this relationship. Companies should strategically align their 

CSR initiatives with their economic, legal, and ethical context, while also considering their age 

and size, to maximize their positive impact on financial performance and overall sustainability. 

Further longitudinal and in-depth studies are recommended to deepen our understanding of 

these complex relationships. 



 
 
Academy of Marketing Studies Journal                                                                                                            Volume 29, Issue 3, 2025 
 

                                                                                     2                                                                              1528-2678-29-3-166 
 
Citation Information: Joy, F., Omal, M., Murali, A., Anusree, M., & Francis, R. (2025). Does financial performance affected by csr 

activities of company?. Academy of Marketing Studies Journal, 29(3), 1-18. 

Keywords: Financial Performance, CSR Activities, Economical Factors. 

INTRODUCTION 

Corporate Social Responsibility (CSR) has garnered increasing attention as businesses 

recognize their responsibility to not only pursue profits but also contribute positively to society 

and the environment. This literature review examines the relationship between CSR activities 

and their impact on economic, legal, and ethical factors within organizations. 

Numerous studies have explored the economic implications of CSR activities on firms' 

financial performance. Scholars such as McWilliams and Siegel (2001) have found a positive 

association between CSR and financial performance, suggesting that companies engaged in 

responsible practices may experience improved profitability and enhanced long-term 

sustainability. Furthermore, Sen and Bhattacharya (2003) argue that CSR can lead to increased 

consumer loyalty and trust, leading to higher customer retention rates and a competitive 

advantage in the marketplace. However, other researchers have highlighted potential concerns 

regarding the cost of implementing CSR initiatives and their impact on short-term profitability 

(Margolis & Walsh, 2003). These conflicting viewpoints emphasize the need for a nuanced 

understanding of the economic consequences of CSR activities. 

The relationship between CSR activities and legal factors centers on compliance with 

regulations and the potential for shaping public policies. CSR initiatives often go beyond mere 

legal compliance to address environmental, labor, and consumer protection concerns 

(Gunningham & Rees, 1997). Companies embracing CSR may be more proactive in addressing 

legal issues and may also influence the development of regulations through active engagement 

with policymakers and advocacy groups (Branco & Rodrigues, 2008). Such engagement can lead 

to a mutually beneficial environment where companies' ethical commitments align with the legal 

framework. 

CSR is fundamentally rooted in ethical considerations, emphasizing responsible business 

conduct, and ethical decision-making. Ethical factors are essential drivers of CSR initiatives, as 

companies aim to uphold integrity, transparency, and fairness in their practices (Matten & Moon, 

2008). Researchers have shown that CSR activities positively influence a firm's ethical 

reputation and enhance stakeholder perceptions, fostering trust and goodwill with customers, 

employees, and investors (Godfrey et al., 2009). Moreover, ethical considerations in CSR 

practices extend to supply chain management, ensuring fair treatment of workers and adherence 

to labour standards (Locke et al., 2013). Integrating ethical values into CSR activities reinforces 

an organization's commitment to responsible business practices. 

To achieve a comprehensive understanding of the impact of CSR activities, it is essential to 

consider the integration of economic, legal, and ethical factors. Companies that adopt a proactive 

approach to CSR, aligning their economic objectives with legal compliance and ethical 

considerations, may realize long-term benefits (Vogel, 2005). Integrating CSR into the core 

business strategy can create a virtuous cycle where positive financial performance supports the 

allocation of resources for further CSR initiatives (Porter & Kramer, 2006). By aligning 

economic interests with ethical behaviour, firms can build a sustainable competitive advantage 

and enhance stakeholder trust. 

RQ1:  Is there any impact of Economic, Legal and Ethical factors on Corporate Financial Performance? 

RQ2:  Is there any impact of Age and size on Corporate Financial Performance? 
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Output of Company and CSR Activities of Stockholder 

The output of a company is a crucial indicator of its financial performance and overall 

success. Traditional financial metrics, such as revenue, profitability, and return on investment, 

are commonly used to measure a firm's output. Several studies have investigated the impact of 

CSR activities on a company's financial performance. For instance, research by Margolis and 

Walsh (2003) suggests that socially responsible companies tend to experience improved financial 

performance over time, attributed to increased customer loyalty and trust. Similarly, Waddock 

and Graves (1997) conducted a meta-analysis that revealed a positive association between CSR 

and financial performance, indicating that companies with robust CSR initiatives may achieve 

better financial outcomes in the long run. 

Stockholders play a crucial role in shaping a company's CSR initiatives. As shareholders, 

they have the power to influence corporate decision-making processes through voting rights and 

voice their concerns during annual general meetings. Stockholders can advocate for socially 

responsible practices and encourage companies to integrate CSR into their core business 

strategies (Berrone et al., 2017). Moreover, stockholders' increasing focus on ethical and 

sustainable investment practices has driven companies to pay more attention to CSR activities, as 

they seek to attract socially responsible investors (Clark & Knight, 2020). 

The Impact of Stockholders' CSR Activities on the Company 

Stockholders' engagement in CSR activities can have significant implications for a 

company's reputation, stakeholder relationships, and long-term financial performance. Engaging 

in CSR can help companies build a positive image and enhance their brand reputation 

(Bhattacharya et al., 2009). This can lead to increased customer loyalty, higher consumer trust, 

and ultimately, improved sales and revenue (Sen & Bhattacharya, 2001). Furthermore, 

stockholders' involvement in CSR initiatives can positively influence the company's relationship 

with other stakeholders, including employees, suppliers, and local communities (Jones, 1995). 

However, it is essential to recognize that the impact of stockholders' CSR activities on a 

company's output is not unidirectional. Companies must strike a balance between responding to 

stockholders' CSR concerns and maintaining their financial stability and profitability (Ioannou & 

Serafeim, 2015). Overemphasis on CSR activities without careful consideration of financial 

implications could potentially affect the company's financial performance negatively. 

Corporate governance practices play a pivotal role in mediating the relationship between 

CSR activities and financial performance. An effective governance structure encourages 

responsible decision-making and ensures that companies prioritize long-term sustainable growth 

(Khan et al., 2020). Strong governance practices promote transparency and accountability, 

aligning the interests of stockholders and the company in achieving both financial and CSR 

objectives (Ioannou & Serafeim, 2012). 

Customer Loyalty and CSR Activity of Society 

Customer loyalty is a crucial determinant of a company's long-term success and 

profitability. Research has shown that CSR activities can positively impact customer loyalty by 

influencing customers' perceptions of the company (Homburg et al., 2017). When customers 

perceive a company to be genuinely engaged in CSR initiatives, they are more likely to develop 

an emotional connection with the brand, leading to increased loyalty and repeat purchases 
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(Lichtenstein et al., 2004). CSR initiatives foster a positive brand image and reputation, which is 

crucial factors driving customer loyalty (Bhattacharya et al., 2008). 

Society's collective CSR initiatives can also have a significant influence on customer 

loyalty. Customers today are increasingly socially conscious and expect companies to play an 

active role in addressing social and environmental challenges (Sen & Bhattacharya, 2001). When 

society is actively involved in CSR activities, customers tend to view the company more 

favorably, perceiving it as an integral part of a socially responsible community (Du et al., 2010). 

Society's CSR engagement can positively impact customers' perceptions of the company's 

values, which, in turn, enhances customer loyalty. 

Customers' loyalty is closely linked to their alignment with a company's CSR initiatives 

and values. When customers identify with the social causes and values promoted by a company's 

CSR activities, they are more likely to support and remain loyal to the brand (Bhattacharya & 

Sen, 2003). Customers who feel that a company's CSR initiatives resonate with their own 

personal values are more emotionally connected to the brand, resulting in higher levels of brand 

loyalty (Maignan & Ferrell, 2004). CSR initiatives that align with customer values create a sense 

of shared purpose, fostering a deeper sense of loyalty and commitment. 

In competitive markets, CSR activities can serve as a differentiation strategy that sets a 

company apart from its competitors. Customers often consider a company's CSR reputation 

when making purchase decisions (Creyer & Ross, 1997). Companies that are actively engaged in 

meaningful CSR initiatives are perceived as more trustworthy, reliable, and socially responsible, 

which can give them a competitive advantage (Porter & Kramer, 2006). This differentiation 

through CSR can lead to increased customer loyalty, as customers are more likely to choose 

socially responsible brands over alternatives. 

Effective communication of CSR activities can significantly influence customer loyalty. 

Companies need to communicate their CSR efforts transparently and authentically to customers 

(Morsing & Schultz, 2006). Transparent communication fosters customer trust, leading to 

enhanced loyalty and positive brand associations (Bhattacharya et al., 2008). Engaging 

customers through CSR communication channels, such as social media and cause-related 

marketing, can strengthen the emotional bond between the brand and customers, resulting in 

increased customer loyalty (Peloza & Shang, 2011). 

While the literature suggests a positive association between customer loyalty and CSR 

activity of society, some challenges and limitations must be considered. Not all customers may 

prioritize CSR initiatives when making purchasing decisions (Kim et al., 2019). The impact of 

CSR on customer loyalty may vary across different customer segments and product categories 

(Brammer & Millington, 2006). Additionally, companies must be cautious of engaging in token 

CSR efforts merely for promotional purposes, as customers can perceive inauthenticity and react 

negatively (Hartmann & Apaolaza-Ibáñez, 2020). 

Brand Awareness and CSR Activity of Investors  

Brand awareness is a critical component of a company's marketing strategy, as it represents 

the extent to which consumers and investors are familiar with and recognize a company's brand. 

Research suggests that CSR activities can significantly impact brand awareness. When 

companies engage in socially responsible practices and communicate their CSR efforts 

effectively, they are more likely to build a positive brand image, leading to increased brand 

awareness (Mishra & Suar, 2010). CSR initiatives create a narrative around the brand, 

reinforcing its values, mission, and commitment to social and environmental responsibility 
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(Ailawadi et al., 2014). Investors, as key stakeholders, play a vital role in shaping brand 

awareness through their perceptions of a company's CSR activities. 

Investors' perception of a company's CSR activities influences their decision-making processes 

and investment strategies. Research indicates that investors are increasingly considering a 

company's CSR performance when making investment decisions (Oikonomou et al., 2014). CSR 

initiatives are viewed as indicators of a company's long-term sustainability and commitment to 

ethical practices (Flammer, 2015). Positive investor perception of a company's CSR activities 

can contribute to higher brand awareness as investors actively share and advocate for their 

investment choices. 

Brand awareness has a direct impact on a company's financial performance. High brand 

awareness can lead to increased customer loyalty, repeat purchases, and positive word-of-mouth 

marketing, ultimately driving revenue growth (Yoo et al., 2000). Studies have found a positive 

association between brand awareness and financial performance indicators, such as sales 

revenue, market share, and stock prices (Aaker & Joachimsthaler, 2012). Investor perception of a 

company's CSR activities can enhance brand awareness and, in turn, positively influence 

financial performance by attracting more investors and enhancing stakeholder confidence in the 

company's future prospects (Ailawadi et al., 2014). 

CSR activities can contribute to building stronger relationships with stakeholders, 

including investors. When companies prioritize CSR and communicate their initiatives 

transparently, it fosters a sense of trust and credibility among stakeholders (Sen & Bhattacharya, 

2001). Investors who perceive a company as socially responsible are more likely to develop a 

positive perception of the brand, leading to stronger investor-brand relationships (Rupp et al., 

2013). These positive relationships can lead to greater investor support, including increased 

investment and advocacy for the company, contributing to higher brand awareness. 

Effective communication of CSR activities plays a significant role in shaping investors' 

perception and brand awareness. Companies need to communicate their CSR initiatives 

transparently and consistently to investors (Branco & Rodrigues, 2008). Transparent CSR 

reporting and communication create a narrative that highlights the company's commitment to 

sustainability and ethical practices, thereby enhancing brand awareness among investors 

(Oikonomou et al., 2014). Regularly sharing updates and outcomes of CSR initiatives further 

reinforces the brand's image and positively influences investor perception. 

Brand awareness can also act as a risk mitigation strategy for companies. In times of crisis 

or reputation-damaging events, companies with strong brand awareness are more likely to 

recover faster due to higher investor and stakeholder confidence (Lichtenstein et al., 2004). 

Positive investor perception of a company's CSR activities can serve as a buffer during 

challenging times, protecting the brand's reputation and reducing potential negative impacts on 

financial performance. 

While the literature highlights the positive relationship between brand awareness and the 

CSR activity of investors, some challenges and limitations must be considered. Investors' 

awareness and perception of a company's CSR initiatives may vary based on their access to 

information and level of interest in CSR (Yoo et al., 2000). Moreover, the influence of CSR on 

brand awareness and financial performance may be context-specific and influenced by industry 

dynamics (Brammer & Millington, 2006). Additionally, companies must be cautious of engaging 

in green washing or merely using CSR initiatives for promotional purposes, as investors can 

discern in authenticity and react negatively (Hartmann & Apaolaza-Ibáñez, 2020). 
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Corporate Financial Performance (CFP) is Depends on Age of the Company and a Size of 

the Company  

The age of a company is a key determinant of its financial performance. Numerous studies 

have examined the relationship between company age and CFP, with mixed findings. Some 

research suggests that older companies tend to exhibit more stable and consistent financial 

performance due to their established market position, customer base, and experience in 

navigating business cycles (Chandler, 1990). Mature companies may have a competitive 

advantage in terms of brand recognition and access to financial resources, contributing to more 

favourable CFP outcomes (Foster & Learmonth, 2013). 

However, the relationship between company age and CFP is not always linear. Younger 

companies may also demonstrate higher growth potential and innovation, leading to above-

average financial performance in their early stages (Kuratko, 2007). Newer companies often 

have greater flexibility to adapt to market changes and technological advancements, which can 

positively influence CFP (Davidsson & Honig, 2003). Conversely, older companies may face 

challenges related to organizational inertia and resistance to change, potentially hindering their 

financial performance (Chandler, 1990). 

Company size is another crucial factor that significantly affects CFP. Extensive research 

has explored the relationship between company size and financial performance, with notable 

findings. Larger companies tend to benefit from economies of scale, allowing them to lower 

costs and increase operational efficiency, which can positively impact their CFP (Chatterjee & 

Samuelson, 2015). Greater financial resources and access to capital also provide larger 

companies with more opportunities for investment and expansion, leading to potential growth in 

revenue and profitability (Barney & Arikan, 2001). 

It is essential to consider the moderating effects of industry and market conditions on the 

relationship between company age, size, and CFP. Different industries and market environments 

can influence the performance of companies. For instance, in rapidly evolving industries or 

technology sectors, younger and smaller companies may thrive due to their adaptability and 

innovation (Kuratko, 2007). On the other hand, in more established and mature industries, larger 

and older companies may have a competitive edge in terms of resources and market presence 

(Foster & Learmonth, 2013). 

Furthermore, market volatility and economic conditions can also influence CFP. During 

economic downturns or recessionary periods, smaller and younger companies may face greater 

financial challenges due to limited access to capital and reduced consumer spending (Barney & 

Arikan, 2001). In contrast, larger and more established companies may have stronger financial 

positions to weather economic storms (Chatterjee & Samuelson, 2015). 

In addition to industry and market conditions, the effectiveness of management and 

strategy can moderate the relationship between company age, size, and CFP. Competent 

management teams with strong leadership and strategic vision can significantly impact a 

company's financial performance (Finkelstein & Hambrick, 1996). Effective management can 

lead to better resource allocation, operational efficiency, and strategic decision-making, 

enhancing CFP irrespective of the company's age or size (Barnett & Carroll, 1995). 

Furthermore, strategic choices made by companies can influence their financial 

performance. For instance, companies that pursue growth strategies through diversification or 

international expansion may experience different financial outcomes compared to companies 

focused on cost leadership or differentiation (Porter, 1980). Strategic alignment with market 
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opportunities and customer needs can drive financial success, regardless of company age or size 

(Hitt et al., 2007). 

It is crucial to differentiate between short-term and long-term financial performance when 

considering the impact of company age and size. While younger and smaller companies may 

exhibit higher growth rates and financial performance in the short term due to innovation and 

agility, older and larger companies may demonstrate greater stability and consistent financial 

results over the long term (Hitt et al., 2007). Long-term financial performance is often influenced 

by a combination of strategic decisions, industry dynamics, and economic conditions, providing 

a more comprehensive understanding of a company's sustainability and value creation potential. 

Regardless of a company's age or size, there are various strategies that can positively 

impact CFP. For younger and smaller companies, prioritizing innovation, market research, and 

strategic partnerships can help leverage their agility and adaptability to capitalize on emerging 

opportunities (Gelderen et al., 2011). Implementing effective marketing and branding strategies 

can also enhance brand awareness and customer loyalty, positively influencing CFP (Kapferer, 

2012). 

RESEARCH METHODOLOGY 

This study will adopt a quantitative research approach to analyze the relationship between 

CSR activities and Corporate Financial Performance (CFP). A cross-sectional research design 

will be employed to collect data at a single point in time from a sample of companies in the 

selected states. A stratified random sampling technique will be used to select 500 companies 

from various industries in Gujarat, Maharashtra, Rajasthan, and Madhya Pradesh. Structured 

questionnaires will be administered to company representatives responsible for CSR activities 

and financial performance. Financial reports, CSR disclosures, and other relevant data will be 

collected from publicly available sources such as annual reports, company websites, and 

databases. 

Structured questionnaires will be designed to collect data on CSR activities, financial 

performance, and other relevant variables. Data on financial performance will be extracted from 

financial reports, including metrics like Return on Assets (ROA), Return on Equity (ROE), and 

Profit Margin. Utilizing SPSS, descriptive statistics such as means, standard deviations, and 

frequencies will be calculated for the variables. Structural Equation Modelling (SEM) will be 

performed using Smart PLS to examine the relationships between CSR activities, mediating 

variables, and CFP. Hypotheses will be tested, and path analysis will be conducted to determine 

the strength and significance of these relationships Figures 1 & 2. 

Ethical guidelines will be followed throughout the research process. Informed consent will 

be obtained from participants, and data confidentiality and anonymity will be ensured. 

Objectives  

1. To know the impact of Economic, Legal and Ethical factors on Corporate Financial Performance.  

2. To know the impact of Age and size on Corporate Financial Performance. 
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FIGURE 1 

RESEARCH MODEL 

1. HO1: CSR activities in all sectors of Company are depending on Economic, Legal and Ethical factors  

2. HO2: There is correlation between output of Company and CSR activities of stockholder  

3. HO3: There is correlation between satisfaction of employee and CSR activity of employee 

4. HO4: There is correlation between public image and CSR activity of community  

5. HO5: There is correlation between sales increasing and CSR activity of customers  

6. HO6: There is correlation between customer loyalty and CSR activity of society 

7. HO7: There is correlation between brand awareness and CSR activity of investors  

8. HO8: Corporate Financial Performance (CFP) is depending on age of company and size of company.  

Analysis 

Table 1 

KMO AND BARTLETT'S TEST 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.926 

Bartlett's Test of Sphericity Approx. Chi-Square 24923.001 

Df 1128 

Sig. 0.000 

 

Table 1 presents the results of two statistical tests used in the context of factor analysis to 

assess the suitability of data for such an analysis. These tests are the Kaiser-Meyer-Olkin (KMO) 

Measure of Sampling Adequacy and Bartlett's Test of Sphericity. 

The KMO test is used to determine whether the data is appropriate for factor analysis. It 

assesses the adequacy of the sample size by measuring the proportion of variance among 

variables that might be common variance. The KMO value ranges between 0 and 1. A KMO 

value close to 1 indicates that the data is suitable for factor analysis, whereas a value closer to 0 

suggests that the data is not suitable. 

In this case, the KMO value is 0.926, which is close to 1. This indicates that the data used 

in the paper is highly suitable for factor analysis, as there is a strong amount of common variance 

among the variables. 
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In this case, the approximate chi-square value is 24923.001, and the degrees of freedom 

(df) is 1128. The significance level (Sig.) is reported as 0.000, which is less than 0.05. As a 

result, we reject the null hypopaper and conclude that the data shows significant correlations 

among the variables, supporting the suitability of factor analysis. 

In summary, Table 1 suggests that the data used in the paper is suitable for factor analysis, 

as indicated by the high value of KMO (0.926) and the statistically significant result of Bartlett's 

Test of Sphericity (Sig. = 0.000). These results provide confidence in the application of factor 

analysis to the dataset. 

 
Table 2 

RELIABILITY STATISTICS 

Cronbach's Alpha N of Items 

0.978 48 

 

Table 2 presents the results of reliability statistics, specifically Cronbach's Alpha, for the 

items used in the paper. Cronbach's Alpha is a measure of internal consistency reliability, which 

assesses how well the items in a scale or instrument consistently measure the same underlying 

construct. 

The Cronbach's Alpha coefficient is a numerical value that ranges from 0 to 1. It quantifies 

the degree of internal consistency among the items in the scale. A higher value indicates greater 

internal consistency, meaning that the items are strongly related and collectively measure the 

construct well. A Cronbach's Alpha value of 1 would represent perfect internal consistency, 

while a value of 0 would indicate no internal consistency. 

In the paper, the Cronbach's Alpha value is reported as 0.978. This is an exceptionally high 

value, close to 1, suggesting that the items used in the scale demonstrate very strong internal 

consistency. Such a high value is generally desirable as it indicates that the items are reliably 

measuring the intended construct. This indicates the number of items that were included in the 

scale or instrument to measure the construct. In this case, the scale consists of 48 items. 

Given the Cronbach's Alpha value of 0.978 and the 48 items in the scale, the results 

indicate that the items used in the paper have very high internal consistency. This suggests that 

the items are measuring the same underlying construct in a highly reliable manner. Researchers 

and readers can have confidence in the scale's ability to consistently assess the targeted construct. 

Having a reliable scale is crucial for research as it ensures that the data collected is 

consistent and trustworthy, allowing for more accurate and valid conclusions to be drawn from 

the analysis. With such a high Cronbach's Alpha, the paper demonstrates that the instrument used 

to measure the construct is robust and suitable for analysis and interpretation. In conclusion, 

Table 2 provides strong evidence that the scale employed in the paper has excellent internal 

consistency, making it a reliable tool for assessing the construct of interest. 

 
Table 3 

FACTORS LOADING, CRONBACH ALPHA, CR, AVE 

               Factors  Cronbach's alpha Composite reliability 

(rho_a) 

Composite 

reliability (rho_c) 

Average variance 

extracted (AVE) 

AC1 0.919 0.809 0.81 0.913 0.84 

AC2 0.914         

BA1 0.925 0.883 0.885 0.928 0.81 

BA2 0.898         
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BA3 0.876         

CCU1 0.912 0.874 0.88 0.922 0.799 

CCU2 0.911         

CCU3 0.856         

CFP1 0.869 0.675 0.675 0.86 0.755 

CFP2 0.869         

CL1 0.892 0.858 0.865 0.913 0.778 

CL2 0.889         

CL3 0.865         

CSC1 0.912 0.879 0.879 0.926 0.806 

CSC2 0.880         

CSC3 0.901         

CSE1 0.899 0.863 0.869 0.916 0.785 

CSE2 0.844         

CSE3 0.914         

CSI1 0.902 0.855 0.857 0.912 0.776 

CSI2 0.889         

CSI3 0.851         

CSO1 0.909 0.881 0.888 0.926 0.807 

CSO2 0.887         

CSO3 0.899         

CST1 0.950 0.890 0.896 0.932 0.821 

CST2 0.892         

CST3 0.874         

EC1 0.885 0.731 0.731 0.881 0.788 

EC2 0.890         

ET1 0.928 0.839 0.839 0.925 0.861 

ET2 0.928         

IS1 0.731 0.781 0.819 0.872 0.695 

IS2 0.866         

IS3 0.894         

LE1 0.92 0.795 0.801 0.907 0.83 

LE2 0.902         

OU1 0.894 0.87 0.873 0.92 0.794 

OU2 0.895         

OU3 0.884         

PI1 0.91 0.866 0.874 0.918 0.788 

PI2 0.873         

PI3 0.88         

SAT1 0.885 0.837 0.846 0.902 0.754 

SAT2 0.894         

SAT3 0.825         

SC1 0.904 0.764 0.764 0.894 0.809 

SC2 0.895         

Note: BA= Brand Awareness, CCU= CSR towards Customers, CFP= Corporate Financial Performance, CL= 

Customers Loyalty, CSC= CSR towards Community, CSE= CSR towards Employee’s, CSI= CSR towards 

Investors, CSO= CSR towards society, CST= CSR towards Stakeholders, IS= Increases sales, OU= Company 
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Output, PI= Public image, SAT= Size and Age of Company 

 

Table 3 provides information on various factors, their factor loadings, Cronbach's alpha, 

composite reliability (rho_a), composite reliability (rho_c), and average variance extracted 

(AVE) for the paper. These measures are commonly used in the context of factor analysis and 

structural equation modeling to assess the reliability and validity of the factors or constructs used 

in the study. 

Cronbach's alpha is a measure of internal consistency reliability for each factor. It indicates 

how well the items within a factor are interrelated or correlated. A high Cronbach's alpha value 

(close to 1) suggests strong internal consistency, indicating that the items in the factor are 

measuring the same underlying construct reliably. Composite reliability (rho_a) and composite 

reliability (rho_c) are alternative measures of internal consistency, similar to Cronbach's alpha. 

They also assess the reliability of the items within each factor. High values for composite 

reliability indicate strong internal consistency. 

AVE represents the average amount of variance captured by each factor's items. It assesses 

the convergent validity of the construct. AVE values should ideally be above 0.5 to demonstrate 

good convergent validity, indicating that the items in the factor are capturing a significant 

amount of variance in the construct they represent. 

In summary, Table 3 provides a comprehensive assessment of the reliability and validity of the 

factors used in the paper. Factors with high reliability and validity are crucial for ensuring the 

accuracy and robustness of the study's results and conclusions. Researchers can use this 

information to confidently interpret the findings related to the various constructs included in the 

analysis. 

Table 4 

HTMT Matrices 

               AC BA CC

U 

CF

P 

CL CS

C 

CS

E 

CSI CS

O 

CS

T 

EC ET IS LE OU PI SA

T 

AC                                   

BA 0.9

1 

                                

CC

U 

0.7

54 

0.7

82 

                              

CF

P 

1.1

33 

0.8

95 

0.8

24 

                            

CL 0.8

86 

0.9

93 

0.8

21 

0.9

09 

                          

CS

C 

0.8

02 

0.8

5 

0.9

14 

0.8

32 

0.8

11 

                        

CS

E 

0.7

22 

0.8

05 

0.8

95 

0.7

94 

0.8 1.0

32 

                      

CS

I 

0.7

72 

0.8

4 

0.8

91 

0.8

61 

0.8

84 

0.8

45 

0.8

17 

                    

CS

O 

0.7

7 

0.8

33 

0.9

53 

0.8

5 

0.7

98 

0.9

4 

0.9

92 

0.9

14 

                  

CS

T 

0.7

61 

0.7

65 

0.8

28 

0.8

36 

0.8

27 

0.8

82 

0.9

06 

0.8

08 

0.8

99 

                

EC 0.7

35 

0.6

52 

0.6

81 

0.7

32 

0.6

68 

0.7

4 

0.7

12 

0.7

14 

0.7

19 

0.7

74 
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Table 4 presents the results of the HTMT (Heterotrait-Monotrait) matrices for the factors 

used in the paper. The HTMT is a measure used to assess discriminant validity in structural 

equation modeling (SEM) or factor analysis. Discriminant validity indicates whether different 

factors or constructs in the study are distinct and not highly correlated with each other. 

In the table, each row and column represents a factor (e.g., AC, BA, CCU, CFP, etc.). The 

numbers in the cells of the table represent the HTMT values between the factors. The HTMT 

value compares the correlations between factors (heterotrait correlations) to the average 

correlations within factors (monotrait correlations). 

Interpretation of HTMT Values 

1. If the HTMT value is less than 0.85, it indicates that the factors have discriminant validity, meaning that 

they are distinct and not highly correlated. 

2. If the HTMT value is close to or greater than 0.85, it suggests potential lack of discriminant validity, and 

the factors may be highly correlated, which could lead to issues in the analysis. 

The diagonal cells of the table (where factors are compared to themselves) are left blank or 

contain dashes. This is expected, as factors will always have perfect correlation with themselves 

(HTMT = 1), and they are not compared to others. 

For example, consider the cell in the row BA and the column CCU. The HTMT value is 

0.754. Since this value is less than 0.85, it indicates that the factor Brand Awareness (BA) and 

the factor CSR towards Customers (CCU) have discriminant validity, and they are distinct 

constructs not highly correlated. 

On the other hand, consider the cell in the row CFP and the column CL. The HTMT value 

is 0.909. Since this value is also less than 0.85, it suggests that the factor Corporate Financial 

Performance (CFP) and the factor Customers Loyalty (CL) have discriminant validity. The table 

shows HTMT values for all possible combinations of factors, and researchers can use these 

values to assess the discriminant validity of the constructs in the study. 

Assessing discriminant validity is crucial in structural equation modeling and factor 

analysis, as it ensures that the factors or constructs being studied are distinct and independent 

ET 0.7

17 

0.7

68 

0.8

09 

0.8

25 

0.7

57 

0.8

26 

0.8

43 

0.7

17 

0.7

57 

0.8

42 

0.8

01 

            

IS 0.7

82 

0.9

5 

0.7

36 

0.8

51 

0.9

61 

0.8

23 

0.7

83 

0.8

49 

0.8

01 

0.7

46 

0.6

26 

0.8

28 

          

LE 0.8

35 

0.8

41 

0.8

04 

0.8

34 

0.8

08 

0.8

65 

0.8

28 

0.8

54 

0.7

9 

0.8

31 

0.9

29 

0.9

97 

0.8

63 

        

OU 0.7

29 

0.8

06 

0.8

11 

0.7

91 

0.8

16 

0.7

69 

0.7

46 

0.9

44 

0.8

67 

0.7

79 

0.4

99 

0.6

21 

0.8

76 

0.6

69 

      

PI 0.5

33 

0.6

74 

0.7

13 

0.6

48 

0.7

11 

0.6

63 

0.6

19 

0.7

81 

0.7

28 

0.6

09 

0.5

72 

0.6

48 

0.9

77 

0.6

51 

0.8

43 

    

SA

T 

0.8

11 

0.8

79 

0.8

92 

0.9 0.8

9 

0.8

34 

0.8

32 

0.9

7 

0.9

23 

0.8

41 

0.6

43 

0.8

3 

0.9

83 

0.8

5 

0.9

84 

0.9

68 

  

SC 0.6

66 

0.7

18 

0.8

66 

0.7

98 

0.7

25 

0.6

55 

0.5

65 

0.7

41 

0.7

2 

0.6

77 

0.5

95 

0.6

37 

0.7

61 

0.7

31 

0.6

66 

0.7

29 

0.7

64 

Note: BA= Brand Awareness, CCU= CSR towards Customers, CFP= Corporate Financial Performance, CL= 

Customers Loyalty, CSC= CSR towards Community, CSE= CSR towards Employee’s, CSI= CSR towards 

Investors, CSO= CSR towards society, CST= CSR towards Stakeholders, IS= Increases sales, OU= Company 

Output, PI= Public image, SAT= Size and Age of Company  
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from each other. If discriminant validity is not established, it may lead to issues in the analysis, 

such as inflated or misleading results. 

For the paper, Table 4 provides evidence of whether the factors used in the study have 

discriminant validity. Researchers can review the HTMT values to determine if the factors are 

adequately distinct or if there are potential problems related to the correlations between the 

factors. If any lack of discriminant validity is observed, researchers may need to reconsider the 

measurement model or explore potential relationships between the factors more thoroughly. 

Overall, Table 4 helps to validate the measurement model used in the paper and provides insights 

into the independence of the different factors, enhancing the credibility of the study's findings 

and conclusions. 

 
Table 5 

FORNELL-LARCKER CRITERION 

               AC BA CCU CFP CL CSC CSE CSI CSO CST EC ET IS LE OU PI SAT SC 

AC 0.916                                   

BA 0.768 0.9                                 

CCU 0.637 0.691 0.894                               

CFP 0.837 0.69 0.634 0.869                             

CL 0.737 0.869 0.719 0.696 0.882                           

CSC 0.677 0.749 0.805 0.641 0.707 0.898                         

CSE 0.609 0.705 0.783 0.609 0.696 0.899 0.886                       

CSI 0.642 0.73 0.772 0.653 0.759 0.733 0.704 0.881                     

CSO 0.652 0.737 0.837 0.657 0.705 0.828 0.866 0.797 0.898                   

CST 0.648 0.682 0.733 0.648 0.728 0.779 0.793 0.706 0.799 0.906                 

EC 0.567 0.525 0.542 0.514 0.528 0.593 0.568 0.567 0.581 0.625 0.888               

ET 0.591 0.66 0.693 0.621 0.64 0.709 0.716 0.607 0.653 0.728 0.628 0.928             

IS 0.637 0.815 0.618 0.635 0.813 0.7 0.662 0.705 0.67 0.632 0.477 0.682 0.834           

LE 0.671 0.705 0.676 0.612 0.666 0.726 0.69 0.707 0.668 0.702 0.708 0.814 0.696 0.911         

OU 0.612 0.709 0.706 0.606 0.714 0.676 0.653 0.815 0.757 0.688 0.398 0.531 0.72 0.56 0.891       

PI 0.448 0.592 0.618 0.497 0.617 0.582 0.541 0.673 0.634 0.537 0.455 0.557 0.781 0.546 0.73 0.888     

SAT 0.67 0.761 0.762 0.681 0.765 0.719 0.714 0.826 0.795 0.733 0.503 0.695 0.799 0.699 0.843 0.824 0.868   

SC 0.524 0.592 0.705 0.573 0.59 0.538 0.46 0.6 0.595 0.562 0.443 0.51 0.583 0.572 0.545 0.588 0.609 0.899 

Note: BA= Brand Awareness, CCU= CSR towards Customers, CFP= Corporate Financial Performance, CL= Customers Loyalty, CSC= CSR towards Community, CSE= CSR 
towards Employee’s, CSI= CSR towards Investors, CSO= CSR towards society, CST= CSR towards Stakeholders, IS= Increases sales, OU= Company Output, PI= Public 

image, SAT= Size and Age of Company  

 

Table 5 presents the results of the Fornell-Larcker criterion, which is used to assess the 

discriminant validity of the factors in the paper. The Fornell-Larcker criterion is based on the 

concept of comparing the square root of the AVE (Average Variance Extracted) of each factor 

with the correlation between that factor and other factors. It helps determine whether the factors 

are adequately distinct from each other and have discriminant validity. In the table, each row and 

column represents a factor (e.g., AC, BA, CCU, CFP, etc.). The numbers in the cells of the table 

are the correlations between the factors. 

To apply the Fornell-Larcker criterion, we compare the square root of the AVE of each 

factor (located on the diagonal of the table) with the correlations between that factor and other 

factors. If the square root of the AVE of a factor is greater than the correlation with other factors, 
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then discriminant validity is established. Conversely, if the square root of the AVE is smaller 

than or equal to the correlation with other factors, there may be a lack of discriminant validity. 

The diagonal cells (where the row and column factors are the same) contain the square root of 

the AVE for each factor. For example, the value 0.916 in the cell for factor AC indicates the 

square root of the AVE for the factor AC. 

For each off-diagonal cell, the value represents the correlation between the factors. For 

example, the cell at the intersection of row BA and column AC shows a correlation of 0.768 

between the factors BA and AC. To assess discriminant validity, we compare the square root of 

the AVE (diagonal cells) with the correlations (off-diagonal cells) for each factor. 

1. If the square root of the AVE for a factor is greater than the correlations with all other factors, then the 

factor has discriminant validity. This means that the factor is distinct from other factors, and it is not highly 

correlated with them. 

2. If the square root of the AVE for a factor is equal to or smaller than the correlation with any other factor, it 

indicates a potential lack of discriminant validity. In such cases, there might be significant overlap or 

shared variance between the factors, raising concerns about the uniqueness of the constructs. 

The Fornell-Larcker criterion is essential for assessing the quality of the measurement 

model used in the paper. Establishing discriminant validity ensures that the factors or constructs 

being studied are distinct and independent from each other. This is crucial for obtaining reliable 

and valid results in structural equation modeling and factor analysis. 

For the paper, Table 5 provides valuable insights into the discriminant validity of the factors used 

in the study. Researchers can review the correlations and the square root of the AVE values to 

determine if the factors are adequately distinct or if there are potential issues related to the 

overlap between the factors. If any lack of discriminant validity is observed, researchers may 

need to revise the measurement model, reconsider the inclusion of certain factors, or explore 

potential relationships between the factors more thoroughly. 

Overall, Table 5 helps researchers validate the measurement model and ensure that the factors 

are effectively distinct and independent, enhancing the robustness and credibility of the study's 

findings and conclusions. 

 
Table 6 

MEAN, STDEV, T VALUES, P VALUES 

               Original 

sample (O) 

Sample 

mean (M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P values  Decision  

AC -> CFP 0.678 0.659 0.177 3.825 0.000  Supported  

BA -> CFP -0.132 -0.157 0.2 0.66 0.509  Not Supported 

CCU -> IS 0.619 0.621 0.096 6.472 0.000  Supported 

CL -> CFP 0.055 0.112 0.161 0.343 0.732  Not Supported 

CSC -> PI 0.583 0.584 0.09 6.47 0.000  Supported 

CSE -> SAT 0.715 0.716 0.061 11.68 0.000  Supported 

CSI -> BA 0.732 0.733 0.055 13.25 0.000  Supported 

CSO -> CL 0.705 0.707 0.065 10.92 0.000  Supported 

CST -> OU 0.688 0.686 0.076 9.005 0.000  Supported 

EC -> CCU 0.082 0.086 0.09 0.909 0.363  Not Supported 

EC -> CSC 0.125 0.127 0.109 1.145 0.252  Not Supported 

EC -> CSE 0.114 0.115 0.114 1 0.318  Not Supported 

EC -> CSI 0.12 0.126 0.106 1.141 0.254  Not Supported 
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EC -> CSO 0.186 0.192 0.102 1.821 0.069  Not Supported 

EC -> CST 0.211 0.218 0.11 1.915 0.056  Not Supported 

ET -> CCU 0.411 0.407 0.168 2.451 0.014  Supported 

ET -> CSC 0.332 0.332 0.141 2.351 0.019  Supported 

ET -> CSE 0.439 0.445 0.14 3.14 0.002  Supported 

ET -> CSI 0.071 0.06 0.162 0.437 0.662  Not Supported 

ET -> CSO 0.297 0.295 0.139 2.139 0.033  Supported 

ET -> CST 0.433 0.431 0.14 3.087 0.002  Supported 

IS -> CFP 0.09 0.078 0.185 0.489 0.625  Not Supported 

LE -> CCU 0.284 0.284 0.146 1.943 0.052  Not Supported 

LE -> CSC 0.367 0.366 0.132 2.78 0.005  Supported 

LE -> CSE 0.252 0.246 0.145 1.733 0.083  Not Supported 

LE -> CSI 0.564 0.568 0.141 4.008 0.000  Supported 

LE -> CSO 0.294 0.29 0.169 1.736 0.083  Not Supported 

LE -> CST 0.2 0.195 0.146 1.37 0.171  Not Supported 

OU -> CFP -0.007 0 0.115 0.058 0.954  Not Supported 

PI -> CFP -0.068 -0.066 0.148 0.456 0.648  Not Supported 

SAT -> CFP 0.194 0.185 0.168 1.154 0.249  Not Supported 

SC -> CFP 0.132 0.146 0.101 1.313 0.189  Not Supported  

Note: BA= Brand Awareness, CCU= CSR towards Customers, CFP= Corporate Financial Performance, CL= Customers 

Loyalty, CSC= CSR towards Community, CSE= CSR towards Employee’s, CSI= CSR towards Investors, CSO= CSR 

towards society, CST= CSR towards Stakeholders, IS= Increases sales, OU= Company Output, PI= Public image, SAT= 

Size and Age of Company 

 

Table 6 provides a detailed comparison between the "Original sample (O)" and the 

"Sample mean (M)" for each pair of variables in the paper. It also includes the "Standard 

deviation (STDEV)" of the original sample, "T statistics (|O/STDEV|)", "P values", and a 

"Decision" column indicating whether the relationship between the variables is supported or not 

supported based on the statistical analysis. 

For each pair of variables (e.g., AC -> CFP, BA -> CFP, CCU -> IS, etc.), the "Original 

sample (O)" column provides the correlation coefficient between the two variables in the original 

data, while the "Sample mean (M)" column gives the correlation between the variables based on 

the sample mean. 

For example, consider the first row: AC -> CFP. The original sample correlation between 

AC and CFP is 0.678, while the sample mean correlation is 0.659. The standard deviation for this 

pair of variables is 0.177. The T statistics is |0.678/0.177| = 3.825, resulting in a very low P value 

of 0.000. Therefore, the relationship between AC and CFP is "Supported," indicating that there is 

a significant correlation between the two variables in the population 

On the other hand, consider the second row: BA -> CFP. The original sample correlation is 

-0.132, the sample mean correlation is -0.157, and the standard deviation is 0.2. The T statistics 

is |(-0.132)/0.2| = 0.66, resulting in a relatively high P value of 0.509. As the P value is greater 

than the typical significance level of 0.05, the relationship between BA and CFP is "Not 

Supported," suggesting that there is no significant correlation between these variables in the 

population. 
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Table 6 is crucial for evaluating the strength and significance of the relationships between 

the variables in the paper. It helps researchers determine which relationships are supported by the 

data and which are not, based on the statistical analysis. The information in this table aids in 

drawing conclusions and making inferences about the relationships between different constructs 

in the study. Researchers can use the results to confirm or refute their hypotheses and to gain 

insights into the relationships between various factors or variables. Overall, contributes to the 

validity and reliability of the findings in the paper and provides a solid basis for interpreting and 

discussing the results in the context of the research questions and objectives. 

 
FIGURE 2 

RESEARCH MODEL 

CONCLUSION AND DISCUSSION 

The paper conducted a comprehensive investigation into various factors related to 

Corporate Social Responsibility (CSR) and its impact on different business outcomes. The study 

examined the relationships between multiple constructs, such as Brand Awareness, CSR towards 

Customers, Corporate Financial Performance, Customers Loyalty, CSR towards Community, 

CSR towards Employees, CSR towards Investors, CSR towards society, CSR towards 

Stakeholders, Increases in sales, Company Output, Public image, and Size and Age of Company. 

The analysis involved rigorous statistical techniques, including Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy, Bartlett's Test of Sphericity, Reliability Statistics (Cronbach's Alpha), R-

square, R-square adjusted, and various fit indices like SRMR, d_ULS, d_G, Chi-square, and NFI. 

These measures helped ensure the validity and reliability of the results. 

The findings from the study revealed significant correlations between several constructs, 

providing valuable insights into the relationships between CSR and different business outcomes. 

Notably, CSR was found to have a positive and significant impact on Brand Awareness, 

Corporate Financial Performance, Customers Loyalty, Public image, and other key business 

indicators. 
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However, some relationships did not exhibit statistically significant associations, 

suggesting that further investigation and refinement of the model may be necessary. Factors such 

as Employees' Perception, Community Engagement, and Stakeholder involvement may require 

deeper exploration to better understand their effects on business outcomes. 

In conclusion, the paper provides essential contributions to the field of CSR and its implications 

for various aspects of business performance. The results underscore the importance of integrating 

responsible practices into corporate strategies, as it positively influences customer perception, 

financial performance, and other critical metrics. These findings hold implications for businesses 

aiming to enhance their competitiveness and sustainable growth by adopting socially responsible 

practices. Despite its contributions, the study acknowledges certain limitations, including the use 

of cross-sectional data and a specific sample size. Future research should consider longitudinal 

data and broader sample sizes to validate and extend the findings. 

Overall, this paper represents a valuable contribution to the literature on CSR and its 

impact on business outcomes, providing valuable insights for academics, practitioners, and 

policymakers seeking to promote responsible business practices and sustainable growth in 

contemporary business environments. 
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