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Abstract: Following the strategic decisions of business managers in the community, issues have been raised that lead to changes in the community. One of these issues, which
is becoming increasingly important, is consideration of corporate social responsibility. Therefore, the focus of this study was the effect of corporate social responsibility on brand
performance with the mediating role of corporate reputation, resource commitment and green creativity. The research method was survey. The statistical population was employees
of private banks, 507 of whom participated in the study. Structural equation modelling with SMARTPLS software was used to analyse the data. The results showed the effect of
corporate social responsibility is positive and significant on resource commitment, green creativity, corporate reputation and brand performance. The effect of resource commitment,
green creativity and corporate reputation is positive and significant on brand performance. Brand performance will be improved if the company supports employee higher education,
encourages employees to develop their skills and abilities, implements flexible policies to provide work-life balance for employees, prioritizes employee needs and demands, has
plans to reduce the negative effects of the company on the environment, and participates in activities aimed at protecting and improving the quality of the environment.
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1 INTRODUCTION

Following the strategic decisions of business managers
in the community, issues have been raised that lead to
changes in the community. One of these issues, which is
becoming increasingly important, is consideration of
corporate social responsibility in customer orientation
literature [1]. In order to achieve their goals, businesses need
a mechanism that can balance the resources of the company
and stakeholders. As a result, the concept of corporate social
responsibility is introduced [2, 3]. Based on social
responsibility, companies take actions that improve the
situation of society and refrain from actions that worsen the
status of society, and ultimately have social accountability,
attention to capacity to act and act on demands and
expectations of society [4]. Corporate social responsibility is
generally defined as activities that go beyond the mere
economic interests of the company and includes actions to
provide social benefits [5-7]. Carroll (1979), who has
provided one of the most comprehensive definitions in this
regard, considers corporate social responsibility as
economic, legal, ethical and cautious expectations that
society has of the company during a particular period of time
[8]. Homburg et al. [9] claim that corporate social
responsibility is a voluntary consideration of corporate
concerns in relation to business and non-business processes.
In the history of developed economies, corporate social
responsibility has been mentioned as a key factor in
achieving economic goals and wealth creation [8, 10]. On the
other hand, the prerequisite for success of the organization is
its proper performance. Indicators such as profitability,
survival, growth, achievement of goals and competitive
capabilities can be considered as results of good
performance. The performance of any company is the result
of purposeful activities that are performed in order to earn
economic profit. Well-performing companies usually know
the channels of profit well and invest in those channels.
Although the main goal of organizations is to increase

efficiency and profit, in the age of information and
globalization, they must respond appropriately to social
expectations and ethical norms to achieve success, and best
combine such expectations with economic goals of the
organization to enable the achievement of higher goals.
Studies that have examined the relationship between
corporate social responsibility and corporate performance
have shown that there is a positive and significant
relationship between corporate social responsibility and
corporate performance [11-16]. Therefore, it is assumed:
Hypothesis 1: Corporate social responsibility has a
positive and significant effect on brand performance.

1.1 Corporate Social Responsibility, Resource Commitment
and Performance

Resource commitment refers to the organization's
committed effort for business strategies and has always been
a key factor in the planning process for success [17].
Resource commitment can also be defined as an organization
that uses resources to organize programs so that they result
in better performance. When a company integrates
environmental policies with its strategies and commits the
resources needed to implement and execute them, it will see
better performance compared to companies with fewer
resources allocated for their green strategies [18]. Resource
commitment has a strong impact on success of producers. To
ensure the maintenance and continuity of regular export
operations, it is essential to understand the attitudes of
foreign buyers and conduct advanced marketing activities; in
order to build such capacity, resource commitment is very
important [19]. When a company is committed to resources,
this tendency has a positive effect on the company's
performance because it helps to develop the capabilities
needed to operate efficiently. Lack of commitment to
resources is one of the most important obstacles to
performance. Therefore, an increase in resource commitment
is needed to increase performance development. Companies
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with more resource commitment perform better. Numerous
studies have emphasized the importance of green
commitment as a key factor in building and maintaining
long-term relationships between business partners. Studies
that have examined the relationship between corporate social
responsibility and commitment have shown that there is a
positive and significant relationship between corporate social
responsibility and commitment [20-24]. In addition, research
has shown that there is a positive and significant relationship
between resource commitment and performance [25-27].
Therefore, it is assumed:

Hypothesis 2: Corporate social responsibility has a
positive and significant effect on resource commitment.

Hypothesis 3: Resource commitment has a positive and
significant effect on brand performance.

1.2 Corporate Social Responsibility, Green Creativity and
Performance

Environmental crises such as climate pollution, resource
scarcity, declining biodiversity and global warming are the
result of high urban growth rates, high population growth,
large-scale land development and adverse effects on society,
the environment and the economy. One of the issues that can
play an important role in greening in organizations is green
creativity [28]. Torrance (1995) considers creativity as a
process that includes sensitivity to problems, shortcomings,
bottlenecks, and inconsistencies. Sensitivity arises after
diagnosing a problem or problems, followed by a search for
solutions to problems and assumptions for this purpose. The
assumptions are then tested and modified and the final results
are obtained. Green creativity can help the company take
effective environmental action. Green creativity refers to
creation of new ideas about green goods, green services,
green processes and green practices that are innovative, new,
and useful [29, 30]. With their creativity, companies can
better respond to environmental changes and acquire new
capabilities to achieve better performance. Creativity
performance in the literature is one of the main factors in
organizational performance that leads to organizational
learning, renovation, improvement, learning from failures
and adapting to a changing competitive environment [31].
Green creativity can be a new process to produce a product
or service, a new management method or policy, or a new
solution for business that reduces environmental risks,
pollution and the negative effects of energy consumption
(such as water, electricity, gas, oil, etc.) [32]. In addition,
green creativity is considered as a new perspective, idea,
product, service or process that seeks to reduce the negative
environmental effects [33, 34].

Studies that have examined the relationship between
corporate social responsibility and commitment have shown
that there is a positive and significant relationship between
corporate social responsibility and commitment [35-39]. In
addition, research has shown that there is a positive and
significant relationship between creativity and performance
[40-44]. Therefore, it is assumed:

Hypothesis 4: Corporate social responsibility has a
positive and significant effect on green creativity.

Hypothesis 5: Green creativity has a positive and
significant effect on brand performance.

1.3 Corporate Social Responsibility, Corporate Reputation
and Performance

Corporate reputation is the overall impact that reflects
the perception of stakeholders about the organization's
activities and examines the status of the product or service
provided [45]. This reputation may be derived from various
complementary pathways such as performance in use,
advertising, and positive communication [46]. A good
reputation prevents stakeholders from understanding
negative information. Firms with higher reputation
experiences are less likely to be exposed to adverse market
reactions or disappointing earnings, and their reputation is
less likely to be troubled as they shrink and downsize. In
addition, good reputation attracts employees and customers
[45]. Organizational researchers examine reputation as a
social identity and portray it as an important and intangible
resource that may effectively contribute to the organization's
performance or even its survival [47]. Marketing authors
examine reputation as brand equity [48] and relate it to
corporate credibility [49]. Corporate reputation is the result
of past activities of the company and may be seen as a mirror
of history that can provide information about the company
and quality of its products compared to competitors to its
target groups [50].

Studies that have examined the relationship between
corporate social responsibility and corporate reputation have
shown that there is a positive and significant relationship
between corporate social responsibility and corporate
reputation [51-54]. In addition, research has shown that there
is a positive and significant relationship between corporate
reputation and performance [50, 54-56]. Therefore, it is
assumed:

Hypothesis 6: Corporate social responsibility has a
positive and significant effect on corporate reputation.

Hypothesis 7: Corporate reputation has a positive and
significant effect on brand performance.

In short, it was once thought that companies were solely
accountable to shareholders and employees, or that they had
to offer the best product at a low price and high quality,
regardless of the consequences. Some developments and
changes in the world such as population growth and resource
scarcity, environmental pollution, etc. have led to new
approaches in the organization and its management;
corporate social responsibility is one of these approaches.
However, corporate social responsibility has become the
dominant paradigm in corporate governance in the last
decade, and large and reputable global companies have made
social responsibility as part of their strategy. This concept is
now strongly pursued in developed countries by stakeholders
such as governments, civil societies, international
organizations and scientific centers. That is why in the world
of competition, corporate social responsibility has become a
dominant paradigm. Therefore, the main objective of this
study is to investigate the effect of corporate social
responsibility on brand performance with the mediating role
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of corporate reputation, resource commitment and green
creativity. According to the theoretical literature and the

Corporate social
responsibility

Resource
commitment

Green
creativity

theoretical framework obtained from the background, the
conceptual model of the study is drawn in Fig. 1.

Brand

Corporate
reputation

performance

Figure 1 Conceptual model

2 MATERIALS AND METHODS

The research method is descriptive-survey and the
research design is correlation using structural equations with
partial least squares; because this study examines the
relationships between variables through a causal model.

2.1 Statistical Population and Sample

The statistical population was employees of private
banks in Iran. For this purpose, 700 questionnaires were sent
to employees of private banks in Iran, of which 507 (72.43
%) questionnaires were returned.

2.2 Data Collection Instrument

Corporate  social responsibility (CSR): the
questionnaire developed by Kim et al. [57] was used to
measure corporate social responsibility. This questionnaire
has 22 items that measure economic dimension (6 items),
legal dimension (6 items), moral dimension (6 items) and
humanitarian dimension (4 items). The items were weighed
on a 5-point Likert scale from strongly disagree (1) to
strongly agree (5).

Resource commitment (RC): the questionnaire
developed by Li [58] was used to measure resource
commitment. This questionnaire has 4 items. The items were
weighed on a 5-point Likert scale from strongly disagree (1)
to strongly agree (5).

Green creativity (GC): the questionnaire developed by
Chen and Chang et al. [29] was used to measure green
commitment. This questionnaire has 6 items. The items were
weighed on a 5-point Likert scale from strongly disagree (1)
to strongly agree (5).

Corporate Reputation (CR): the questionnaire
developed by Park [53] and Gonzalez-Rodriguez et al. [54]
was used to measure corporate reputation. This questionnaire
has 4 items. The items were weighed on a 5-point Likert scale
from strongly disagree (1) to strongly agree (5).

Brand performance (BP): the questionnaire developed
by Lei and Chaoyan [27] was used to measure brand
performance. This questionnaire has 3 items. The items were
weighed on a 5-point Likert scale from strongly disagree (1)
to strongly agree (5).

2.3 Data Analysis

To analyse the data, coefficient of correlation and
structural equation modelling with partial least squares (PLS)
were used. SPSS and SMARTPLS3 software were used to
analyse the data. PLS model is tested and interpreted in two
steps: 1) measurement model and 2) structural model. The
measurement model or confirmatory factor analysis, to
answer questions about validity and reliability of the
measurement, determines how latent variables or sub-
constructs are measured in the form of more observed
variables. The structural model also shows the relationships
between constructs (latent variables) and their explanatory
power.

3 RESULTS
3.1 Validity and Reliability of Instruments (Measurement
Model Testing)

The measurement model test includes checking the
reliability (internal consistency) and validity (discriminant
validity) of constructs and instruments [59]. To evaluate the
reliability of constructs, Fornell and Larcker [60] propose
three criteria, 1) reliability of each item, 2) composite
reliability of each construct, and 3) average variance
extracted. For reliability of each item, the factor load of 0.6
and more of each item in the confirmatory factor analysis
indicates the suitability of each item of that construct.
Moreover, the factor load of items should be significant at
least at the level of 0.01. Bootstrab test (with 700
subsamples) was used to calculate t-value to determine the
significance of factor loads. Dillon-Goldstein coefficient (p.)
was used to evaluate the composite reliability of each
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construct. Acceptable values of p. must be 0.7 or higher. The
third criterion of reliability is average variance extracted
[60]. Fornell and Larcker [60] recommend AVE values of
0.50 and above, which means that the construct explains
about 50 % or more of the variance of its markers. Tab. 1
presents the factor loads, p., and AVE of the variables. The
values of these tables indicate sufficient and appropriate
reliability of the constructs.

Table 1 Factor Loads, Composite Reliability and Average Variance Explained of

Table 2 Matrix of Correlation and Square Root of AVE of Variables
Variable | Mean | SD CSR RC GC CR BP
CSR 3.15 [0.72 | 0.86
RC 270 | 1.05 | 0.53** | 0.88
GC 3.03 | 092 | 0.54** | 0.63** | 0.82
CR 3.04 | 0.88 | 0.55%* | 0.59** | 0.52** | 0.79
BP 275 1091 | 0.53** | 0.57** | 0.59** | 0.51** | 0.84
Note: the numbers on the matrix diagonal are square root of AVE

According to Tab. 2, the root square of AVE of all
variables is greater than their correlation with other variables.

Corporate reputation 0.798 | 0.867 | 0.623

Variables Therefore, the second criterion of discriminant validity is
Variable Item | Factor | p. | CR | AVE established. In addition, the numbers below the matrix
1 }0.691 diagonal were reported to examine the relationship between
o . g gzgzz the wvariables. Obviqusly, the coefﬁcignt of correlation
Economic social responsibility 2 10722 | 0-8050.860 1 0.507 between all variables is positive and significant.
5 (0671
6 ]0.758 3.2 Structural Model Testing
1 0.881
§ 82% To predict brand performance, the proposed conceptual
Legal social responsibility 4 07630887 [0.915 1 0.642 model was examined through structural equation modeling
5 10829 method; according to the hypotheses, partial least squares
6 ]0.843 method was used to estimate the model. Bootstrap method
1 ]0.653 (with 700 sub-samples) was used to calculate t-values to
2 |0.675 determine the significance of path coefficients. Figure 2
Moral social responsibility i 8:;;2 0.826 | 0.874 | 0.537 shows the relationship between variables of the tested model.
5 10795 According to this figure, the effect of corporate social
6 | 0.698 responsibility is positive and significant on resource
1 [0.824 commitment, green creativity, corporate reputation and
Humanitarian social responsibility {——02>+ 0.827 | 0.885 | 0.658 brand performance. The effect of resource commitment,
o761 green creativity and corporate reputation is positive and
T To873 significant on brand performance. Numbers in the circles are
) 5> 10918 variance explained of variables.
Resource commitment 3 10910 0.907 1 0.934 | 0.782
4 ] 0.830 Table 3 Path coefficients, T-values and variance explained
; 822? Variable p t-value Vazlince
Green creativity > 8:2?? 0.901 1 0.923 | 0.668 82&?21‘12?3321?6 - 0.20** | 3.093
5 |0.833 Green creativity. 0.26%* | 4.152 057
6 | 0.727 Resource commitment 0.25%*% | 5.064
1 0.664 Corporate social responsibility 0.14%* | 3.448
2 |0.803 On corporate reputation vie:
3
4
1
2
3

0.859 Corporate social responsibility [0.56** | 15343 [ 0.32

0.817 On green creativity vie:

0.815 Corporate social responsibility [0.54%+ [ 13.617 ] 029
Brand performance 0.857 | 0.793 | 0.879 | 0.707 On resource commitment vie:

0.849 Corporate social responsibility | 0.54** | 13.529 | 0.29

The Fornell-Larcker (1981) index was used to evaluate
validity or discriminant validity of the constructs. This index
indicates that AVE of a construct should be greater than
correlation of that construct with other constructs. This
indicates that the correlation of that construct with its
markers is greater than its correlation with other constructs.
According to Tab. 2, all dimensions have the highest factor
load on their own construct and minimum distance between
the factor loads related to their own construct is more than
0.1, suggesting that the constructs have good validity. Tab. 2
reports the results of correlation and Fornell-Larcker index,
ie square root of AVE.

Mediating role of corporate reputation in relationship between:
Corporate social responsibility and brand 011%* | 3.032 )
performance
Mediating role of green creativity in relationship between:
Corporate social responsibility and brand 0.14%* | 3971 }
performance
Mediating role of resource commitment in relationship between:
Corporate social responsibility and brand 0.13%* | 4743 )
performance
*p<0.05; **p<0.01

Tab. 3 reports the estimate of path coefficients and
variance explained of the variables. As shown in Tab. 3, 57
% of variance in brand performance, 32 % of variance in
corporate reputation, 29 % of green creativity and 29 % of
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resource commitment are explained by variables of the
model.

The overall fit index in PLS is GOF index and it can be
used to check validity or quality of the PLS model in general.
This index examines the overall predictive ability of the

model and whether the tested model is successful in
predicting endogenous latent variables. In the present study,
GOF = 0.59 indicates the proper fit of the tested model.
Values above 0.36 indicate good and acceptable quality of
the model.
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Figure 2 The tested model for predicting brand performance

4 DISCUSSION AND CONCLUSION

The objective of this study was to investigate the effect
of corporate social responsibility on brand performance with
the mediating role of corporate reputation, resource
commitment and green creativity using the structural
equation modeling. The results showed that the proposed
model fits relatively well with data of this study and can
explain 57 % of the variance in brand performance, 32 % of
variance in corporate reputation, 29 % of green creativity and
29 % of resource commitment.

The results showed that corporate social responsibility
has a positive and significant effect on brand performance.
This finding is consistent with Selcuk and Kiymaz [11],
Rahman and Yu [12], Lin et al. [13], Oware and
Mallikarjunappa [14], Kong et al. [15] and Naseem et al.
[16]. To explain this finding, it can be claimed that brand
performance will be improved if the company supports
employee higher education, encourages employees to
develop their skills and abilities, implements flexible policies
to provide work-life balance for employees, prioritizes
employee needs and demands, provides accurate and
comprehensive information to customers, cares about
customer rights and satisfaction beyond legal requirements,
has plans to reduce the negative effects of the company on

the environment, and participates in activities aimed at
protecting and improving the quality of the environment.
The results showed that corporate social responsibility
has a positive and significant effect on resource commitment,
green creativity and corporate reputation. This finding is
consistent with Lee and Yoon [22], Chen et al. [23],
Chaudhary and Akhouri [37], Ahmad et al. [35], Ko and Choi
[39], Park [53], Gonzalez-Rodriguez et al. [54] and Javed et
al. [47]. To explain this finding, it can be claimed that
resource commitment to social responsibility activities will
increase, employees will have more green creativity and will
provide more green ideas and thus corporate reputation will
increase if the bank has methods for responding to customer
complaints, uses customer satisfaction as one of the
indicators of business performance, has been successful in
maximizing profits, tries to reduce operating costs, has close
monitoring of employee productivity, has long-term
strategies, is aware of environmental laws, provides all
services with legal standards, considers a duty to fulfill the
obligations stated in the contracts and agreements, tries to
enforce the rules, tries to comply with all rules related to
employment and employee benefits, follows professional
standards, monitors the negative effect of activities on the
community, is recognized as trustworthy, considers justice to
colleagues and clients as one of the main parts of the
employee evaluation process, has reliable ways for
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employees to report any behavior at work, improves its
business-related humanitarian activities, participates in
charitable activities, contributes to improvement of society
and strives to fulfill its social responsibilities.

The results showed that resource commitment has a
positive and significant effect on brand performance. This
finding is consistent with Zhang and Walton [25], Wu [26]
and Lei and Chaoyan [27]. This finding suggests that brand
performance will be improved if the company's managers
allocate financial resources in a timely manner, consider the
necessary human resources for economic activities, the
company's managers have good management skills and the
company's managers are committed to their financial
obligations.

The results showed that green creativity has a positive
and significant effect on brand performance. This finding is
consistent with Wu [26], Chen et al. [23], Boso et al. [41],
Aceknarajindawat and Jermsittiparsert [40] and Ferreira et al.
[43]. To explain this finding, it can be claimed that brand
performance will be improved if company employees
propose new ways to achieve environmental goals, suggest
new green ideas to improve environmental performance,
promote new green ideas to others, develop good plans for
implementing green ideas, and come up with creative
solutions to environmental issues.

The results showed that corporate reputation has a
positive and significant effect on brand performance. This
finding is consistent with Gonzalez Sanchez and Morales de
Vega [56], Kowalczyk and Kucharska [50], Gonzélez-
Rodriguez et al. [54] and Javed et al. [47]. To explain this
finding, it can be claimed that corporate performance will be
improved if the company is known and reputable, the
company has chosen a good name for itself, the company has
a good reputation and the company is one of the most
important in its industry. In addition, a company with a well-
known brand has more power in the competition arena and
makes the consumer loyal to the product, and as a result, the
corporate performance improves.

Overall, the results showed that corporate reputation,
resource commitment and green creativity mediate the effect
of corporate social responsibility on brand performance.
Therefore, corporate social responsibility leads to increased
corporate reputation, resource commitment and green
creativity and thus improves brand performance.

5 IMPLICATIONS

It is recommended that bank employees be trained in the
skills needed to perform and achieve social responsibilities
and to increase environmental awareness, provide regular
training on social issues to employees, provide opportunities
for employees to engage in social issues, and provide
resources to educate employees on social issues. Banks are
known as a very professional and successful company by
providing quality services to customers and thus gain
reputation for the company. It is recommended to allocate
financial resources to social issues in a timely manner,
consider the necessary human resources for social activities,
company managers have good management skills, and

company managers adhere to their financial obligations, and
the company has sufficient financial resources for investing
in innovative environmental methods. Companies should
support new green ideas by employees, develop appropriate
plans for implementing green ideas, and encourage
employees to come up with creative solutions to
environmental and social problems.

6 LIMITATIONS

In this study, only a sample of employees of private
banks was examined; therefore, generalizations are limited.
Moreover, the findings are based on self-report data. It is
suggested that qualitative and mixed research methods be
used in future studies.
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