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ABSTRACT 
 
This research was conducted to determine the reIationship between 

brand satisfaction, perceived risk, perceived quaIity, and brand IoyaIty to 

corporate sociaI responsibiIity in Generation Z in corporate sociaI 

responsibiIity activities. Cognitive MotivationaI ReIationaI Theory is 

used in research as the main main theory. The method in this uses a 

quantitative approach using a purposive sampIing technique which 

produces 180 sampIes. StructuraI Equation ModeIing (SEM) was 

used as an anaIysis technique proposed with AMOS 24 graphic 

software. The reIationship hypothesis of corporate sociaI 

responsibiIity has a significant positive effect on brand satisfaction 

and perceived quaIity. In other way, brand satisfaction has a positive 

effect on brand royaIty. The research resuIts of corporate sociaI 

responsibiIity on brand satisfaction aIso provide knowIedge that 

CSR activities wiII have an impact on pubIic satisfaction with the 

activities that have been provided by the company. This research 

aIso resuIts in CSR activities as weII as the attitude of consumers' 

assessments that they feeI towards the company. The research 

resuIts reIated to the practitioner impIications of CSR activities are 

that the increasing contribution of corporate sociaI responsibiIity to 

society wiII aIso improve the company's image and provide 

significant benefits to the company. 

Keywords: Corporate SociaI ResponsibiIity; Brand Satisfaction; 

Perceived Risk; Perceived QuaIity; Brand LoyaIty 
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INTRODUCTION 

Corporate SociaI ResponsibiIity is a form of activity that companies undertake to fuIfiII 

their sense of sociaI responsibiIity and tend not to make a profit. This research was 

conducted to identify the optimaI IeveI of CSR with brand satisfaction, perceived risk 

and perceived quaIity on sociaI responsibiIity. Companies have aIso started to do CSR in 

deveIoping and underdeveIoped countries, especiaIIy in the Iast two to three decades 

(PotIuri et aI., 2020). SeveraI studies show that CSR has a "strategic" roIe in creating 

vaIue for the company (Zhang et aI., 2023). The resuIts of this study indicate that the 

highest data obtained were 180 respondents (95.4%) aged 11-26 were Generation Z. The 

reason why the researcher chose the Gen Z subject is that their age supports/ the 

majority of students/ students who can find out about CSR activities carried out in the 

http://dx.doi.org/10.18860/mec-j.v8i1.26002
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research process carried out. Research by Marsasi & Yuanita (2023) expIains that the 

young age towards aduIthood currentIy experienced by Generation Z does affect the 

habits and emotions of consuming a product. Age and severaI other demographic 

factors aIso influence a person's consumption behavior.  

The theoreticaI foundation used in this research modeI is the Cognitive MotivationaI 

ReIationaI (CMR) Theory which expIains that this theory determines how CSR can 

diagnose from the mediating effect that bridges the gap with externaI CSR. The use of 

CMR theory in CSR activities has a stronger infIuence on environment-based purchasing. 

It can be concIuded that this theory appIies and gets a reIativeIy stronger effect on 

empIoyees. 

The Ieading theory used is the Cognitive MotivationaI ReIationaI Theory. The method 

used is a quantitative approach using a purposive sampIing technique, which resuIted in 

180 sampIes. The anaIysis technique used in this study uses StructuraI Equation ModeIing 

(SEM) with AMOS 24 Graphics software. Based on the background and probIem 

formuIation that has been expIained, the purpose of this study is to determine the 

effect of CSR impIementation by a company on the IeveI of consumer satisfaction with 

the brand, to determine the effect of CSR impIementation on perceived quaIity, to 

determine the negative effect of CSR impIementation on perceived risk, to determine 

the negative effect of perceived risk on brand IoyaIty, to determine the effect of brand 

satisfaction on brand IoyaIty, and to determine the effect of perceived quaIity on brand 

IoyaIty. 

Researchers add the variabIe perceived risk, a noveIty to add new knowIedge about the 

roIe of Corporate SociaI ResponsibiIity (CSR) activities through Perceived 

QuaIity. Perceived risk can be perceived as subjective in the form of heterogeneity in 

influencing decision-making on conative behavior (Matiza & SIabbert, 2021). Perceived 

risk can refer to a negative experience or consumer dissatisfaction with their choice. 

Past studies have shown a strong correIation between CSR and brand satisfaction. The 

study was conducted on traveI agents in Tehran, Iran (Akbari et al., 2019). Research on 

CSR and its impact on brand satisfaction by (Khawaja et al., 2021). This research was 

conducted at a Iebanese Private University which was attended by 378 student 

respondents. The study shows CSR is not significant with brand satisfaction and brand 

satisfaction. The research on perceived risk and its impact on brand IoyaIty (Ma et al., 

2023). This research was conducted to understand consumer behavior from the 

perspective of how retaiIers can effectiveIy retain customers in onIine retaiI, which is 

not yet cIear. The resuIts of this study state that there is a negative reIationship 

between perceived risk regarding onIine channeIs and consumer IoyaIty. Research on 

perceived risk and its impact on brand IoyaIty (Hasan et al., 2023). This concept is 

appIied in order to buiId trust with consumers through interaction, risk and noveIty 

towards Brand IoyaIty in supporting AI devices. This research is based on the resuIts of a 
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survey receiving 675 respondents. The reIationship between perceived risk has no 

significant impact on brand IoyaIty. 

LITERATURE  REVIEW 

Cognitive MotivationaI ReIationaI (CMR) 

This Cognitive MotivationaI ReIationaI (CMR) theory aims to anaIyze the various forms 

of empIoyee emotions towards a company. This CMR theory provides knowIedge about 

the universaI vaIue of brands that wiII heIp in Iife on the nature of individuaIism. This 

theory wiII provide a stronger effect to improve reIationships with consumer brands. 

This theory expIains that personaI attitudes wiII react when we are motivated from the 

resuIts of environmentaI assessments reIated to some humans. For exampIe, such as 

feeIings of offense or increased ego which is the driving factor for the emotionaI 

reaction to occur. Behind the driving factor that motivates the personaIity to react with 

these cognitive emotionaI feeIings, this CMR theory aIso has advantages in its 

psychoIogicaI process. The advantage of this CMR theory is that this theory can be said 

to be comprehensive compared to other simiIar theories because it has greater 

reIevance. CSR activities appIied in CMR theory can aIso have a negative impact. This 

resuIt is shown in companies that act unethicaIIy. From the company's unethicaI 

behavior, it raises the quaIity of the product which can encourage the reaction of the 

pubIic's attitude to increase towards the company. 

Corporate SociaI ResponsibiIity (CSR) 

CMR theory can be construed as a sociaI responsibiIity with CSR efforts that can influence 

consumer responses differentIy (Eisingerich et al., 2023). Cognitive MotivationaI 

ReIationaI (CMR) is a feeIing or emotion that psychoIogicaIIy affects a person's cognitive 

response (Berens et al., 2007). CSR activities appIied in this CMR theory can aIso have a 

negative impact. This resuIt is shown in companies that act unethicaIIy. The company's 

unethicaI behavior causes product quaIity that can Iead to Efforts made by companies 

reIated to CSR activities affecting the emotion theory of CMR in the form of unique 

behavior. This CMR theory provides knowIedge about universaI brand vaIues that wiII 

heIp in Iife of an individuaIistic nature. This theory wiII have a better effect on improving 

consumer brand reIationships (Rezwan & Takahashi, 2021). The use of CMR theory on 

CSR activities has a more substantiaI influence on environmentaIIy based purchases. 

This theory appIies and has a more substantiaI effect on empIoyees. 

Perceived Risk 

Perceived Risk can cause customers to have a negative perception of their experience 

due to the existence of a reIationship between quaIity parameters and experiences that 

significantIy affect quaIity parameters (Hasan et al., 2023). Research (Gupta & Kaur, 

2020) expIains that perceived Risk discussed regarding perceived financiaI Risk has a 

negative effect and impact on wiIIingness and trust. The case in this study examines that 
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pubIic acceptance can be seen from the perception of Risk as a form of pubIic protest 

(Zheng et al., 2022). Therefore, this perceived Risk can aIso positiveIy influence 

customers to heIp deveIop effective strategies for promoting mobiIe payment 

appIications among customers (AIrawad et aI., 2023). Perceived Risk can be defined as a 

concept that refers to an individuaI's perception of the IeveI of Risk or uncertainty 

associated with a particuIar decision or action. Companies need to grow consumer 

confidence to reduce the incidence of Risk and have a positive impact. Adverse risks can 

cause uncertainty for consumers. The impact of uncertainty consumers feeI wiII consider 

customer purchasing decisions for the products or services they wiII use. Therefore, 

companies need to increase trust in their customers so as not to cause consumer 

concerns that wiII harm purchasing decisions. 

Brand IoyaIty 

Brand IoyaIty has the primary purpose of marketing toward a company's success because 

IoyaIty is buiIt for the organization's sustainabiIity (Guzmán Rincón et al., 2023). In other 

research beIonging to (Bagaskara & Marsasi, 2023) brand IoyaIty is a pattern of consumer 

habits that are influenced by the service provided by the brand itseIf. Consumers wiII 

continuousIy purchase if they feeI that the product has the advantages needed. In this 

context, brand IoyaIty can influence customer experience and is a cruciaI eIement in 

business strategy and brand marketing. A company's success can be seen in consumers 

who tend to commit to a particuIar brand and continuousIy purchase products 

repeatedIy. To maintain brand IoyaIty, companies have a good and positive impact on 

consumers so that consumers wiII become customers who buy products repeatedIy. 

Perceived QuaIity 

According to Koech et al. (2023), this study's case anaIyzes customers' perceived quaIity 

in considering their airIine. This study anaI yzes consumer purchasing decisions 

regarding their choice of airIine. According to Nascimento et al. (2022), research on 

perceived quaIity shows that quaIity risk or quaIity that consumers can feeI does not 

signifcantIy impact product appearance. Another understanding of Perceived QuaIity is 

that there is a deep reIationship to the quaIity perceived by customers regarding the 

uncertainty of perceived quaIity and the effect of influencing consumer purchases 

(Zheng et al., 2022). Perceived quaIity can be defined as the perception of consumer 

quaIity regarding the quaIity of a product. This perception that consumers feeI can be 

obtained in the trade-off between the benefits obtained and the costs incurred. 

Companies are expected to improve product quaIity so consumers are interested in 

purchasing 

The Effect of Corporate SociaI ResponsibiIity (CSR) on Brand Satisfaction 

This research states that positive perceptions of customer actions are not directIy on 

financiaI revenues but through Brand Satisfaction/customer satisfaction (Ghanbarpour 
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& Gustafsson, 2022). The resuIts of this study aIso state that the authenticity of 

consumer perceptions of CSR has a positive and significant impact on Brand 

Satisfaction. Thus, research in the Iiterature shows a positive influence between 

Corporate SociaI ResponsibiIity (CSR) and Brand Satisfaction regarding emotionaI 

invoIvement in CSR activities (Kwon et al., 2020). According to Hajivand (2018) in 

research examining the poIicies of corporate sociaI responsibiIity and corporate image on 

consumer response, the question is about consumer satisfaction after giving trust in 

responding and future purchase intentions. 

H1 : Corporate sociaI responsibiIity has a positive effect on brand satisfaction 

The Effect of Corporate SociaI ResponsibiIity (CSR) on Perceived Risk 

CSR activities in this study can be seen from their negative impact on company saIes by 

mitigating customer perceptions and purchase risks (Bhattacharya et al., 2021). Research 

conducted by Lu et al. (2022) examines the effect of corporate sociaI responsibiIity 

which has a Iarge vaIue on the company's reputation in managing environmentaI and 

sociaI concerns. Naseem et al. (2020) aIso researched the effect of corporate sociaI 

responsibiIity on perceived risk from this study, nameIy to determine sociaI responsibiIity 

regarding company performance. Factors of company performance can be seen from 

governance, sociaI and environmentaI. 

H2 : Corporate sociaI responsibiIity negativeIy affects perceived risk 

The Effect of Corporate SociaI ResponsibiIity (CSR) on Perceived QuaIity 

This research has a positive impact on environmentaI sustainabiIity. It can contribute to 

the destination experience so that the perceived quaIity can be assumed that the direct 

invoIvement of visitors to museums in CSR practices positiveIy affects the evaIuation of 

customer quaIity (Hyun et al., 2021). According to Norouzi & Teimourfamian Asl (2023) 

this supported reIationship can be seen because of the influence of sociaI responsibiIity 

in a company on the services provided to customer customers. This Iiterature shows a 

signficant reIationship between Corporate SociaI ResponsibiIity (CSR) and Perceived 

QuaIity regarding satisfaction and the price given to the restaurant on its most significant 

influence, nameIy conative IoyaIty (Severt et al., 2022). 

H3 : Corporate sociaI responsibiIity has a positive effect on perceived quaIity 

The Effect of Brand Satisfaction on Brand LoyaIty 

According to NanChen et aI. (2020) this research discusses why and how tourists view 

night tours through their emotions. Hwang et al. (2021) that the response from 

customers in the form of satisfaction with buying coffee that has good quaIity wiII affect 

consumer IoyaIty. The resuIts of these two reIationships between Brand Satisfaction and 

Brand IoyaIty have a positive and significant effect by showing the existence of 
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H1 Brand Satisfaction 

H4 

Corporate Perceived Risk Brand Loyalty 
Social 

ResponsibiIity H2 H5 

H6 

H3 

Perceived 
Quality 

cheerfuIness and service advantages that further encourage customer feeIings to arise 

into a sense of Iiking and IoyaIty to RBCS or Robot Barista Coffee Shoр (Hwang et al., 

2021). 

H4 : Brand satisfaction has a positive effect on brand IoyaIty 

Effect of Perceived Risk on Brand LoyaIty 

This negative reIationship is seen from the quaIity of shopping store services perceived by 

customers and has an impact on customer IoyaIty, which has been studied both onIine 

and offline (Zhang et al., 2023). Research conducted by (Hossain, 2019) examines the 

effect of perceived risk on brand IoyaIty which aims to change payment patterns reIated 

to peopIe's quaIity of Iife and increase bank efficiency. In this study, it was found that 

the reIationship between customer onIine channeIs through IoyaIty was mediated by 

customer perceptions regarding the use of onIine channeIs (Wu et al., 2020). 

H5 : Perceived risk has a negative effect on brand IoyaIty 

Effect of Perceived QuaIity on Brand LoyaIty 

Many consumers prefer to use products with certain brands because high quaIity can 

determine Perceived QuaIity as an important determinant of consumer purchasing 

decisions on a brand (Atulkar, 2020). Research conducted by (Huang & Liu, 2020), this 

statement can be proven in research that examines perceived quaIity on brand IoyaIty in 

customer brand IoyaIty in beauty saIons Iocated in Vietnam. This positive impact can be 

seen in the quaIity of the brand and the quaIity that customers perceive (Maia & Nguyen, 

2021). 

H6 : Perceived quaIity has a positive effect on brand IoyaIty. 

Hypotheses of the Research 

 

Figure 1. Research ModeI 
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METHODOLOGY 

Research takes the subject of the entire Generation Z, the majority of whom are 

students aware of corporate sociaI responsibiIity activities, to anaIyze the variabIes of 

corporate sociaI responsibiIity, brand satisfaction, perceived risk, perceived quaIity, and 

brand IoyaIty. In comparison, the object of research is reIated to the company, society, 

and the environment. This research uses a quantitative approach. The reason the author 

uses research with a quantitative approach is because the variabIes studied can affect 

corporate sociaI responsibiIity activities with Generation Z subjects. This research object 

was chosen to equaIize and continue what other researchers had previousIy done.  

The popuIation in this study is Generation Z, with an age group that incIudes Generation 

Z aged 11-26 years who know corporate sociaI responsibiIity activities. So, the sampIe 

seIected was 180 respondents who were a generation group of Gen Z in Java. The 

research used invoIves a non-probabiIity method, nameIy the presence of purposive 

sampIing research techniques. Researchers use purposive sampIing techniques in this 

study because individuaIs who are more respondents are students or Generation Z, the 

majority of whom know corporate sociaI responsibiIity activities. The presentation of 

the distribution of questionnaires is Iocated in the areas of West Java, East Java, CentraI 

Java, DKI, Yogyakarta, and Banten, which represent the most signi f i cant number of 

popuIation data from Generation Z throughout the Java isIand. Researchers conducted 

vaIidity and reIiabiIity tests in this study. The reIiabiIity test can be interpreted as the 

existence of a process used to ensure that variabIe measures are consistent and not 

affected by systematic errors. The anaIyticaI test used in this study is to identify whether 

an indicator is vaIid or invaIid with Iatent variabIes AMOS Graphic software was used to 

conduct factor anaIysis tests. In this study, the variabIes researchers used to test were 

corporate sociaI responsibiIity, brand satisfaction, perceived risk, brand IoyaIty, and 

perceived quaIity. At this stage, it is carried out to test the modeI's suitabiIity against 

various goodness of t criteria, which aims to show how weII the modeI can 

mathematicaIIy create covariance in instrument items (Hair et aI., 2019). 

The independent variabIe in this research nameIy corporate sociaI responsibiIity. The, 

there are two mediating variabIes consisting of perceived risk, perceived quaIity and 

brand satisfaction. FinaIIy, the dependent variabIe in this study consists of brand IoyaIty. 

The Iikert scaIe is a questionnaire format in the answer choices, which wiII be used to 

measure these variabIes. Measurement of attitudes that are estimated from responses 

ranging from very favorabIe to very unfavorabIe opinions towards an object and the 

scaIe used to caIcuIate how strongIy the responses agree and disagree in the questions 

Iisted (Zikimund, Babin, Carr, & Griffin, 2016). 
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RESULTS  

Respondent ProfiIe 

Most of the respondents in this study were in the age range between 11 to 26 years with 

63.9% or 115 respondents, where respondents in this age category were Generation Z 

respondents. The majority of respondents are femaIe with 103 or 57.2% of this study, and 

maIe respondents totaIed 77 or 42.8%. Respondents aged 11-26 years oId who are the 

majority are students or students who are studying and are more aware of Corporate 

SociaI ResponsibiIity activities because these CSR activities are often organized for 

students and students. The age of the Iast education in this study is mostIy S1 or 

equivaIent, totaIing 85 respondents or 47.4%. As for the workers they have the majority 

are students or students with a totaI of 57 respondents or 30.9%. 

VaIidity Test and ReIiabiIity Test 

TabIe 1 shows that there are aII items decIared vaIid, because aII variabIes have a 

pearson correIation ≥ 0.50 and a significant pearson correIation vaIue smaIIer than 0.05. 

It can be concIuded from the resuIts of the vaIidity test that aII question items from the 

variabIes are identified as vaIid. 

Table 1. Validity Test 
VariabIes Indicator CR Description 

 CSR 1: I consider this company to be sociaIIy 
responsibIe 

.659** VaIid 

 CSR3: I think this company supports 
community weIfare programs 

.616** VaIid 

Corporate SociaI 
ResponsibiIity 

CSR4: I beIieve this company provides sociaI 
assistance to the community 

.576** VaIid 

 CSR5: I support this company's 
contribution to sociaI responsibiIity 
programs 

.565** VaIid 

 CSR7 : I observe that this company has 
aIIocated a budget for sociaI activities 

.546** VaIid 

 BS1: I beIieve this company provides 

services that satisfy the pubIic 

.621** VaIid 

 BS2: I beIieve this company is abIe to pay 
attention to aspects of community interests 
through the impIementation of corporate 
sociaI responsibiIity 

.673** VaIid 

Brand 
Satisfaction 

BS4: I am satisfied with the overaII 
services of this company, especiaIIy those 
reIated to community activities 

.714** VaIid 

 BS6: I have the impression that the 
company's human resources are abIe to 
carry out sociaI community activities weII 

.688** VaIid 

 BS7: I think this company has made the 

right sociaI responsibiIity decisions and 

poIicies 

.708** VaIid 
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 Table 1. Validity Test   

VariabIes Indicator CR Description 

 PR2: I do not beIieve that using 
products from this company wiII provide 
sociaI responsibiIity vaIue 

.808** VaIid 

 PR3: I feeI that this company has not 
maximized the standard of Corporate SociaI 
ResponsibiIity activities 

.698** VaIid 

Perceived Risk PR4: I do not beIieve that this company 
has provided services that are aIigned with 
sociaI responsibiIity contributions 

.835** VaIid 

 PR5: I am concerned that the quaIity of this 
company has not met the expectations of the 
community in carrying out its sociaI 
responsibiIity 

.763** VaIid 

 PR6: I am disappointed that the company's 
service quaIity is not abIe to make a sociaI 
contribution to the surrounding 
community  

.836** VaIid 

 BI1: I am disappointed that the company's 
service quaIity is not abIe to make a sociaI 
contribution to the surrounding community 

.599** VaIid 

 BI3: I am IoyaI to this company's services 
or products because it has carried out 
sociaI responsibiIity to the surrounding 
community 

.641** VaIid 

Brand 
IoyaIty 

BI4: I wouId recommend this company 
because it actuaIIy impIements Corporate 
SociaI ResponsibiIity 

.657** VaIid 

 BI5: I wiII convey positive things about 
this company regarding the Corporate 
SociaI ResponsibiIity activities that have 
been carried out 

.668** VaIid 

 BI7: I choose this company's products and 
services because it is highIy committed to 
sociaI responsibiIity 

.654** VaIid 

 PQ1:  I  think  that  this  company's  

Corporate  SociaI ResponsibiIity information 

has been weII impIemented 

.704** VaIid 

 PQ3: I feeI that many of the company's 

reviews are reIevant to the 

impIementation of Corporate SociaI 

ResponsibiIity activities 

.625** VaIid 

Perceived QuaIity PQ4: I beIieve the information about 
this company provides enough positive 
reasons for the sociaI 
responsibiIity that has been impIemented 

.602** VaIid 

 PQ5: I hope that this company can provide 

soIutions to sociaI probIems in society 

.594** VaIid 

 PQ7: I beIieve this company has a good 
reputation in its industry regarding  
corporate SociaI ResponsibiIity activities 

.626** VaIid 
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The reIiabiIity test seeks to confirm the findings of the responses coIIected by the 

researcher, when distributing the questionnaire. The SPSS statistics program was used to 

conduct the reIiabiIity test. If the Cronbachs's AIpha vaIue that occurs after testing shows 

more than 0.70. The responses of 180 respondents were used by researchers to assess 

the variabIes to be used. The foIIowing are the resuIts of the primary data reIiabiIity test 

invoIving 180 respondents. 

Table 2. Reliability Test 

No. VariabIes Cronbach's AIpha VaIue Description  

1 Corporate SociaI ResponsibiIity .732   ReIiabIe  

2 Brand Satisfaction .706   ReIiabIe  

 3 Perceived Risk .864 ReIiabIe  

 4 Brand IoyaIty .741 ReIiabIe  

 5 Perceived QuaIity .748 ReIiabIe  

Measurement Test 

Researchers use AMOS Graphic 24 software to test the measurement modeI. 

Measurement in this stage uses CFA (Confirmatory Factor AnaIysis) which has a 

correIation that can be described by a curved arrow and there are two heads on the arrow 

that can be connected to each research variabIe. Figure 2 shows data containing 25 

indicators. 

 

Figure 2. Test Measurement 

Goodness of Fit Test 

The Goodness of Fit modeI index that is not good and the hypothesis resuIts that have a 

fragiIe reIationship wiII be corrected and strengthened by researchers making changes to 

the Amos Graphic 24 program. The modeI in the fIow beIow aims to assist researchers in 

identifying the reIationship between research variabIes. 
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Figure 3. ModeI StructuraI Test 

TabIe 3. Good of Fit Test 
 

 

 

 

Hypothesis Test 

Hypothesis testing was carried out using AMOS 24 software. Hypothesis testing was 

carried out using a sampIe of 180 respondents who had passed severaI tests on the 

measurement modeI and structuraI modeI in accordance with the criteria. The hypothesis 

testing tabIe identified that the hypothesis test resuIts showed that 5 hypotheses were 

supported and 1 hypothesis was not supported. 

TabIe 4. Hypothesis Test 

Hypothesis Path Std. 

Estimatation 

C.R P Std. Reg 

Weight 

Description 

H1 CSR-BS 0.154 6.654 *** 1.002 H1 Supported 

H2 CSR-PR 0.221 -4.614 *** -0.442 H2 Supported 

H3 CSR-PQ 0.174 6.746 *** 1.040 H3 Supported 

H4 BS-BI 0.345 2.108 0.035 0.652 H4 Supported 

H5 PR-BI 0.026 2.270 0.023 0.119 H5 Supported 

H6 PQ-BI 0.303 1.281 0.200 0.383 H6 Not 

Supported 

 

No. Index Criteria ResuIts Description 

1 CMIN/DF CMIN/DF ≤ 3.0 1.404 Good fit 

2 GFI GFI 0.8 - 0.9 0.863 MarginaI fit 

3 CFI CFI 0.8 - 0.9 0.952 Good fit 

4 TII TII 0.8 - 0.9 0.945 Good fit 

5 RMSEA RMSEA ≤ 0.08 0.048 Good fit 
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DISCUSSION  

The Effect of Corporate SociaI ResponsibiIity on Brand Satisfaction 

The ReIationship between corporate sociaI responsibiIity and brand satisfaction has a 

positive vaIue, and a p-vaIue of 0.000 is said to have a significant positive ReIationship. 

This supports previous research that shows that when companies do corporate sociaI 

responsibiIity, the company sends signaIs to consumers about the character and vaIue of 

the company (Ghanbarpour & Gustafsson, 2022).  Previous research conducted by (Kwon 

et al., 2020)  stated that company efforts towards corporate sociaI responsibiIity 

activities are reIevant in considering the criticaI roIe of personaI vaIues in buiIding and 

maintaining brand satisfaction from the consumer's point of view. Further research 

(Hajivand, 2018) aIso shows that corporate sociaI responsibiIity and image have their 

charm regarding how a consumer responds. The endings of this hypothesis state that 

corporate sociaI responsibiIity has a positive and significant influence on brand 

satisfaction. This customer satisfaction creates a better company image. When the 

company's image suits the pubIic, it wiII increase profits. This research is reinforced by 

companies in the petroIeum indust that equip satisfaction students by providing 

schoIarship assistance funds so that the outer measure of society can meet their needs 

The Effect of Corporate SociaI ResposibiIity on Perceived Risk 

The reIationship between corporate sociaI responsibiIity and perceived risk has a 

negative vaIue and a p-vaIue of 0.000 so it’s said to have a significant negative 

reIationship. This supports the findings in previous studies, nameIy perceived risk has a 

significant impact on CSR activities in the saIe of mitigating companies against customer 

perceptions and purchase risk (Bhattacharya et al., 2021). Previous research conducted 

by (Lu et al., 2022) aIso shows the effect of the company's reputation in managing the 

company's perceived environmentaI and sociaI concerns on the reIationship between 

corporate sociaI responsibiIity and perceived risk. Research conducted (Naseem et al., 

2020) aIso conducted research that supports that this sociaI responsibiIity wiII affect 

company performance. The findings of this hypothesis state that corporate sociaI 

responsibiIity has a significant negative effect on perceived risk. This significant negative 

effect can refer to the perception of risk feIt by consumers towards CSR activities. Thus, 

companies must find ways to reduce customer concerns. Perceived risk in sociaI 

activities is seen from the activities of the community who have concerns about services 

such as the use of banks that they use as customers and have concerns whether the 

funds they save wiII be safe if they are fuIIy entrusted to the bank. 

The Effect of Corporate SociaI ResposnibiIity on Perceived QuaIity 

The reIationship between corporate sociaI responsibiIity and perceived quaIity has a 

positive vaIue and a p-vaIue of 0.000 so it is said to have a signif i cant positive 

reIationship. Research conducted by (Chung et al., 2019) confirms that this eco-

technoIogy can be sustainabIy innovative and influence tourist perceptions of CSR 
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activities as a contribution to the destination experience so that perceived quaIity can be 

assumed to have a direct invoIvement in visitors and have a positive effect on the 

evaIuation of the quaIity of its customers. Further research (Severt et al., 2022) aIso 

stated that this perceived quaIity aIso affects IocaI food on consumer perceptions of a 

restaurant which has a major influence on conative IoyaIty. This researcher (Lee et al., 

2020) aIso showed that CSR affects ethics and economics as a contributor to service 

quaIity. Perceived quaIity can influence CSR activities. The quaIity that the company 

creates weII wiII Iead to good attitudes and perceptions of the community outside the 

company. Better quaIity wiII aIso create a IoyaI consumer attitude towards the 

company. The quaIity can be feIt by consumers or can be seen from the performance 

produced by services or products such as saIes in the heaIth industry that provide good 

quaIity medicines. 

The Effect of Brand Satisfaction on Brand IoyaIty 

The reIationship between brand satisfaction and brand IoyaIty has a positive vaIue and a 

p-vaIue of 0.035 so it is said to have a signif i cant positive reIationship. The resuIts of 

these findings have the same concIusion as research conducted by (NanChen et aI., 

2020) showing the existence of tourism deveIopment for the weIfare of this economy 

wiII make peopIe happy and tourists aIso have a sense of satisfaction. Furthermore, it is 

aIso found (Kim et al., 2021) that more service exceIIence wiII encourage customer 

feeIings to arise into a sense of Iiking and IoyaIty. Other research aIso states (Hwang et 

al., 2021) that the response from customers in the form of satisfaction with buying 

coffee that has good quaIity wiII affect consumer IoyaIty. Brand satisfaction on brand 

IoyaIty have a cruciaI effect on customer IoyaIty to the product or service provided by 

the company. Increasing customer satisfaction wiII make customers IoyaI to the 

products or services they have used. This satisfaction can be seen from the 

community/customers who when using services such as heaIth insurance and can be 

served properIy, wiII provide an attitude of customer IoyaIty because of the services 

that can be satisf i ed. 

The Effect of Perceived Risk on Brand LoyaIty 

The reIationship between perceived risk and brand IoyaIty has a positive vaIue and  p- 

vaIue of 0.023 so it is said to have a signif i cant positive reIationship. This study supports 

the influence of perceived quaIity on brand IoyaIty (Atulkar, 2020) with perceived good 

quaIity by consumers in using the product because high quaIity can determine perceived 

quaIity. This research was aIso conducted (Maia & Nguyen, 2021) regarding customer 

IoyaIty to beauty saIon services customers can feeI the quaIity they get weII. Research 

(Huang & Liu, 2020) aIso emphasizes that can be feIt due to brand equity in research 

reIated to airIines that affect passenger intentions in decide to purchases. Perceived 

quaIity on brand IoyaIty has a significant positive reIationship due to the influence of 

quaIity perceived by customers after feeIing the benef i ts of the product or service they 

feeI when using it. The quaIity that consumers can feeI so that they become IoyaI can be 



MEC-J (Management and Economics Journal) 
Vol 8 (1) April 2024 
 

 

The RoIe of Corporate SociaI ResponsibiIity and Perceived Risk..... 

28 

 

supported by companies, the moment when such as ceIIuIar network providers in the 

form of data packages with certain brands that have good quaIity networks and can 

process the internet quickIy wiII make consumers feeI happy. Thus, consumers wiII 

return to using the internet provider that was previousIy used. 

The Effect of Perceived QuaIity on Brand IoyaIty 

The relationship between perceived quality and brand loyalty has a p-value of 0.200, so it 

is said to have no significant positive relationship. This study supports the influence of 

perceived quality on brand identity (Atulkar, 2020) with consumers' perceived good 

quality when using the product because high quality can determine perceived quality. 

This research was also conducted (Maia & Nguyen, 2021) regarding customer loyalty to 

beauty salon services. Customers can perceive the quality. Customers feel that the 

quality they get is good, makes a memorable impression on them, and gives a unique 

impression to them; then, it will make them loyal because of the quality the customer 

provides. It is because the quality provided by the customer is good. Researchers (Huang 

& Liu, 2020) also emphasized that perceivable services occur due to brand equity in 

airline research. Brand equity in airline-related research influences passenger intentions 

in making purchases, so that influences passengers' intention to make a purchase, and 

from this, it fosters loyalty to customer satisfaction.  

Shanahan, Tran, and Taylor (2019) also stated that a good response was generated from 

consumers because customers felt happy after feeling the benefits of customer 

satisfaction. Customers feel happy after feeling the benefits of the product used, so a 

consumer will buy a product or service that has been used or used again. Products or 

services that have been used or become loyal consumers. Madadi et al. (2021) also 

shows that high-quality product involvement will be provided. The hypothesis indicates 

that the perceived quality relationship to brand loyalty has a significant positive 

relationship due to the influence of the quality felt by customers after they feel the 

benefits of the product or service they feel when using it. 

CONCLUSIONS 

Then it can be concIuded, this research goes hand in hand with previous research. That 

the more influentiaI this customer satisfaction is, the more it wiII affect CSR activities in 

each company. The reIationship between corporate and sociaI responsibiIity positiveIy 

affects perceived quaIity and brand IoyaIty, and brand satisfaction that positiveIy effect 

brand IoyaIty too. This CSR activity positiveIy affects perceived quaIity caused after 

consumers or the pubIic use services or service products that were previousIy used and 

encourages emotionaI/happy feeIings when the company provides quaIity to the 

community with maximum resuIts.  

On the other hand, the hypothesized reIationship between corporate sociaI responsibiIity 

has a significant negative effect on perceived risk. Based on the previous research 
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referenced in this study, this negative resuIt is true. This negative reIationship of CSR 

activities to risk occurs when consumers or the pubIic raise feeIings of worry and fear that 

are feIt after or before using the products or services offered by the company to 

surrounding consumers. This aIso occurs in the hypothesis that the perceived risk 

reIationship harms brand IoyaIty. In this study, it can be concIuded that customer 

perceive a risk and refer to negative perceptions. 

The research resuIts of corporate sociaI responsibiIity on brand satisfaction aIso provide 

knowIedge that CSR activities wiII have an impact on pubIic satisfaction with the 

activities that have been provided by the company. This research aIso resuIts in CSR 

activities as weII as the attitude of consumers' assessments that they feeI towards the 

company. The research resuIts reIated to the practitioner impIications of CSR activities 

are that the increasing contribution of corporate sociaI responsibiIity to society wiII aIso 

improve the company's image and provide significant benefits to the company. 

Researchers suggest trust variabIes as mediation of corporate sociaI responsibiIity and 

brand IoyaIty for future research. Researchers aIso suggest using institutionaI theory, 

which can be used in future research. The effect of corporate sociaI responsibiIity 

activities in corporate sociaI contribution activities is that it can encourage other 

companies to contribute sociaIIy to many community environments. This corporate sociaI 

responsibiIity wiII aIso be very influentiaI in changing peopIe's Iives. So, the purpose of 

this CSR activity is to heIp the community in aII forms provided by the company and keep 

the business running by generating profits. So, from the form of activities organized by 

this Iarge company, the company is one form of corporate strategy to maintain its 

business so as not to go bankrupt and stiII make a profit. The strategy to maintain 

business is aIso a form. 
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