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 The aim of the present research is to study the effect of the advertisement based on the 

social responsibility on the corporate reputation and special value of Mellat Bank. A 
population of the first degree customer of the Mellat Bank in Golestan state was 

selected and random method was used to choose the sample of 36 people.  The data was 

collected using the standard questionnaire, the reliability of which was approved by the 
experts by Cronbach Alpha. Lizrel model and structural equation model was used for 

data analysis. Findings of the present study show that at the first time, understanding 

the customers about the social responsibility in Mellat bank has a positive effect on the 
customer satisfaction and customer satisfaction has also positive effect on bank 

reputation and special value of Mellat bank; the effect of advertisement based on social 

responsibility on the reputation of Mellat bank and special value of this bank was 
approved. 
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INTRODUCTION 

 

 In recent decades, the concept of social responsibility was considered as the main principle of the 

companies. In fact, the companies which considered how to use the social responsibility for sure have 

significant advantages over their rivals (Poloconkey & jounse, 2006).  

 Furthermore, the brand equity was used by many researchers so that they can use the best method for 

building the brand. Brand equity is defined as a group of customer mind factors including the trends, awareness 

and customer priority. One of the new factors which build the brand originates from the social responsibility 

(Poloconkey & jounse, 2006).  

 Corporate reputation shows the general attractions of a company to all the components including customers, 

investors, reporters and all people, so the corporate reputation homogenizes the image of the company in 

people’s mind and shows the corporate image against the rivals (Fumiran and Van Reil, 2003).  

 In crowded markets, the companies try to find a unique business condition which can distinguish them from 

their rivals. The social corporate responsibility can also be effective in creating the stability and honesty of the 

customers based on the moral values since the customers more tend to be identified with the corporate values 

they are interacting with (Hill stand, 2010).  

 We know that the nosiness activities are influenced by five concepts. These concepts include production, 

material, business and social business. Marketing concept was emerged in 1970s as a scientific area. The main 

goal of marketing was effect of social marketing on human and social behaviors (Khorshidi and Moghadami, 

2004).  

 The social marketing is based on the fact that each organization should first meet the needs and demand and 

determine its goals and then compare it with the rivals and provide them in the best way so that the remaining 

and improving the customers’ needs becomes possible (katler, 2007). The philosophy of social marketing is 

based on the social corporate responsibility and the formation of it goes back to the beginning of the 29
th

 

century. It is one of the challenges in management and so is accompanied by the business strategies (Lozano, 

2008).  

 Furthermore, the social responsibility brings the reputation for the company and good reputation prevents 

negative information by the interested one. In addition, good reputation attracts good staff and customers 

(Longe, 2011).  



11                                                          Parviz Saeidi and Sareh Goodarzi, 2014 

Journal of Applied Science and Agriculture, 9(8) June 2014, Pages: 10-15 

 Banks devotes some responsibilities in business form to the society and vice versa. Success of the corporate 

social responsibility in each organization is based on the solidarity of the social values and norms although at 

the same level the banking organizations are the most sensitive ones toward the social responsibilities. This is 

due to the fact that significant feature of banking is being devoted to the more complicated and distinguished 

sections of the government so that other economic features of a bank include the social and legal obligations to 

respond to other social and state complexities. Banking section is the relying point of social economic 

development of each economy.  

 So, if banks want to have a good future and survive, they have to compete and play the role of social 

responsibility. Banks had some social activities such as building schools, cooperation in charity and tried to 

have better reputation.  

 According to the given definitions, the present study looks for find the answer to the question that since 

Golestan is a deprived state and most of the social activities are done in these states, what is Mellat bank’s 

customers’ understanding in relation to social responsibility? And since what is interesting in Iran banking 

industry is the focus of advertisement on attracting new customers whether advertisement of social 

responsibilities can affect the reputation and brand equity of Mellat Bank based on the intermediary role of 

customers satisfaction.  

 

Theoretical Framework: 

 Competitive advantage of CSR originate from the fact that corporate reputation of bank omits them form 

negative information and on the other hand brand equity includes brand and brand image which can create a 

good image of Mellat Bank.  

 So, we focused on how CSR can affect customers understanding about corporate reputation and brand 

equity. 

 When managers only use the CSR for creating or maintaining the corporate reputation and brand equity, the 

CSR can affect them directly or first it can affect customers’ satisfaction and then corporate reputation and 

brand equity.  

 

2.1. CSR and customers’ satisfaction:  

 Direct effect of CSR on customers’ satisfaction is stated by Lou and Bahatchara (2006). There are three 

ways to show the direct effect: first, a collection of ideas is collected which indicate the perceived value which 

directly affect the customers’ satisfaction.  

 This reflects the organization ability to perform CSR so that it can effectively influence customers’ 

perception and lead to their satisfaction. 

 Second, based on the theory of social identity and corporate recognition, CSR lead to high level of 

organizational recognition and customers so that it helps to meet the needs of the customers.  

 Third, organizations have to have a balanced view about the interests of their shareholders and pay attention 

to their need. A customer specially, relies on the experiences which are over consumption and includes their role 

in the society. Social response of an organization can lead to customers understanding and other shareholders 

about the necessities that should be met. Based on this view the first hypothesis is formed.  

 H1: Social responsibility activities of Mellat bank affect the customers’ satisfaction.  

 

2.2 social corporate responsibility (SCR) and corporate reputation:  

 Bramer and Millington (2005) analysis the determining factors which exist in the industries and have high 

importance. They concluded that corporates with high levels of charity costs have more corporate reputation and 

are more responsible.  

 Laiee and colleagues (2010) concluded that the relationship between CSR and brand performance need the 

intermediary factor of corporate reputation and so the second hypothesis is formed:  

 H2: CSR activities of Mellat bank affect the corporate reputation.  

 3.2. Brickley and colleagues (2002) believe that CR results from the moral behavior including integration 

related to the beneficiaries and are a part of brand equity. The results of the study by them indicated that CSR 

effectively affects the brand equity and performance. For them, brand equity includes faith for brand, perceived 

quality, brand information, brand image and brand satisfaction. So, we predict the positive effect of CSR in 

special value of the brand and the third hypothesis is formed:  

 H3 : CSR activities affect the Brand Equity  

 

2.4. Customers satisfaction and Corporate Reputation:  

 Bontis and colleagues (2007) point that the relationship between customer satisfaction and corporate 

reputation is not taken into account properly. Anderson and Sullivan (1993) stated that the companies with 

higher satisfaction are less in danger of changing the purchase and higher satisfaction leads to corporate 
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reputation in a long time. Based on the results of the study by Bontis, customer satisfaction positively affects the 

corporate reputation, customer loyalty and suggestions to each other. So, the fourth hypothesis is:  

 H4: Customers’ satisfaction is effective on the services offered by Mellat Bank.  

 

2.5. Customer Satisfaction and Brand Equity:  

  Based on the idea of Keller (1993) about brand equity, knowing the brand and brand image is a part of 

customers’ satisfaction. So, we assume that customers satisfaction predicts the brand equity and customers 

satisfaction at least had the intermediary role of CSR on brand equity and so the fifth hypothesis is formed that 

customers satisfaction affects the brand equity.  

 

2.6. Research Model:  

 
3. Background: 

 
Table 1: Research background.  

row name year title 

1 Anderson and Sullivan 1993 Consequences of customer satisfaction 

2 Keller 1993 Concept, measurement and brand equity management 

3 Brikley et al., 2002 Business morals 

4 Wang et al., 2003 Service and product quality and its effect on banking in China 

5 Brumer and Melington 2005 Corporate credit and reputation 

6 Polonskyand Jones 2006 Understanding complexity of social responsibility. 

7 Bontis  et al., 2007 The effect of corporate reputation and its effect on customer loyalty and service in 

banking 

8 Polsong and 

Mandhachitra 

2009 Customers’ expectation of SCR and perceived quality of services and its effect 

9 Rashin and clleagues 2009 The relationship between SCR and owners features 

10 Laiee et al., 2010 Effect of SCR on bran efficiency 

11 Park et al., 2010 Advertisement of SCR as legal tool in Brazil 

12 Bihari et al., 2010 SCR and its performance in India banks 

13 Kertah heso 2011 SCR and its effect on reputation and brand equity 

14 Alex wang 2011 CSR strategies and effect of advertisement 

15 Todgrin 2011 SCR and creating value for the consumers 

16 Roberto et al., 2012 SCR and creating strong brand in Brazil banks 

17 Lotrangtan 2012 Study of SCR, leadership and brand equity in Vietnam Hospital 

18 Ylena semrnoa 2012 SCR understanding in Qazaqistan 

19 Wanbigazot shits 2012 SCR among entrepreneurs 

20 Pumring et al., 2013 SCR Advertisement 

21 Guner and Enkan 2013 SCR and its effect on service quality 

22 Aminaldin 2013 SCR and staff maintenance of Green Hotel in Malaysia 

 

4. Research Method:  

 This research is descriptive and is correlational in terms of studying the relationship between the variables. 

The population is the customers of Mellat Bank in Golestan State. The sample based on Morgan chart included 

384 customers who were randomly selected.  

 

4.1. Analysis:  

 Reliability: in order to analysis the internal consistency and discovering the elements composing each 

construct, the construct validity was done using the factor analysis and factor loads were tested at the level of 5 

percent and one percent and all were at the 95% confidence (t statistics was out of -2.58 and +2.58) and can 

have significant share in measuring construct validity.  
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Table 2: Reliability in final pre-test based on Cronbach Alpha. 

index Cronbach alpha 
Social responsibility 838% 

satisfaction 841% 
reputation 868% 

Brand equity 873% 
All variables 846% 

 

5. Research findings:  

5.1. Construct equivalence Model:  

 Figure 1 shows the construct equivalence in meaningful coefficient. This model is testing all the 

measurement equations and correlations using t-test.  

 
 

Fig. 1: shows the construct equivalence in meaningful coefficient. This model is testing all the measurement 

equations and correlations using t-test.  

 

 The results of the fitness index of the research construct in table 3 show the fitness of the model. In 

addition, RMSEA is 0.035 which is less than 0.5 and shows good fitness. In addition, the values of CFI, GFI, 

AGFI, NFI and NNFI are equale to 0.97, 0.98, 0.94, 0.96 and 0.97 respectively, all of which are higher than 0.9 

and show good fitness of the model.  

 
Table 3: The reulst of fitness index . 

Fitness index Domain value result 

 

<3 2.14 proper 

CFI >0.9 0.99 proper 
GFI >0.9 0.94 proper 

AGFI >0.9 0.96 proper 

NFI >0.9 0.97 proper 

NNFI >0.9 0.99 proper 
RMSEA <0.05 0.024 proper 

 

 As, it is seen in the table all the fitted coefficients are accpetable and 2-k coefficient is 2.14 and the 

coefficient of CFI, GFI, AGFI, NFI and NNFI are equale to 0.99, 0.94, 0.96, 0.97, 0.99 and all of them are more 

than 0.9. the amount of RMSEA is equale to 0.24 which is less than 0.05. so , the model has good fitness.  

 
Table 4: The results of research hypotheses.  

Route sign Coefficient (β) sig(t) Test result 

Social responsibility- customer satisfaction T1---S1 0.37 8.665 approved 

Customer satisfaction-corporate reputation S1---F1 0.24 3.21 approved 

Social responsibility-brand T1---S2 0.38 5.40 approved 

Corporate reputation- social responsibility T1---F1 0.39 4.58 approved 

Customer satisfaction- brand S2---S1 0.62 6.41 approved 

 

 It can be concluded social responsibility and customer satisfaction have meaningful relationship and 

customer satisfaction is significantly related to corporate reputation. Social responsibility and brand are 
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significantly correlated but corporate reputation and brand were not statistically realted. Corporate reputation 

and social responsibility are significantly related and customer satisfaction and brand are significantly related, 

too.  

 

Conclusion:  

 Study of first hypothesi: the analysis show that based on first hypithesis, the positive understanidng of the 

customers of Mellat Bank about CSR activities are significantly related with customers satisfaction at the level 

of 95%. So, it can be expected that by improving the posistive understanding of customers, their satisfaction will 

increase, too and by lowering their positive understanidngs, their satisfaction is weakend, too.  

 These results agree with the results of Lou and Bahachatra (2006), Anatas and Souplous (2000), Foretell 

and colleagues (1996), Hallowell (1996), Krutin and colleagues (2000).  

 So, it is suggested that Mellat Bank, considering differnet groups of customers try to inform more about 

social responses and make people acquinted with their activities and increase their satisfaction.  

 H2: based on theresults of hypothesis 2, it is detremined that positive understandings of Mellat Bank 

customers of CSR is significantly related with corporate reputation at the 95% significant level. the results agree 

with Brumer and Millington (2005) and Laiee and colleagues (2010).  

 H3: based on the results of the thrid hypotheis, it is show that the positive understanding of customers has 

positive effect on 95% level. the results agree with the study of Laiee and colleagues (2010).  

 H4: based on the results of the thrid hypotheis, it is show that cusomers satisfaction is at 99% level of 

significance and it is expected that increasing the customer satosfaction increases the corporate reputation. The 

results agree with the results of Bontis and colleagues (2007), Anderson and Salivan (1993), Vang and 

colleagues (2003).  

 H5: based on the results of the thrid hypotheis, it is show that cusomers satisfaction is at 99% level of 

significance and affects the CSR as an imtemediary variable and it is expected that increasing the customer 

satosfaction increases the corporate reputation. The results agree with the results of Keller (1993).  

 Generally, it is suggested that Melat Bank increases the bank reputation by modifying the policies and 

effective advertismenys. This bank can provide special facilities for the first degree customers including 

discounts in using bank halls, therapy and sport facilities.  
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