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Corporate social responsibility (CSR) has become increasingly
crucial for banking organizations to enhance competitiveness and
financial success. This study investigates the impact of CSR
communication on electronic word of mouth (eWOM), value co-
creation, and the performance of Indonesian financial businesses. A
research gap exists in understanding the specific effects of CSR
communication in the Indonesian banking industry. The stratified
sampling technique collects data from 150 customers aware of
banking sector CSR initiatives. A questionnaire is administered via
Google Forms and has the screening to gather relevant information.
The survey data is analyzed using confirmatory factor analysis (CFA)
and structural equation modeling (SEM). The results reveal that CSR
communication significantly influences the CSR activities of
Indonesian financial firms. CSR communication significantly affects
Indonesian financial firms' electronic word-of-mouth (eWOM)
activities. It positively influences eWOM, which in turn enhances
value co-creation. Additionally, CSR communication has a
significant impact on value co-creation. These findings highlight the
importance of prioritizing CSR communication to improve the
banking sector's competitive advantage and financial performance.
Incorporating effective CSR communication into business strategies
can enhance customer relationships, generate value, and improve all
aspects. Understanding these dynamics can provide valuable insights
for banks to optimize their CSR communication strategies, strengthen
their impact on customers, and drive sustainable growth.
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1. INTRODUCTION

CSR has emerged as a crucial concern for organizations in today's global marketplace. Because
many stakeholders and customers have high expectations for the banking industry's performance, the industry
must be ethical and socially responsible in its actions [1]. CSR programs aim to accomplish many goals and
objectives to enhance the social interaction between employees and the community. CSR has been identified
as an important component of design that assists firms by influencing how customers feel about a specific
brand [2]. These initiatives encourage firms, governments, and individuals to adopt a more environmentally
conscious approach to banking to help them adapt to social and environmental change [3].

The significance of CSR communication today cannot be emphasized. Individuals seek knowledge
across many platforms and connect alongside like-minded people across boundaries because of the advent of
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social media [4]. Alongside the introduction of social media, customers may easily discover the activities of
firms and discuss, cooperate, and evaluate CSR information with one another. It has resulted in a greater
emphasis by firms on connecting their brand's purpose and value to CSR and engaging in CSR
communication through marketing initiatives. Furthermore, firms are teaming up with Influencers on social
networks to promote their CSR activities on social media, recognizing the value of such tactics [5]. Social
networking influencers have become an important avenue for organizations to contact their customers and
stakeholders, and they can greatly affect customer behavior [6]. Therefore, businesses need to incorporate
social media and influencers into their CSR communication strategies to enhance their social interaction with
employees and the community and encourage more socially responsible approaches to business. These
influencers can significantly impact customer behavior and can be instrumental in promoting CSR efforts by
companies [7]. Electronic word of mouth (eWOM) has also grown in importance as a means of helping
companies communicate with their clients, enabling immediate form feedback and information sharing [8].

This study addresses the research gap concerning the social consequences and CSR outreach of non-
environmentally sensitive companies, specifically focusing on the banking industry [9]. The research gap
identified in this study pertains to the need for a comprehensive understanding of the factors influencing CSR
communication, electronic word of mouth (eWOM), and the role of value co-creation within the Indonesian
banking industry. While studies have examined the relationship between CSR and eWOM in other Asian
countries, such as the Philippines, Thailand, and Malaysia, it is crucial to recognize that Indonesia possesses
a distinct sociocultural and economic environment. Banks play a vital role in supporting economies within
the ASEAN region, where institutions are dynamic and diverse. However, more information should be given
regarding CSR communication activities in Indonesian banks. This study aims to investigate the social
responsibilities of banks and assess their impact on performance. By conducting this investigation, regulators
and banks can benefit economically by improving their financial performance. The study will utilize primary
data sources from Indonesian bank customers, crucial for enhancing the bank's reputation. Although the
banking industry may not typically be associated with environmental concerns, it is essential for financial
institutions to demonstrate social responsibility, particularly considering their critical role in supporting
society and the dependence on public trust. While the specific benefits of CSR for banks are still being
explored, it is evident that a bank's reputation and public perception can significantly influence its business,
including aspects such as accessing tax breaks and government guarantees.

The paper will conduct a literature review on CSR communication, eWOM, value co-creation, and
its implications for the banking business. It will specifically investigate the role of CSR communication in
supporting banking organizations' CSR initiatives, the impact of eWOM, and customer value co-creation
through digital platforms to assist CSR operations. As a result, The Theory of Reasoned Action (TRA)
analyzes how humans act in terms of intents [10]. The Theory suggests that people's behavior is primarily
determined by their attitudes and subjective norms toward the behavior. Despite the growing interest in CSR
and eWOM communication in the banking industry, there needs to be more research that examines these
topics in the Indonesian context.

This paper defines a research void of the need for a more thorough comprehension of the variables
influencing CSR communication, eWOM, and the role of value co-creation in the Indonesian banking
industry. In contrast, several studies have examined CSR and eWOM in other Asian nations [11, 12, 13].
Given Indonesia's distinct sociocultural and economic environment, these findings might not be relevant to
the country's banking industry. The authors argue that it is necessary to investigate the role of CSR
communication in promoting eWOM communication and value co-creation in Indonesia, which is gaining
importance in the digital age. This study examines the attitudes and behaviors of Indonesian consumers
toward CSR, eWOM, and value co-creation in the banking industry to address this research.

Some experts believe that banks' responsibilities go beyond ensuring staff and product safety and
that the banking sector has been increasingly adopting CSR practices to keep up with societal expectations.
Banks have a social and legal responsibility to avoid financing businesses that harm the environment or
society. Hence, CSR reporting research has become common in the banking industry to ensure they are
accountable for their actions and promote sustainable practices [14]. However, banks' lending and investment
policies aim for substantial involvement in enterprises' societal context [15]. Banks' lending and investment
strategies are equally damaging to the environment as polluting businesses [15]. Banks contribute to
socioeconomic development and Sustainability. The organization assists cash flow as a link between loans
and debtors [16]. The financial industry is well-known [17]. When a business's public image improves, it
may be more forthcoming with its customers. CSR disclosure is required regarding institutions' energy,
resource preservation, and waste management practices [15].

The TRA is an integral theory of human behavior. It focuses on the variables that influence the
deliberate planning of actions [10]. In addition, it can identify the key presumptions that influence
individuals' behavioral decisions. This research analyzes the various factors that impact the development and
implementation of CSR communication. We have employed the TRA approach to study CSR
communication, eWOM (electronic word-of-mouth), and value co-creation. Behavioral intention determines
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an organization's inclination towards implementing CSR, while attitude measures the assessment. This
research aims to understand the nuances of CSR communication and how it can effectively benefit the
organization and society [18]. Intention helps predict the likelihood that a consumer will purchase within a
particular time and represents actual behavior [5].

Scholars have focused on enhancing the efficiency of conveying knowledge and benefits related to
CSR communication. Consequently, they have conducted investigations concerning the factors that impact
CSR communications. [19] conducted a literature evaluation to comprehend better how to convey CSR
initiatives. Several factors, such as the CSR association with the good or service in question and the
relevance of the CSR issue, have been identified as influencing the result of CSR communication. Numerous
other research [20, 21, 22] have investigated the impact of company-specific traits, such as repute and
credibility. Social media's interactive, prevalent, and user-centric environment has facilitated consumer
engagement with corporate information. This expression refers to the positive (eWOM), negative (eWOM),
or neutral (eWOM) spreading of knowledge concerning goods or assistance by customers, prospective
clients, or former customers [23]. In addition, it refers to disseminating goods and services descriptions and
opinions via social media [24]. This study assesses how social media users accumulate, establish, and
circulate details regarding a company's CSR efforts through CSR communication. eWOM behaviors include
admiring, following, or utilizing hashtags for a brand's causes, remarking on or sharing thoughts about the
business's CSR program, and encouraging peers to join social media groups dedicated to socially responsible
efforts [25].

Furthermore, companies participate in CSR for various purposes, including acquiring favorable
WOM [26]. Consumers engaged in CSR are more likely to interact with the ethical behaviors of businesses
with their peers, families, and coworkers [27]. Participation in CSR contributes to establishing a socially
responsible image for businesses. Due to the rapid and spontaneous transmission of information, eWOM on
social networking sites (SNSs) offers several advantages over offline WOM. It can also establish the shared
ideals and CSR agenda of a company. Discovering how CSR communication influences eWOM in online
hangouts requires extensive analysis [28].

1.1. Hypothesis 1: CSR communication has a significant positive effect on eWOM

Internet's prevalence has facilitated the fast global diffusion of eWOM communication. [29]. The
information source for eWOM could be recognized or undisclosed [30]. SNSs serve as a virtual platform for
consumers to seek and share objective product knowledge and consumption experiences. The co-creation
process involves the consumer, the supplier, and the company [31]. They highlighted that active customer
engagement with a brand lead to a better comprehension of its offerings and influences purchase intent. This
active participation includes electronic and verbal communication on social networking sites (SNS) as part of
the value co-creation process. Customer-generated eWOM influences the development of mutual respect and
admiration in this context [32].

[32] elaborated on the inception of value co-creation, in which businesses create interactive SNS fan
pages to develop their brand image and distribute market information. The value of these fan pages is
contingent on consumer participation, such as liking, sharing, and viewing. The value of the company's fan
pages is co-created through the customers' active participation and exchange of information and opinions on
these pages. Customers' actions on these sites allow two-way contact and help the company better serve its
customers. Fan sites can promote value co-creation and brand awareness by facilitating two-way
conversations between businesses and their fan[32]. Consumers commonly rely on eWOM to evaluate brands
due to their perceived trustworthiness and reliability on social media platforms [33]. eWOM material
represents business users' experiences, attracting the attention of other consumers [34].

The outcome, eWOM allows consumer interactions inside the social media communities of brands,
allowing for a value co-creation approach that increases consumers' understanding of businesses of interest
[35]. Based on these assertions, this study proposes hypotheses regarding the influence of eWOM on value
co-creation. Additionally, it investigates how value co-creation, as facilitated by these fan pages, influences
the purchasing intentions of consumers. Therefore, the following hypotheses are presented by the research:

1.2. Hypothesis 2: eWOM has a significant positive effect on value co-creation

Social identity theory can shed light on the influence of CSR on consumer behavior [36]. People
self-identify as belonging to specific categories. Individuals endeavor for self-improvement within social
identity by enhancing their attributes. The Theory of social identity [37] investigated the role of CSR in
shaping consumer identity by making it more appealing and significant. When consumers believe that a
company's actions align with their values, their identification with that company grows. From the social
identity perspective, individuals endeavor to distinguish themselves from others regarding social status and
gravitate toward groups with shared values. When consumers perceive that an entity, such as an organization,
embodies characteristics they value, such as corporate social responsibility, they are more likely to identify
with it [38]. The relationship between corporate social responsibility and co-creation is a process of active
participation and community identification. CSR, which considers the interests of all stakeholders,
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strengthens the relationship between the organization and its consumers. It facilitates collaboration and the
exchange of important service information, resulting in increased sales [39].

CSR is only effective in the eyes of managers and experts when it correlates with value creation [39,
40]. CSR is recognized as a strategy for achieving long-term rather than short-term objectives in various
industries, including the financial sector [41, 42]. Through implies that CSR addresses social issues
impacting stakeholders and provides substantial business benefits for organizations [43]. The alignment of
these dual objectives requires managers to acknowledge that their organizations pursue economic and social
objectives while nurturing strong stakeholder relationships, particularly with consumers. These stakeholder
relationships are considered areas for value co-creation [44], where stakeholders and organizations
collaboratively design and integrate content as the actual value is derived from the participants and their
relationships through fostering an environment conducive to CSR efforts [45].

Incorporating shared responsibility through an organized value chain is necessary for organizations
to create lasting value for their members [46]. Shared responsibility and co-creation require businesses to
give prominence to responsibility in their overall approach and engage other value chain stakeholders to
contribute to the development of ethics and the financial elements of the partnership [47]. This strategy
recognizes CSR's role as an interface across stakeholders and charity goals, thereby gratifying societal
expectations. Following the global financial crisis [48], demonstrated by studies in the banking sector,
attendees, particularly consumers, and shareholders, modified their behavior and inspected banks more
closely [40, 43, 49]. CSR is crucial to communicating a bank'’s social, environmental, and economic success.
Therefore, It is reasonable to conclude that consumers are more likely to engage in co-creation activities
involving socially responsible enterprises. Therefore, we propose the following hypothesis:

1.3. Hypothesis 3: CSR communication has an impact on value co-creation.

This study is based on a comprehensive examination of the existing literature, focusing on four
important variables associated with the development and implementation of CSR communication. A
conceptual framework that accounts for the direction of these constructs was utilized to evaluate the proposed
hypotheses.

P 4 eWOM M~ o
H1 -~

H3
CSR Communication Value co-creation

Figure 1. Conceptual Framework

2. RESEARCH METHOD

The present study investigates the role of CSR communication in the banking industry, exploring its
potential to respond to the competitive environment and promote Sustainability in Indonesian society.
Customers who have purchased bank products and are familiar with CSR programs are targeted in the study.
The quantitative survey method was employed. A quantitative causal survey approach was used in this
investigation [50]. The data was gathered from an appropriate population sample using the stratified
sampling method. For special conditions, stratified sampling is a suitable type of sampling. It selects
instances based on an expert assessment or cases with a specific goal. When measuring a difficult-to-reach
population, stratified sampling is frequently used.

A total of 150 respondents were chosen for the study after completing two screening questions and
obtaining consent to complete the questionnaire. Respondents were requested to follow the banks' social
media pages or recognize their CSR efforts. The study used an online questionnaire with basic questions to
choose the proper sample group, general information about the respondents, and questions to evaluate the
constructs. The survey questionnaire modified scales from previous research to examine the hypotheses
presented in the research model. Respondents were encouraged to utilize a seven-point Likert scale ranging
from "1: disagree strongly" to "7: strongly agree."

The study used a confirmatory modeling technique with SEM. The authors constructed a single
model and utilized an SEM technique to determine how much the model matches the data set. The thought
process was that the suggested model would fit whatever criteria were used. However, it was merely
established that it was one of several viable acceptable model hypotheses; therefore, researchers still needed
to verify it [51]. Two analyses were performed on the measurement model. First, using AMOS, an initial-
order confirmation factor analysis (CFA) model was used to assess the measurement model. A measurement
model aimed to characterize how effectively the observed indicators functioned as assessment equipment for
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the measured latent variables. Second, the researchers computed the average of the multiple correlations to
assess each indicator and the accuracy with which a component measured a construct.

Study Begine Diata Collection Sample Selection Guetiannase Data dnatysin Mocel valuation Mexarement todet duewment indicator Accuracy Assessment

Study Begins Data Colbection

Figure 2. Flow Chart of Method this study

3. RESULTS AND ANALYSIS

The authors present the study of the demographic data respondents of 150 samples. Table 1 shows
that most respondents were male, representing 51.3%. The result for ages 20-30 was 70%. Then, the marital
status stated that single was 70.7%. Furthermore, most of the samples' highest educational backgrounds were
bachelor's degrees, 66.7%—moreover, entrepreneurs, 38.8% of the respondents for the categories in the
occupation. Then, the participants answered that the average monthly 136USD-235USD is 40%.

Table 1. Demographic information of participants.

Constructs Descriptions
Groups Freq. (%)
Male 77 51.3
Gender Female 73 48.7
Below 20 3 2
Aged 20 - 30 117 78
31-40 26 17.3
41-50 4 2.7
. Single 106 70.7
Marital Status Married 44 29.3
Under bachelor's 31 20.7
Education Bachelor' 100 66.7
Master's Degree 19 12.7
Student 35 23
. Entrepreneur 59 38.8
Occupation Private employees 48 32
Others 8 5.3
Under 135 USD 51 34
136 — 235 USD 60 40
Average Monthly Income 236 — 302 USD 29 10.3
Up to 303 USD 10 6.7
Total 150 100

Notes: N = 150 total respondents, Freq = frequency, % = percentage

3.1. Model Analysis Result

Before running statistical tests, the first step is to screen the data for processing. The assumption of
multivariate normality underpins the use of parametric statistics. Multivariate normality assumes that all
variables and linear combinations of variables follow a normal distribution. When this criterion is met, the
analysis's residuals are normally distributed and independent. It denotes that the difference in projected and
actual score values, or the error, will be symmetrically distributed about zero. Examining skewness and
kurtosis values is one method for determining if the normality assumption has been met. The normality of the
data can be inferred by comparing the skewness value or the z-value to the critical values. The critical value
is 2.58 for a significance level (alpha) of 0.01 and 1.96 for a significance level (alpha) of 0.05. The data
assessment, specifically the normality test, reveals that the skewness value is less than or equal to 2.58. This
observation supports the conclusion that the data are normally distributed.
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Table 2. presents the initial assessment conducted to examine the variables.

Results
Skewness -1.039
Kurtosis 1.029
Tolerance 0.548
VIF 1.824
N 150

Notes: N = amount, VIF = variance inflation factor.

[52] suggested that the postulated hypothesis model be investigated utilizing the structural equation
modeling (SEM) approach. CFA was used to assess the measurement instruments' unidimensionality,
reliability, and validity and the multi-item constructs within the conceptual framework. This phase also
confirmed the dependability and validity of the investigated variables. Subsequently, the theoretical
relationships between the variables were analyzed using SEM. Using the SPSS and AMOS programs, a
thorough examination of the data was conducted. To resolve multicollinearity, the authors evaluated each
dataset's VIF and tolerance parameters and found no indication of multicollinearity [53]. In addition, the
reliability analysis and the measurement model were examined and shown in Table 2.

Table 3. Items that exhibited factor loadings

Constructs Items Loading CR AVE

The banking industry has the expertise to support CSR 0.850
initiatives. '
The banking business conducts CSR program discussions in

. 0.828
CSR the comm_um'gy at large. _ _ _ _ .
Communication The banmg |ndustry_c<_)r_15|stently dlssemlnates_mformatlpr_l 0.919 0.739
regarding its CSR activities through social media and official 0.872
websites.
The banking industry prioritizes CSR to assist local 0.887
businesses. '
I am willing to share my experience purchasing products from
the banking industry with other members on websites for 0.827
consumer goods.
eWOM I recommend the banking sector's services to anyone 0.752 0.856 0.666
requesting my advice online. '
I encourage my peers to purchase banking sector products 0.865
through social media. '
I frequently communicate my requirements to the banking 0.678
industry. '
I frequently pursue solutions to my problems in the banking 0.807
Value Co- industry. ' 0.875 0638
creation I actively contribute to the development of novel banking 0.827 ' '
solutions. '
The banking industry encourages clients to co-create 0.871

innovative solutions.

Notes: C.R = composite reliability, and AVE = extracted average variance

3.2. Hypothesis Testing

The authors then applied the direct impact model to the results of the first phase. The findings
revealed that many of the hypotheses were statistically significant (p-value 0.05), demonstrating a significant
association between the factors in CSR communication. As stated in Table 4, the SEM approach was used to
assess the reliability of the study's approach, and the coefficients for the path were assessed. The model fit
indices, including RMSEA, NFI, CFI, GFI, AGFI, SRMR, and p-value, indicated a satisfactory model fit
following recommended values [51].

Table 4. Model fit indices provide an assessment of the proposed model and the observed data

Statistics Acceptable Level Index Result
x2 / df Less than 3.00 2.195 Acceptable
p More than .05 0.000 Not fit
NFI More than .90 0.927 Acceptable
CFI More than .90 0.959 Acceptable
GFlI More than .90 0.899 Acceptable
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Statistics Acceptable Level Index Result
AGFI More than .90 0.837 Acceptable
TLI More than .90 0.945 Acceptable
RMSEA Less than .08 0.090 Not fit
SRMR Less than .08 0.0471 Acceptable

The SEM method was used to validate the results. All hypotheses were statistically significant
when the authors employed a direct impact model to assess the early phase (p-value 0.05). The research
looked into the link between elements in CSR communication and used the SME model to verify the research
model across constructs. The route coefficients presented in Table 5 were examined to test the model's
validity using the methods provided by [51].

Table 5. Presents the direct effects observed in the study

Estimate CR p Decision
H1 CSR 5 ewom 0.600 8.901 e Supported
Communication
H2 eWOM - \Q?Lﬁigcn)_ 0.566 4.178 Fekese Supported
CSR i Value co- o
H3 Communication creation 0.259 2.805 Supported

The correlation between exogenous and endogenous factors is investigated. In the present
investigation, the hypothesis was adopted if both the probability value (p) and the critical ratio (C.R.) were
less than 0.05 and greater than 2,000, respectively [54]. The first hypothesis suggests that CSR
communication substantially and positively affects eWOM. The hypothesis testing results indicate a p-value
of 0.000, less than the significance standard of 0.05. Moreover, the value of 8.901 for the critical ratio (C.R.)
exceeds the 2.000 threshold. The second hypothesis asserts that eWOM significantly and positively affects
value co-creation. The results of testing the hypothesis suggest a statistically significant p-value of 0.000.
Then, the C.R. number of 4.178 surpasses the minimal requirement of 2.000. The third hypothesis, therefore,
proposes that CSR communication has a positive and substantial effect on value co-creation. The test results
indicate a p-value of 0.000, less than the significance threshold of 0.05. Moreover, the C.R. value of 2.805
surpasses the minimum requirement of 2.000.

4.  CONCLUSION

The theoretical framework adopted for the current study may offer valuable insights when applied to
parallel inquiries in developed nations [55]. Empirical evidence suggests that the TRA could facilitate
progress in developing countries' financial sectors, such as Indonesia. This study primarily evaluates the
factors that impact CSR communication within the Indonesian financial industry. The investigation
established that the proffered model merited evaluation because CSR communication is vital for eWOM and
value co-creation. Our findings resonate with an array of modern theoretical viewpoints. From a
methodological perspective, the research suggests that corporations can optimize their societal influence by
leveraging the reach of influential social media figures and communicating with motives that emphasize
societal issues [56, 57, 58]. The authors utilized a stratified sampling technique to gather data from 150
customers acquainted with CSR initiatives in the banking sector. The primary data collection tool was a
questionnaire disseminated through Google Forms. Subsequently, the survey data were subjected to CFA and
SEM to validate the constructs and test the proposed model. The results generated from this research revealed
significant effects on each relationship under consideration. In line with the research objectives and extant
literature, a positive correlation between CSR communication and eWOM was identified, substantiating the
initial hypothesis [59], [60]. Findings from Hypothesis 1 underscore the potential of investments in CSR
communication to enhance overall bank performance. Additionally, the synergistic interaction between CSR
communication and eWOM is pivotal in cultivating intangible assets, promoting customer loyalty, and
acquiring a competitive edge.

Consumers increasingly utilize social networking sites such as Facebook, Twitter, and Instagram to
share brand-related encounters and express opinions and attitudes about brands. This study supports the
concept that consumers are co-creators of brand value and provides insight into how favorable or adverse
brand-related eWOM shared via social media platforms influences value co-creation involvement, shifts in
brand trust, and purchase intention [61]. Hypothesis 2 of eWOM on consumers' engagement in value co-
creation at both the behavioral and attitude levels is a significant contribution of this study.

In addition, the final direct hypothesis demonstrates a positive relationship between CSR
communication and value co-creation. Environmental dynamics can influence the process of creating value
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for an organization. The environment can be shaped by technological advancements and government
regulations, posing challenges for businesses. While it is essential for banks to employ sustainability
initiatives, they must also develop new strategies and procedures to adapt to the shifting business
environment. It enables them to provide superior customer service. Value co-creation can aid in developing
effective corporate social responsibility and consumer citizenship in organizations.

This article draws on prior research [60, 61, 62, 63]. Consumers desire a relationship with banks that
provides self-improvement and superior capabilities, encouraging them to identify with the bank and develop
loyalty. To address consumer concerns, practitioners need to have a comprehensive understanding of various
communication elements. This comprehension enables avoiding false claims and delivering messages that
add value to consumer co-creation.

The research findings are analyzed from diverse theoretical and practical perspectives. In contrast,
this study demonstrates through literature that the TRA can effectively be applied in a developing nation like
Indonesia. The research investigates the interconnectedness of CSR communication, eWOM, and value co-
creation within the banking sector. While previous studies have examined the influence of CSR and reporting
practices in environmentally sensitive industries (ESIs), there is still a need for similar investigations in non-
environmentally sensitive industries (NESIs). The study provides empirical evidence supporting a positive
relationship between CSR communication and the variables examined, establishing a meaningful link
between Theory and practice. In exploring the potential impact of CSR communication on bank efficiency,
the TRA framework acknowledges the role of specific resources and skills in contributing to sustainability.

Furthermore, the study expands on understanding the interplay between eWOM, value co-creation,
and CSR. By contributing new evidence about the Indonesian banking industry within its unique contextual
framework, this study adds to the existing body of knowledge. Consequently, the study's findings align with
the TRA, suggesting that businesses can effectively leverage and maximize their internal resources for their
benefit. This research helps stakeholders understand the connection underlying eWOM, value co-creation,
and CSR. It is useful for the finance business, which is already regarded as a "homogenized" industry.
Consumer psychological qualities are also important. Consumers find it difficult to create loyalty and
consolidate their purchase preferences because of the industry's uniformity. It is due to a lack of choice in
banking products and services. To emotionally engage with consumers, brands must deliver good CSR
communication.

Communication regarding corporate social responsibility can accommodate social responsibilities
while providing a competitive advantage. It is essential to the financial industry because it enables it to
maintain its competitive edge. However, due to the homogeneous nature of the industry, product
differentiation can be difficult for all participants. With a product differentiation strategy, it is easier for
banks to increase the likelihood of a consumer purchasing. A bank can readily communicate its CSR strategy
through social media and gain a competitive advantage. Many banks in Indonesia approach CSR from a
philanthropic standpoint.

Nonetheless, this research indicates that this strategy can achieve additional business objectives. For
example, a bank's marketing efforts can be enhanced by increasing the likelihood of consumers making
purchases. Bank policymakers must comprehend the proliferation of social media and how it can be utilized
for CSR communication.

Enhance the quality of services and increase the accessibility of banking products and services;
company management should consider implementing CSR communication practices in various community
development activities. These include the building of schools, roads, and water distribution systems. This
new medium can enable them to provide a personalized brand experience to their customers. Some banks in
Indonesia have a substantial social media presence. However, the most essential thing they must do is engage
their customers more in developing the brand. Consequently, this survey comprehensively analyses how
banks can use social media to enhance customer experience.

Future research could examine alternative service industries, such as tourism, hospitals, fast-moving
consumer products, and banking. Although the findings of this study are limited to Indonesia, they can be
used to analyze the societal and cultural factors that influence consumer decisions in other developing
countries. In addition, the research could provide valuable insights into the numerous factors that affect the
expansion of the service industry. Additional research could be conducted by investigating the function of
environmental dynamics in other developing nations, such as Cambodia, Laos, and Pakistan. The study
employed a cross-sectional design and stratified sampling, but future research could employ alternative
sampling methods. Evangelism could produce a more inclusive framework by incorporating new brand
appeal and equity variables.

REFERENCES
[1]  N. Fauzan and P. Jaroenwanit, "Building CSR Communication in the Banking Business in Thailand:

The Mediating Effects of Social Media Influencers and Consumer Skepticism," Creative Business and

International Journal of Management Science and Information Technology (IJMSIT), Vol. 3, No. 1, January — June 2023.



0 139

(2]

(3]

[4]

[5]

[6]

[7]

8]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

Sustainability Journal (CBSJ), vol. 44, no. 2, pp. 95-113, 2022.

J. van Doorn, M. Onrust, P. C. Verhoef, and M. S. Bigel, "The impact of corporate social
responsibility on customer attitudes and retention—the moderating role of brand success indicators,"
Mark Lett, vol. 28, no. 4, pp. 607-619, Dec. 2017, doi: 10.1007/s11002-017-9433-6.

I. Fatmawati and N. Fauzan, "Building Customer Trust through Corporate Social Responsibility: The
Effects of Corporate Reputation and Word of Mouth," Journal of Asian Finance, Economics and
Business, vol. 8, no. 3, pp. 0793-0805, 2021, doi: 10.13106/jafeb.2021.vol8.n03.0793.

G. Cheng et al., "The relationship between csr communication on social media, purchase intention,
and e-wom in the banking sector of an emerging economy," Journal of Theoretical and Applied
Electronic Commerce Research, vol. 16, no. 4, pp. 1025-1041, 2021, doi: 10.3390/JTAER16040058.
Y. Cheng, C. J. F. Hung-Baesecke, and Y. R. R. Chen, "Social Media Influencer Effects on CSR
Communication: The Role of Influencer Leadership in Opinion and Taste," International Journal of
Business Communication, 2021, doi: 10.1177/23294884211035112.

K. Pornsrimate and A. Khamwon, "How to convert Millennial consumers to brand evangelists through
social media micro-influencers,” Innovative Marketing, vol. 17, no. 2 May 2021, pp. 18-32, 2021,
doi: 10.21511/im.17(2).2021.03.

S. Bialkova and S. Te Paske, "Campaign participation, spreading electronic word of mouth, purchase:
how to optimise corporate social responsibility, CSR, effectiveness via social media?," European
Journal of Management and Business Economics, vol. 30, no. 1, pp. 108-126, 2021, doi:
10.1108/EJMBE-08-2020-0244.

S. Castro, J. P. Lacap, T. M. Garbosa, E. Jimenez, and S. F. Mallari, "Philippine Television Network
Companies' Corporate Social Responsibility Engagements and Electronic Word-of-Mouth: The
Intervening Role of Consumer-Company Identification,” Journal of Asia-Pacific Business, vol. 23, no.
1, pp. 24-45, Jan. 2022, doi: 10.1080/10599231.2022.2025643.

W. Aerts, D. Cormier, and M. Magnan, "Corporate environmental disclosure, financial markets and
the media: An international perspective," Ecological Economics, vol. 64, no. 3, pp. 643-659, Jan.
2008, doi: 10.1016/j.ecolecon.2007.04.012.

I. Ajzen and M. Fishbein, "A Bayesian analysis of attribution processes.," Psychol Bull, vol. 82, no. 2,
pp. 261-277, Mar. 1975, doi: 10.1037/h0076477.

P. Issarawornrawanich and S. Wauttichindanon, "Corporate social responsibility practices and
disclosures in Thailand," Social Responsibility Journal, vol. 15, no. 3, pp. 318-332, Jan. 2019, doi:
10.1108/SRJ-02-2017-0038.

F. H. M. Liu, D. Demeritt, and S. Tang, "Accounting for Sustainability in Asia: Stock Market
Regulation and Reporting in Hong Kong and Singapore," Econ Geogr, vol. 95, no. 4, pp. 362-384,
Aug. 2019, doi: 10.1080/00130095.2018.1544461.

A. Sadou, F. Alom, and H. Laluddin, "Corporate social responsibility disclosures in Malaysia:
evidence from large companies,” Social Responsibility Journal, vol. 13, no. 1, pp. 177-202, Jan. 2017,
doi: 10.1108/SRJ-06-2016-0104.

M. C. Branco and L. L. Rodrigues, "Communication of corporate social responsibility by Portuguese
banks: A legitimacy theory perspective," Corporate Communications, vol. 11, no. 3, pp. 232-248,
2006, doi: 10.1108/13563280610680821.

J. K. Achua, "Corporate social responsibility in Nigerian banking system," Society and Business
Review, vol. 3, no. 1, pp. 57-71, 2008, doi: 10.1108/17465680810852748.

M. W. Wu and C. H. Shen, "Corporate social responsibility in the banking industry: Motives and
financial performance,” J Bank Financ, vol. 37, no. 9, pp. 3529-3547, 2013, doi:
10.1016/j.jbankfin.2013.04.023.

H. U. Z. Khan, "The effect of corporate governance elements on corporate social responsibility
(CSR); reporting: Empirical evidence from private commercial banks of Bangladesh," International
Journal of Law and Management, vol. 52, no. 2, pp. 82-109, 2010, doi: 10.1108/17542431011029406.
C. Hughes, V. Swaminathan, and G. Brooks, "Driving Brand Engagement Through Online Social
Influencers: An Empirical Investigation of Sponsored Blogging Campaigns,” J Mark, vol. 83, no. 5,
pp. 78-96, 2019, doi: 10.1177/0022242919854374.

J. Lu et al., "Assessment of corporate social responsibility by addressing sustainable development
goals,” Corp Soc Responsib Environ Manag, vol. 28, no. 2, pp. 686-703, Mar. 2021, doi:



140 O E-ISSN: 2774-5694, P-ISSN: 2776-7388

10.1002/csr.2081.

[20] L. Hai Ming, L. Gang, H. Hua, and M. Wagas, "Modeling the influencing factors of electronic word-
of-mouth about CSR on social networking sites," Environmental Science and Pollution Research, vol.
29, no. 44, pp. 66204-66221, Sep. 2022, doi: 10.1007/s11356-022-20476-8.

[21] S. Chahine, M. Daher, and S. Saade, "Doing good in periods of high uncertainty: Economic policy
uncertainty, corporate social responsibility, and analyst forecast error," Journal of Financial Stability,
vol. 56, p. 100919, Oct. 2021, doi: 10.1016/j.jfs.2021.100919.

[22] N. Ahmad, Z. Ullah, M. Z. Arshad, H. wagas Kamran, M. Scholz, and H. Han, "Relationship between
corporate social responsibility at the micro-level and environmental performance: The mediating role
of employee pro-environmental behavior and the moderating role of gender," Sustain Prod Consum,
vol. 27, pp. 1138-1148, Jul. 2021, doi: 10.1016/j.spc.2021.02.034.

[23] S. A. R. Khan, Z. Yu, and M. Umar, "How environmental awareness and corporate social
responsibility practices benefit the enterprise? An empirical study in the context of emerging
economy,” Management of Environmental Quality: An International Journal, vol. 32, no. 5, pp. 863—
885, Jul. 2021, doi: 10.1108/MEQ-08-2020-0178.

[24] H. Pang, "How compulsive WeChat use and information overload affect social media fatigue and
well-being during the COVID-19 pandemic? A stressor-strain-outcome perspective,” Telematics and
Informatics, vol. 64, p. 101690, Nov. 2021, doi: 10.1016/j.tele.2021.101690.

[25] X. Yang, "Exchanging social support in social commerce: The role of peer relations,” Comput Human
Behav, vol. 124, p. 106911, Nov. 2021, doi: 10.1016/j.chb.2021.106911.

[26] H. Rim, S.-U. Yang, and J. Lee, "Strategic partnerships with nonprofits in corporate social
responsibility (CSR): The mediating role of perceived altruism and organizational identification,” J
Bus Res, vol. 69, no. 9, pp. 3213-3219, Sep. 2016, doi: 10.1016/j.jbusres.2016.02.035.

[27] C.B. Bhattacharya; Sankar Sen and I, "Doing better at doing good: When, why, and how consumers
respond to corporate social initiatives,” Calif Manage Rev, vol. 47, no. 1, pp. 9-24, 2004.

[28] C. Fieseler and M. Fleck, "The Pursuit of Empowerment through Social Media: Structural Social
Capital Dynamics in CSR-Blogging," Journal of Business Ethics, vol. 118, no. 4, pp. 759-775, Dec.
2013, doi: 10.1007/s10551-013-1959-9.

[29] T. Hennig-Thurau, K. P. Gwinner, G. Walsh, and D. D. Gremler, "Electronic word-of-mouth via
consumer-opinion platforms: What motivates consumers to articulate themselves on the Internet?,"
Journal of Interactive Marketing, vol. 18, no. 1, pp. 38-52, Feb. 2004, doi: 10.1002/dir.10073.

[30] A. J. Flanagin and M. J. Metzger, "The role of site features, user attributes, and information
verification behaviors on the perceived credibility of web-based information," New Media Soc, vol. 9,
no. 2, pp. 319-342, Apr. 2007, doi: 10.1177/1461444807075015.

[31] A. F. Payne, K. Storbacka, and P. Frow, "Managing the co-creation of value,” J Acad Mark Sci, vol.
36, no. 1, pp. 83-96, Mar. 2008, doi: 10.1007/s11747-007-0070-0.

[32] E.W. K. See-To and K. K. W. Ho, "Value co-creation and purchase intention in social network sites:
The role of electronic Word-of-Mouth and trust — A theoretical analysis,” Comput Human Behav, vol.
31, pp. 182-189, Feb. 2014, doi: 10.1016/j.chb.2013.10.013.

[33] A. Al-Htibat and Z. Garanti, "Impact of interactive eReferral on tourists behavioral intentions,"
Marketing Intelligence & Planning, vol. 37, no. 5, pp. 527-541, Jul. 2019, doi: 10.1108/MIP-08-2018-
0348.

[34] S. Prasad, A. Garg, and S. Prasad, "Purchase decision of generation Y in an online environment,”
Marketing Intelligence & Planning, vol. 37, no. 4, pp. 372-385, Jun. 2019, doi: 10.1108/MIP-02-
2018-0070.

[35] S.-H. Wu, S. C.-T. Huang, C.-Y. D. Tsai, and P.-Y. Lin, "Customer citizenship behavior on social
networking sites," Internet Research, vol. 27, no. 2, pp. 428-448, Apr. 2017, doi: 10.1108/IntR-12-
2015-0331.

[36] H. Tajfel and J. C. Turner, "The Social Identity Theory of Intergroup Behavior," in Political
Psychology, Psychology Press, 2004, pp. 276-293. doi: 10.4324/9780203505984-16.

[37] ©O. Farooq, D. E. Rupp, and M. Faroog, "The Multiple Pathways through which Internal and External
Corporate Social Responsibility Influence Organizational Identification and Multifoci Outcomes: The
Moderating Role of Cultural and Social Orientations," Academy of Management Journal, vol. 60, no.

International Journal of Management Science and Information Technology (IJMSIT), Vol. 3, No. 1, January — June 2023.



d 141

[38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

[47]

[48]

[49]
[50]
[51]

[52]

[53]
[54]

[55]

[56]

3, pp. 954-985, Jun. 2017, doi: 10.5465/amj.2014.0849.

M. Abbas, Y. Gao, and S. Shah, "CSR and Customer Outcomes: The Mediating Role of Customer
Engagement,"” Sustainability, vol. 10, no. 11, p. 4243, Nov. 2018, doi: 10.3390/5u10114243.

T. T. Luu, "CSR and Customer Value Co-creation Behavior: The Moderation Mechanisms of Servant
Leadership and Relationship Marketing Orientation," Journal of Business Ethics, vol. 155, no. 2, pp.
379-398, Mar. 2019, doi: 10.1007/s10551-017-3493-7.

L. T. Tuan, D. Rajendran, C. Rowley, and D. C. Khai, "Customer value co-creation in the business-to-
business tourism context: The roles of corporate social responsibility and customer empowering
behaviors," Journal of Hospitality and Tourism Management, vol. 39, pp. 137-149, Jun. 2019, doi:
10.1016/j.jhtm.2019.04.002.

S. Rodriguez-Gomez, M. L. Arco-Castro, M. V. Lopez-Perez, and L. Rodriguez-Ariza, “Where Does
CSR Come from and Where Does It Go? A Review of the State of the Art," Adm Sci, vol. 10, no. 3, p.
60, Aug. 2020, doi: 10.3390/admsci10030060.

L. Para-Gonzalez, C. Mascaraque-Ramirez, and C. Cubillas-Para, "Maximizing performance through
<scp>CSR</scp> : The mediator role of the <scp>CSR</scp> principles in the shipbuilding industry,"
Corp Soc Responsib Environ Manag, vol. 27, no. 6, pp. 2804-2815, Nov. 2020, doi:
10.1002/csr.2004.

M. Palazzo, A. Vollero, and A. Siano, "From strategic corporate social responsibility to value
creation: an analysis of corporate website communication in the banking sector," International Journal
of Bank Marketing, vol. 38, no. 7, pp. 1529-1552, Oct. 2020, doi: 10.1108/1JBM-04-2020-0168.

D. M. Salvioni and F. Gennari, "CSR, Sustainable Value Creation and Shareholder Relations,"
Symphonya. Emerging Issues in Management, no. 1, pp. 36-49, Dec. 2017, doi:
10.4468/2017.1.04salvioni.gennari.

M. Mubushar, N. B. Jaafar, and R. A. Rahim, "The influence of corporate social responsibility
activities on customer value co-creation: the mediating role of relationship marketing orientation,"
Spanish Journal of Marketing - ESIC, vol. 24, no. 3, pp. 309-330, Sep. 2020, doi: 10.1108/SIME-12-
2019-0101.

A. Adamik and M. Nowicki, "Pathologies and Paradoxes of Co-Creation: A Contribution to the
Discussion about Corporate Social Responsibility in Building a Competitive Advantage in the Age of
Industry 4.0," Sustainability, vol. 11, no. 18, p. 4954, Sep. 2019, doi: 10.3390/su11184954.

J. N. Sheth, "Customer value propositions: Value co-creation," Industrial Marketing Management,
vol. 87, pp. 312-315, May 2020, doi: 10.1016/j.indmarman.2019.10.012.

E. Emeseh, R. Ako, P. Okonmah, Obokoh, and L. Ogechukwu, "Corporations, CSR and Self
Regulation: What Lessons from the Global Financial Crisis?," German Law Journal, vol. 11, no. 2, pp.
230-259, Feb. 2010, doi: 10.1017/S2071832200018502.

J. Kujala and A. Korhonen, "Value-Creating Stakeholder Relationships in the Context of CSR," 2017,
pp. 63-85. doi: 10.1007/978-3-319-62785-4_4.

H. Taherdoost, "Sampling Methods in Research Methodology; How to Choose a Sampling Technique
for Research,” 2016. [Online]. Available: https://ssrn.com/abstract=3205035

B. J. B. R. E. Black, Joseph F. Hair Jr. William C. Anderson, "Multivariate Data Analysis," Seventh
Ed.Pearson Education Limited, 2010.

V. Ramadani, M. M. Rahman, A. Salamzadeh, M. S. Rahaman, and H. Abazi-Alili, "Entrepreneurship
Education and Graduates' Entrepreneurial Intentions: Does Gender Matter? A Multi-Group Analysis
using AMOS," Technol Forecast Soc Change, vol. 180, Jul. 2022, doi:
10.1016/j.techfore.2022.121693.

F. J. R. van de Vijver and K. Leung, "Methods and Data Analysis for Cross-Cultural Research,"”
Methods and Data Analysis for Cross-Cultural Research, 2021, doi: 10.1017/9781107415188.

Ghozali Imam, Model persamaan struktural konsep dan aplikasi dengan program AMOS 24.
Semarang: : Badan Penerbit Universitas Diponegoro., 2017.

C. Mi, F. K. Chang, C. T. Lin, and Y. H. Chang, "The theory of reasoned action to CSR behavioral
intentions: The role of CSR expected benefit, CSR expected effort and stakeholders," Sustainability
(Switzerland), vol. 10, no. 12, Nov. 2018, doi: 10.3390/su10124462.

Y. Cheng, C.-J. F. Hung-Baesecke, and Y.-R. R. Chen, "Social Media Influencer Effects on CSR
Communication: The Role of Influencer Leadership in Opinion and Taste,” International Journal of



142 3

E-ISSN: 2774-5694, P-ISSN: 2776-7388

[57]

[58]

[59]

[60]

[61]

[62]

[63]

Business Communication, p. 23294884211035110, Jul. 2021, doi: 10.1177/23294884211035112.

Y. Cheng, Y.-R. R. Chen, and C.-J. F. Hung-Baesecke, "Social Media Influencers in CSR
Endorsement: The Effect of Consumer Mimicry on CSR Behaviors and Consumer Relationships," Soc
Sci Comput Rev, vol. 39, no. 4, pp. 744-761, Jan. 2021, doi: 10.1177/0894439320987184.

L. Dalla-Pria and I. Rodriguez-de-Dios, "CSR communication on social media: the impact of source
and framing on message credibility, corporate reputation and WOM," Corporate Communications,
vol. 27, no. 3, pp. 543-557, Jun. 2022, doi: 10.1108/CCIJ-09-2021-0097.

Q. Zhang and S. Ahmad, "Linking Corporate Social Responsibility, Consumer Identification and
Purchasing Intention," Sustainability, vol. 14, no. 19, p. 12552, Oct. 2022, doi: 10.3390/su141912552.
A. Raza, A. Saeed, M. K. Igbal, U. Saeed, I. Sadig, and N. A. Faraz, "Linking corporate social
responsibility to customer loyalty through co-creation and customer company identification:
Exploring sequential mediation mechanism,” Sustainability (Switzerland), vol. 12, no. 6, Mar. 2020,
doi: 10.3390/su12062525.

C. K. Prahalad and V. Ramaswamy, "Co-creation experiences: The next practice in value creation,"”
Journal of Interactive Marketing, vol. 18, no. 3, pp. 5-14, 2004, doi: 10.1002/dir.20015.

N. Ahmad, M. Scholz, Z. Ullah, M. Z. Arshad, R. I. Sabir, and W. A. Khan, "The nexus of csr and co-
creation: A roadmap towards consumer loyalty," Sustainability (Switzerland), vol. 13, no. 2, pp. 1-15,
Jan. 2021, doi: 10.3390/su13020523.

A. Raza, R. A. Rather, M. K. Igbal, and U. S. Bhutta, "An assessment of corporate social
responsibility on customer company identification and loyalty in banking industry: a PLS-SEM
analysis,” Management Research Review, vol. 43, no. 11, pp. 1337-1370, Jan. 2020, doi:
10.1108/MRR-08-2019-0341.

International Journal of Management Science and Information Technology (IJMSIT), Vol. 3, No. 1, January — June 2023.



