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Abstract
The objective of this study is to examine the impact of corporate social responsibility (CSR) 
initiatives of a firm as one of the critical factors to improve the competitiveness of the firm in 
today’s aggressive market environment. The influence of corporate social responsibility on brand 
loyalty and brand image, which distinguishes the firm from other competitors, was evaluated 
in the study. Data from 364 consumers were collected through adapted and structured ques-
tionnaires for the period from August 2018 to December 2018. The respondents were selected 
through convenience sampling to generate the responses of individual online consumers who 
buy luxury goods online. The sample size of 364 was taken from a simple random table with 
a 5% margin of error and a 95% confidence level. SEM-based multivariate approaches such as 
structural equation modeling and confirmatory factor analysis were employed, and SmartPLS 3.0 
software was used for the data evaluation. The results indicate that the firm’s CSR initiatives have 
a significant and positive impact on brand loyalty and brand image. The study undertaken has 
several theoretical and practical implications which could provide the basic foundations and con-
ceptual framework for future studies, and it offers strategic directions for the senior managers of 
firms to plan CSR initiatives that can enhance the brand loyalty of their brands and also increase 
corporate reputation, all of which are beneficial to remain competitive in today’s business arena.
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1. INTRODUCTION
One recent report by Penguin has shown that as for the brand loyalty of cell-phone users, Hua-
wei accounted for the highest proportion in China at a loyalty rate of 62.2%. The main reason 
indicated in the survey for the repeat purchase of the mentioned brand was that consumers had 
user experience with the products and had generated strong feelings of attachment to the brand. 
More than 30% of regular Internet users in the study chose to support the brand continuously 

Lu, J., Ren, L, Zhang, C., Wang, C, Shahid, Z., & Streimikis, J. (2020). The Influence of a Firm’s CSR 
Initiatives on Brand Loyalty and Brand Image. Journal of Competitiveness, 12(2), 106–124. https://doi.
org/10.7441/joc.2020.02.07

joc2020-2-v3b.indd   106 30.6.2020   15:06:47



107

because of its domestic brand image (Penguin Intelligence, 2019). High product sales and market 
share have resulted partly from this consumer loyalty and brand image. Studies have shown that 
brand loyalty is a vital measurement dimension of brand equity (Taodocs.com, 2019). Brand im-
age, which to a certain extent can even affect the direction of market development, also affects 
the purchase willingness of consumers as an important influencing factor of their identification 
with the product ( Jia, 2019). Nevertheless, the establishment of brand image and brand loyalty 
is not so easy, and enterprises should implement corporate social responsibility (CSR) and other 
practical activities to build trust, improve consumer satisfaction and as such enhance consumer 
loyalty to their brands (Ahmed et al., 2020; Sürücü et al., 2019). Studies have highlighted the 
positive effects of consumer-perceived brand innovation (Pappu & Quester, 2016), brand par-
ticipation (Leckie et al., 2016), and brand value (Yeh et al., 2016) on brand loyalty. In addition, 
customer satisfaction (Hew et al., 2016), consumer-perceived corporate reputation (Loureiro et 
al., 2017), and social media marketing (Ismail, 2017) could improve brand loyalty. As for brand 
image, consumer perception of brand ethics (Ahmed et al., 2020; Iglesias et al., 2019), consist-
ency of advertising and brand promotion (Arbouw et al., 2019), as well as brand reputation and 
consumer trust all may create a positive impact on the overall corporate image (Lu et al., 2020; 
Li et al., 2017). Most of these studies cited have been based on the brand of the enterprise itself 
in the consideration of the impact of consumer perception and product quality on brand loyalty 
and brand image. Furthermore, the studies have shown that the CSR performance of a company 
could help in bringing higher stock returns (Lins et al., 2017), which are in turn favorable for 
brand reputation (Asmussen & Fosfuri, 2019). 

Scholars have provided various definitions of CSR. According to Kotler & Lee (2004; 2005), 
CSR can be defined as the assurance or commitment towards the community for its well-being 
and welfare, and this objective may be achieved with the help of flexible business practices in 
the use of corporate resources. Focusing on public welfare activities, Kotler & Lee (2004; 2005) 
have divided the approaches of CSR implementation into specific types. Other scholars have em-
ployed this established structure to explore the influencing mechanisms of CSR on brand loyalty 
and brand image. For example, Howie et al. (2018) found that public welfare-related marketing 
affected consumer evaluation of a company, Lu et al. (2020) as well as Nickerson & Goby (2016) 
determined corporate social marketing affected the consumer purchase intentions. Yuan & Tian 
(2015) found that the amount of corporate philanthropy changed consumer brand attitudes, etc. 

Keeping all this in mind, the significance and novelty of this study are hereby indicated. First, 
this kind of research has been carried out in the Pakistani context in terms of the Belt and Road 
Initiative (BRI) program, which represents the global development strategy initiated by the Chi-
nese government. The related conclusions can also be applied to countries along the BRI route. 
Second, it is unique that the present study provides a novel conceptual & theoretical model, one 
which the researchers deem is highly relevant for future studies and new investigators, providing 
the foundation for future studies to replicate these results in different geographical regions and 
various industries. Third, the research undertaken may serve as a potential source of practical 
strategies for the CSR initiatives of local industries, i.e. it provides potential strategic directions 
to the senior managers of business firms to plan their own initiatives. These CSR initiatives can 
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enhance the loyalty of their brands and also increase brand image, two factors crucial for enter-
prises to remain competitive in today’s business environment.

The remainder of the paper contains the following: section 2 comprises a literature review and 
research hypotheses; section 3 discusses methodology and data sources; section 4 elaborates on 
the results and provides a discussion; and finally, section 5 puts forth conclusions.

2. LITERATURE REVIEW AND RESEARCH HYPOTHESES

2.1 Theories of CSR
CSR represents a firm’s responsibility towards society. It comprises activities that are not only 
beneficial for society only but also for the firm itself. Firms which are engaged in CSR practices 
believe that their revenues have increased over time due to this engagement, which has proved 
helpful for the long-term profit maximization of firms (Lu et al., 2019). Moreover, firms believe 
that it helps in strengthening their overall image in society among their stakeholders, consumers, 
and investors, etc. Apart from corporate image, CSR also helps to positively influence the brand 
loyalty of their consumers. Studies have shown that individuals are more attracted to firms that 
appear more socially responsible (Irshad et al., 2017), an image that helps improve consumer 
behavior and purchase intention for the product brand. According to Lu et al., 2019, the CSR 
activities of a firm play an integral part in building trust among the consumers. 

Quite a few theories have come and gone in the evolution of CSR. The main aim of Instrumental 
Theory is to achieve monetary objectives through social activities. It considers maximizing the 
value of shareholders on a long-term basis and formulating strategies for competitive advantage 
through which the corporations can invest in the social arena, i.e. focusing on cause-related 
marketing as a marketing tool. Political Theory focuses on using the power of the business re-
sponsibly in the political arena (Dennis et al., 2017). The social power a firm has is designated by 
the overall degree of responsibility the enterprise has to society. Integrative Theories focus on 
management, public, and other stakeholder issues, responsibility, corporate social performance, 
as well as how corporations respond to social, political, and public issues. Ethical Theory consid-
ers the maintenance of principled practices, with the main focus centering on human rights along 
with the environment and labor rights. Universal rights and the sustainable development of the 
society associated with a firm are considered, with the main overall objective being the common 
good of society. This theory has wide applications in CSR literature (Özbağ, 2018). According to 
Kotler & Lee (2005), certain CSR initiatives can help enhance the branding aspects of a product 
or service. The researchers explicate the phenomena of doing good, not considering it as merely 
an obligation but rather taking it as a welcome responsibility to society and its institutions. CSR 
initiatives represent a number of activities that firms can adopt and commit to in order to sup-
port or eradicate social ills. (Wu & Wang, 2014). The positive and negative causes firms can take 
on are mostly related to community development, safety, health, education and employment, 
environment, basic human rights, and economic development (Dennis et al., 2017). The type of 
support from the corporations may vary from cash grants to paid advertisements, sponsorship, 
publicity, employee volunteering, etc.  
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2.2 The impact of CSR on brand loyalty
Sharma & Jain (2019) conducted a study showing that people were more likely to respond to a 
brand that was involved in some good causes. The consumer’s idea about a firm depends on per-
ception, which includes brand performance and brand equity. Moreover, brand performance is 
the input of a brand which influences positively the overall performance of the business (Loose-
more & Lim, 2018; Irshad et al., 2017). To succeed in achieving brand loyalty in the current pe-
riod, firms must devote attention to creation and sustaining customer loyalty, with CSR having 
been shown to be a useful tool in this regard (Almeida & Coelho, 2019). Singh & Saini (2016) 
have indicated how consumer loyalty represents the desire of consumers to use a firm’s brand, 
product, or services over time. Kotler et al. (2018) have described the repeat-buying behavior of 
consumers, which is a sign of brand loyalty.  

Enterprises can improve public welfare and CSR implementation through marketing activities as 
well. As the first of six types of public welfare marketing approaches put forward by Kotler, the 
cause-related promotion strategies of a firm seek to encourage the public to devote their atten-
tion to public welfare causes with the use of the firm’s various material or non-material resources 
( Jeon & An, 2019; Luo, 2015; Park et al., 2017). The second type is cause-related marketing, i.e. 
linking donations to certain public welfare causes based on product sales, or donating part of the 
turnover of product sales. These kinds of activities help realize the brand objectives (Westberg 
& Pope, 2014), encouraging consumers to believe the company is ethical and socially responsible 
(Nan & Heo, 2007). The third type is corporate social marketing, which refers to planning or 
facilitating the implementation of certain behaviors to improve the safety, environment, or wel-
fare of a society (Lake & Conduit, 2016). The fourth type is corporate philanthropy, which refers 
to direct donations to certain charitable organizations through funds, non-funds, or some kind 
of services. To obtain public trustworthiness, enterprises usually cooperate with the govern-
ment or public welfare social organizations to make donations according to the rules stipulated 
in the Law of the People’s Republic of China on Public Welfare Donations. Studies found that 
corporate philanthropy positively affected customers’ attitude towards a company, and that phil-
anthropic marketing had a more significant impact on the purchase behavior of consumers (Tian 
et al., 2016). The fifth type is community volunteering, which means an enterprise, can encour-
age and support its employees, partners such as upstream suppliers and downstream retailers to 
contribute to social activities (Chen, 2018; Liu & Zhou, 2015; Lu et al., 2019). The sixth type is a 
responsible business practice, which indicates that enterprises employ means of business practice 
or investment to support the activities that can improve community welfare and environmental 
protection. This type of approach firstly can strengthen the connection between enterprises and 
the stakeholders, help enterprises to obtain knowledge and information, and enhance their abil-
ity to use the information (Zhang et al., 2015). Secondly, it can strengthen the sense of belonging 
of employees and make them contribute more innovations to the company; finally, consumers’ 
preference for the corporate brand is closely related to corporate performance (Zheng, 2014). 
Consumers will support product brands with CSR through their purchasing behavior (Sen et al., 
2016). So, enterprises should be aware of the importance of  implementation of the CSR activi-
ties, and improve their brand satisfaction (Abbes et al., 2020) and brand identity (Luo & Jiang, 
2019) through consumer brand participation (Kaur et al., 2020), and thus actively influencing 
brand loyalty of consumers.
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Based on the above analysis, the following hypotheses were proposed:

H1a: Cause promotion has a positive effect on brand loyalty;

H1b: Cause-related marketing has a positive effect on brand loyalty;

H1c: Corporate social marketing has a positive effect on brand loyalty;

H1d: Corporate philanthropy has a positive effect on brand loyalty;

H1e: Community volunteering has a positive effect on brand loyalty;

H1f: Socially responsible business practice has a positive effect on brand loyalty.

2.3 The impact of CSR on brand image
According to Almeida & Coelho (2019), the positive corporate image gives a firm a lot of ben-
efits, including recognition and recall of the brands, brand loyalty, employee motivation and loy-
alty, and a positive reputation among competitors. There are five elements of corporate image ac-
cording to Nguyen & Leblanc (2001). Corporate identity is the very first element, which includes 
the firm’s logo, name, features, price, and communication, esp. advertising. The second element 
is individuality, which includes the corporate philosophy, corporate culture, values, mission, and 
the objectives of the firm. The fourth element is the personnel.  The personnel of a firm should 
be friendly, well-educated with the knowledge of product and service offered by the firm, courte-
ous, friendly, with attractive personality and appearance. The fifth element is the environment 
of the firm (Loosemore & Lim, 2018; Irshad et al., 2017), which includes the ambiance, aesthet-
ics, buildings, and decors. Wu & Wang (2014) suggested that firms with good CSR usually had 
higher returns and profits. Kotler & Lee (2005) suggested CSR as a commitment to society. As 
per Loosemore & Lim (2018), there were four dimensions of CSR that can be explained with the 
help of a pyramid: economic responsibility, legal responsibility, ethical responsibility, and phil-
anthropic responsibility. Therefore, CSR has a deep and positive impact on corporate image and 
reputation (Lu et al., 2019). Studies further found that consumers’ participating in charitable do-
nations through the CSR activities organized by enterprises could help to improve the image of 
product brands (Luo & Lv,2019). Charitable donations had a greater effect on consumers’ evalu-
ation of an enterprise than business sponsorship (Liu, 2014). They had an effect on consumers’ 
continuous purchasing willingness (Feng et al., 2019), which could enhance the perception of 
consumers to corporate reputation (Szőcs et al., 2016). Similarly, the volunteer activities of an 
enterprise also had a positive impact on the corporate image (Plewa et al., 2015). Enterprises can 
effectively combine society, economy, and employees by organizing and implementing volunteer 
activities (Zhou & Lu, 2011). Therefore, enterprises should actively organize the CSR activities 
to make consumers perceive the CSR (Dawood,2019) and thus affecting the corporate brand im-
age. Based on the above analysis, the following hypotheses were proposed:

H2a: Cause promotion has a positive effect on brand image;

H2b: Cause-related marketing has a positive effect on brand image;

H2c: Corporate social marketing has a positive effect on brand image;

H2d: Corporate philanthropy has a positive effect on brand image;
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H2e: Community volunteering has a positive effect on brand image;

H2f: Socially responsible business practice has a positive effect on brand image.

2.4 The impact of brand loyalty on brand image
Brand loyalty, as the component of the core value of an enterprise, is mainly composed of the 
attitude and behavior of consumers. The consumers’ motivation for CSR and their perception of 
corporate brands (Mody et al., 2017), and consumer satisfaction (Yang et al., 2017) are important 
factors affecting consumer loyalty (Yang & Yin,2019). Companies can employ social media to 
actively spread the appropriate information of the brand image to consumers (Cheung et al., 
2019), and to significantly influence the consumers’ perception of the brand agreement with 
them by conveying the consistency of brand image. The similarity of brand personality and the 
authenticity of brand extension (Sattayawaksakul et al., 2019). With technological development 
in recent years, consumers come to choose the products which can meet their brand demands, 
so a good brand image for an enterprise is the key to successful marketing (Ogba & Tan, 2009; 
Ramli, 2017). When consumers have brand awareness, the value of the brand makes consumers 
remain loyal to the products, and thus positively influencing the brand identity and increasing 
brand equity (Shabbir et al., 2017). Studies on automobile brands by Mabkhot et al. (2017) found 
that there was a significant relationship between brand image and brand loyalty. According to the 
above analysis, there is a meaningful relationship between brand loyalty and brand image. The 
following hypothesis was proposed:

H3: Brand loyalty positively affects brand image.

3. METHODOLOGY AND DATA SOURCE
The study identified the impact of a company’s various CSR initiatives on brand loyalty. Further, 
variables were tested to determine the relationship and correlation among them. The study was 
based on a positivist approach of philosophy because we are deducing the pre-identified variables 
through the literature and further creating a generalized idea about these pre-defined variables. 
This study is quantitative, and the data was employed with deductive analysis. The hypotheses 
of this study were deduced and then tested. The data were collected with the help of a pre-
developed survey questionnaire that was developed on a Likert scale with close-ended questions. 
The measurement instrument was developed through Kotler & Lee (2005) for the CSR initia-
tives, Brand loyalty (Medzhybovska & Lew, 2019; Sharma & Jain, 2019), and Brand image (Wu & 
Wang, 2014). The mono-method approach was applied to this cross-sectional research to analyze 
the information which was gathered from different stakeholders that exist in society (Lu et al., 
2019). The measurement scale for the CSR initiatives are derived from the previous literature  
Jeon & An, 2019; Almeida & Coelho, 2019; Suki & Suki, 2019; García-Fernández et al., 2018).

However, the methodology used has certain limitations, such as using the online method to 
obtain the responses that are not very much appropriate to validate the stipulation of respond-
ents. The geographic scope is also minimal. It is recommended for future studies to increase the 
geographic scope for more robust results. Finally, the used statistical method does not explain 
the cause and effect. Therefore, it is suggested to the future researchers to use the model that also 
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explains the cause and effects between the independent and dependent variables.

The data was collected through a 5-point Likert scale based on the structured questionnaires. 
The method used for sampling in this study is the non-probability convenience sampling meth-
od. The SEM-based multivariate approaches, such as structural equation modeling and confirm-
atory factor analysis, were employed, and the SmartPLS 3.0 software was used for the data evalu-
ation. The respondents were selected through convenience sampling to generate the responses 
of individual online consumers who buy luxury goods online. The sample size was 364 and it 
was taken from a simple random table with a 5% margin of error and a 95% confidence level, as 
suggested by Saunders et al. (2007). The data was collected through structured questionnaires 
from the respondents from August 2018 to December 2018. We floated a total of 364 question-
naires, which were adequately filled, thus in this way, the response rate was 100%, which was 
considered to be an excellent sample. As for the structure of the data samples concerned, there 
were 165 males and 199 females, in which 155 respondents were from the age bracket of 15-24 
years old, 131 from the age bracket of 25-34, 55 respondents were from the age bracket of 35-44 
years old, the rest of 23 respondents were from the age bracket of more than 45 years old. As 
far as the income of the respondents concerned, it was taken in Pakistani Rupee, out of all 364 
respondents, 13.7% had an income between 20,000 to 40,000, 29.2% had an income between 
41,000 to 60,000, 19.2% respondents had an income of 61,000–80,000, while 37.9% had an in-
come of 80,000+. In terms of the education of respondents, out of 364 respondents, 44.8% of 
respondents had done their Master’s degree, 45.9% of respondents had a Bachelor’s degree, 5.5% 
had education of Matric or O-levels, and 3.8% had done their intermediate or A-levels.

4. RESULTS AND DISCUSSION
4.1 Validity and Reliability
To examine the validity, Criterion validity was ensured through a literature review, and an aca-
demic expert tested the Face validity. For this study, the data was collected from 364 participants 
with a 100% response rate. After the collection of data, it was coded into nominal variable and 
scale variables. The overall reliability was tested along with the reliability of each construct sepa-
rately. Table 1 shows that the composite reliability (>0.60), Cronbach alpha (>0.70), and AVE 
(>0.50) for each construct are within the acceptable range, which shows that the tool used for 
checking the hypothesis is reliable (Chatfield, 2018; Ahmed et al., 2020).

Tab. 1 – Validity and Reliability. Source: own research
Cronbach’s Alpha Composite Reliability (AVE)

Brand Image 0.870 0.906 0.658
Brand Loyalty 0.742 0.854 0.662
Cause Promotion 0.769 0.896 0.811
Cause-Related Marketing 0.799 0.882 0.715
Community Volunteering 0.816 0.916 0.845
Corporate Philanthropy 0.752 0.859 0.672
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Corporate Social Mkt 0.847 0.907 0.766
Socially Responsible BP 0.835 0.883 0.655

4.2 Discriminant Validity through Fornell-Locker test
The Discriminant validity ensures that a constructed measure is empirically unique and correct, 
which is a pre-requisite for employing structural equation modeling. Without discriminant valid-
ity, “constructs may influence the variation of observed variables that are theoretically associ-
ated.” The criteria for ensuring discriminant validity through Fornell & Larcker (1981) test was 
the value above 0.70 (Chatfield, 2018). All of the values of the discriminant validity have reported 
the values of above 0.70 (diagonal values). It can be seen that discriminant validity in the current 
study is ensured, as shown in Table 2.   

Tab. 2 – Discriminant Validity. Source: own research
Brand 
Image

Brand 
Loyalty

Cause 
Promo-
tion

Cause-
Related 
Market-
ing

Com-
munity 
Volun-
teering

Cor-
porate 
Philan-
thropy

Cor-
porate 
Social 
Mkt

Socially 
Re-
sponsi-
ble BP

Brand Im-
age

0.811        

Brand 
Loyalty

0.746 0.813       

Cause Pro-
motion

0.569 0.446 0.901      

Cause-
Related 
Marketing

0.552 0.519 0.582 0.845     

Commu-
nity Volun-
teering

0.416 0.404 0.377 0.540 0.919    

Corporate 
Philan-
thropy

0.662 0.539 0.544 0.395 0.385 0.820   

Corporate 
Social Mkt

0.550 0.579 0.529 0.698 0.597 0.516 0.875  

Socially 
Responsi-
ble BP

0.691 0.647 0.535 0.670 0.721 0.518 0.678 0.809

4.3 Common Method Bias Testing
The data received from the respondents may contain biases that are tested through two ap-
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proaches, as mentioned by Kim et al. (2013). First, by examining the correlation shown in Table 
2, if any correlation is greater or equal to 0.9, it is a piece of strong evidence for biases in the 
data. The correlation’s highest value is 0.746, which is less than 0.9, and the indicating common 
bias is less likely to exist. Second, the approach requires the inner VIF values of the constructs < 
3.3 (Kock, 2015; Ahmed et al., 2019), Table 3 indicates the inner VIF values for all relationships 
among constructs < 3.3, showing that common bias is less likely to exist (Kock, 2015; Kock & 
Lynn, 2012).

Tab. 3 – Common Method Bias Testing. Source: own research
Brand Image Brand Image Brand Loyalty
Brand Loyalty 2.046  
Cause Promotion 1.870 1.869
Cause-Related Marketing 2.525 2.513
Community Volunteering 2.268 2.195
Corporate Philanthropy 1.794 1.676
Corporate Social Mkt 2.649 2.569
Socially Responsible BP 3.289 3.107

4.4 Model Fit
The model fit is the tested ability of the statistical model to conform to the set of observations 
defined in that particular statistical model through the goodness of fit (Chatfield, 2018). Table 4 
exhibits the goodness of fit indices. 

Tab. 4 –The model fitness. Source: own research
Saturated Model Estimated Model

SRMR 0.073 0.073
d_ULS 2.219 2.219
d_G1 1.318 1.318
d_G2 1.041 1.041
Chi-Square 684.132 684.132
NFI 0.918 0.918

Since there are many criteria to ensure the model fitness, SmartPLS 3.0 offers measures which 
include Standardized Root Mean Square Residual (SRMR), Euclidean distance (D_ULS), geo-
desic distance (D_G), Root mean squared residual (RMS) and Normed Fit Indices (NFI). Ac-
cording to values of the first three criteria SRMR (lower than 0.08), D_ULS (P>0.05), and D_G 
(P>0.05), the current model is considered highly fit, as the values meet the defined threshold. 
RMS criteria are applied to check the goodness of fit of the outer model, which can be avoided. 
The minimum value of NFI is considered to be above 0.90, but if its value lies below 0.90, it is 
suggested to check the non-normed fit indices value (NNFI). SmartPLS 3.0 has a limitation that 
the NNFI value cannot be calculated (Hussain et al., 2019). Therefore, it can be seen that the 
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model fit has been ensured for the current study through the different model fit indices offered 
by SmartPLS 3.0. 

4.5 Variance explanation and path analysis
The R-Square is the amount of variance each independent variable contributes to the variance 
of the dependent variable (Chatfield, 2018). The adjusted R-Square is R-Square, which has been 
adjusted after adding several variables in the model. The minimum 0.10 value of R-square should 
be presented to explain the variance between the dependent and independent variables. How-
ever, according to Ahmed et al. (2019) the PLS-SEM, R-Square value of 0.7, 0.33, and 0.19 is 
considered to be reliable, moderate, and weak, as shown in Table 5.

Tab. 5 – Variance Explanation. Source: own research
R Square R Square Adjusted

Brand Image 0.712 0.700
Brand Loyalty 0.511 0.494

Here the adjusted R-Square indicates that brand loyalty has a 51.1% variation, whereas brand im-
age has a 70% variation caused by the framework. 

The structural model of this study was summarized in the final findings to conclude the final 
decision of either accepting and rejecting the hypothesis; the Bootstrapping procedure was ap-
plied with the help of SmartPLS 3.0 by creating 5,000 sub-samples for the current study. The 
final results of the analysis are presented in Table 6.

Tab. 6 – Path Analysis, Source: own research
Original Sample (O) T statistics P Values

Brand Loyalty → Brand Image 0.394 6.231 0.000
Cause Promotion → Brand Image 0.114 2.193 0.011
Cause Promotion → Brand Loyalty -0.022 0.255 0.799
Cause-Related Marketing → Brand Image 0.078 1.036 0.300
Cause-Related Marketing → Brand Loyalty 0.076 0.895 0.371
Community Volunteering → Brand Image -0.113 1.550 0.121
Community Volunteering → Brand Loyalty 0.189 2.577 0.010
Corporate Philanthropy →Brand Image 0.279 3.749 0.000
Corporate Philanthropy → Brand Loyalty 0.241 2.814 0.005
Corporate Social Mkt → Brand Image -0.085 1.035 0.301
Corporate Social Mkt → Brand Loyalty 0.197 2.025 0.043
Socially Responsible BP → Brand Image 0.317 3.563 0.000
Socially Responsible BP → Brand Loyalty 0.486 4.743 0.000
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5. DISCUSSION
The results of this study confirmed the impact of various CSR initiatives on brand image with 
the mediation effect of brand loyalty on the influencing path. The individual results demon-
strated that brand loyalty positively influenced brand image. These findings are consistent with 
previous studies, such as work by Tellefsen & Thomas (2005) and Domi et al. (2019). The study 
further demonstrated that CSR has a positive and significant impact on brand image. Previ-
ous literature, such as Almeida & Coelho (2019), has also reached similar views. However, the 
results show that the cause promotion did not have a significant influence on brand loyalty. 
These results are in line with the previous literature (Ahmed et al., 2019). A few studies have 
demonstrated contradictory results, i.e. a significant influence of promotion on brand loyalty 
(Domi et al., 2019; Medzhybovska & Lew, 2019). A possible reason for these dissimilarities is 
the use of different approaches regarding cause promotion and brand loyalty. The outcomes of 
this study further exhibited that cause-related marketing did not have a significant impact on 
brand loyalty and brand image. Nevertheless, previous literature has demonstrated mixed results 
regarding this matter, e.g. Ahmed et al. (2020), and García-Fernández et al. (2018). Green & 
Peloza (2011) had similar results, although Servera-Francés & Arteaga-Moreno (2015) indicate 
different opinions. The results of this study also demonstrate that community volunteering did 
not have a significant influence on brand image. Previous literature has exhibited mixed results 
regarding the impact of community volunteering on brand image, with previous studies (Dyck et 
al., 2019; Ferreira & Oliveira, 2014) demonstrating similar results. However, previous literature 
has also pointed out the positive and significant influence of community volunteering on brand 
image (Ahmed et al., 2020; Luo & Bhattacharya, 2006; Martínez et al., 2013). The results of our 
study also exhibited that community volunteering had a positive and significant influence on 
brand loyalty; these results are consistent with previous literature, such as Jeon & An (2019). Our 
outcomes have further demonstrated that corporate philanthropy had a positive and significant 
influence on brand image and brand loyalty. Previous literature also advocated similar findings 
and confirmed that corporate philanthropy had a significant influence on both brand image and 
brand loyalty (Peloza & Shang, 2011). However, corporate social marketing did not have a signifi-
cant impact on the brand image as per our findings, with similar outcomes indicated in previous 
studies, such as Grigoruta et al. (2019) and Ahmed et al. (2019). The present study has demon-
strated that corporate social marketing had a positive and significant influence on brand loyalty. 
These findings are consistent with the previous literature, such as Lu et al. (2020), Sharma & Jain 
(2019), Singh & Saini (2016), Suki & Suki (2019). Finally, our outcomes have demonstrated that 
socially responsible business practice had a significant and positive influence on brand image 
and brand loyalty, with these results replicated in previous literature such as Loosemore & Lim 
(2018), Irshad et al. (2017). 

Corporate Social Responsibility is an important aspect of all firms. It is extremely important for 
consumers as well as other stakeholders. Corporate brand strategies should take community well-
being into account. Corporate social responsibility plays an important role in building a brand 
and brand identity. Consumers might recall a brand that is involved in CSR activities as opposed 
to another brand that is not involved in CSR. Consumers are becoming more skeptical about the 
promises of firms in different areas, including environmental policies, ethical business practices, 
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and social responsibility. Insights of consumers into CSR are a big concern for strategy makers 
and marketers (Lu et al., 2020; Jeon & An, 2019; Sharma & Jain, 2019).

6. CONCLUSION
The main findings of this study have revealed that consumers do in fact recognize what CSR is. 
Furthermore, the majority of consumers know that CSR is one of the important aspects of firms. 
The main outcome of our study is that CSR initiatives have positive effects on brand loyalty and 
brand image which can increase the competitiveness of the firms in the market. Brand loyalty 
is a vital criterion for the position of firms in the marketplace as well as for creating competi-
tive edges. Thus, companies should adopt necessary CSR initiatives so that they can sustain and 
maintain their brand loyalty as well as their brand image. This particular study can show firms 
and marketers ways to comprehend the impact of their CSR programs and how the different 
initiatives and programs can affect various dimensions of brand loyalty. This information can 
be used by strategy makers and marketers to formulate their strategies in accordance with these 
findings.

Finally, new multinationals that are in the process of establishing their business in Pakistan can 
also use this research as a part of formulating their strategies in other countries of the world, such 
as countries or regions along the BRI route proposed by China. In the future, the results of this 
study can be supplemented by targeting different populations and dimensions such as the impact 
of CSR on employee retention, the reputation of firms, etc.
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