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 The aim of the present study is to investigate the effect of SCR on customer satisfaction 

in 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 386 

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 customer satisfaction; 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 

 

 Basically, the view that an organization has to look for profit has been changed at the global level and made 

the organizations to pay attention to other dimensions except profit and materialistic benefits and try to improve 

the social advancement levels as a part of totality since they can see the world in a better way and create a better 

environment for themselves. Considering the CSR means responding to reasonable needs of the customers, staff 

and also improving the environment. SCR can improve the stability of the company (Hille 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).  

 

2. 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. 
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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.  

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

 

Background:  

 Pothong & Manjhachitara (2009) did a study as the customer expectation of SCR and perceived quality and 

its effect on brand in banking industry of Thailand. The results of the study showed that SCR is related with the 

variables such as satisfaction and brand image. This relation is indirect and has the positive consequences of: 

staff commitment, market share, brand images and customer loyalty.  

 Polonsky&Jevons (2006) studied the complexity of SCR of women in building a brand and found that SCR 

is the central component of brand and transfers the brand activity.    

 Kertah-hsu (2011) studied the effect of SCR advertisement on brand equation in an insurance company in 

Taiwan and concluded that insurers understanding about the SCR have a positive effect on customer 

satisfaction, corporate reputation and brand equity. In addition, customer satisfaction does not have intermediary 

effect on SCR and corporate reputation.  

 Bihari et al.,., (2010) studied the SCR and its performance in Indain Banks and found that Banks in India 

increase their activities for SCR  which has a positive effect on business performance apart from brand image.  

 Lida Lajvardi (2010) in a research called studying the SCR and its effect on brand preference found that 

SCR and perceived quality have significant effect on brand favor and the effect of each differs based on age, 

cultural value and SCR.   

 Mohammadreza Ghasemi (2006) in a research called studying the SCR pattern of the managers in fabric 

industry found that the beliefs of the managers and their action toward SCR are different. In addition, the belief 

and expectations are significantly different.  

 

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.  

 The primary sources of the research are the information obtained through questionnaire. This instrument is 

a collection of written questions based on the research and the participants are the customers of Mellat Bank 

who completed it directly. The questionnaire has three parts:  

 First part includes demographic questions 

 Second part measures the idea of the respondents about  SCR in Mellat Bank 

 In third section the respondents are asked about their satisfaction level.  

 All the responses are based on five point Likert scale which ranged from 1 (completely disagree) to (5- 

completely agree). 

 

Analysis:  

 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.  

 Instrument reliability: the reliability shows the preciseness of research data and the strategy for collecting 

the data (Mirzaiee, 2008). In this research, the Alpha Cronbach is used to measure the reliability.  

 Some pre-tests were used to determine the reliability. In the present study a number of 35 questionnaires 

were distributed among the customers and 30 of them were approved. The details related to alpha Cronbach in 

final pre-test are presented below.  

 Male participants had more cooperation in completing the questionnaire and the age range was 41 to 50, so 

that 25/39% of the participants are in this group and most of them had high school degree.  
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Table 1: reliability measurement in final pre-test based on Cronbach Alpha. 

index Cronbach alpha 
Social responsibility 838% 

satisfaction 841% 

 

Research Definition:  

Social Corporate Responsibility:  

 Griffin and Borny defined SCR as a collection of commitments and duties which an organization should do 

in order to perform and help the society.  

 Douglas stated that it is a method of management commitment which is done in addition to maintain and 

develop organizational preferences in order to improve social welfare (Bozorgi, 2006).   

 Stewart and Solomon defined social corporate responsibility as a method based on which the organizations 

perform their activities which have positive effect on society and improving the general stuff. In fact, their view 

was based on the fact that they wanted to remove the negative effects of organization on society and try to 

change the views and behaviors of the customers (1997).   

  

Customer satisfaction:  

 Since customer satisfaction is an emotional and changing variable or it is invisible, different definitions are 

provided for it. For example, Zhoran states that customer satisfaction is a mode that customer fells the service 

and product features are based on their expectations. In another definition, dissatisfaction is a model through 

which disadvantageous and faults of the product or service annoys them and makes them complain.  

 In another definition, customer satisfaction is a mode or reaction which customer has about service or 

product. However, Lingenfeld considers customer orientation as psychological entity which results from 

comparing the products and services with the needs and demands of the customers and social expectations.  

  

Research findings:  

Construct equivalence Model:  

      
 

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.  

 

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).  
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 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.  
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 

 

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