Yes Yes Male >26 Full-time
Job

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Male 23-26 Student

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Female | 18-22 Freelancer

Yes Yes Female | 23-26 Full-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Male 18-22 Student

Yes Yes Male 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Female | >26 Full-time
Job
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Yes Yes Female | 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Male 23-26 Freelancer
Yes Yes Female | >26 Full-time
Job
Yes Yes Female | 18-22 Student
Yes Yes Male 18-22 Student
Yes Yes Female | 23-26 Full-time
Job
Yes Yes Female | 23-26 Full-time
Job
Yes Yes Female | 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Male 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Male 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Female | 18-22 Student
Yes Yes Male 18-22 Full-time
Job
Yes Yes Female | 18-22 Student
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Yes Yes Female | 18-22 Student

Yes Yes Male 23-26 Full-time
Job

Yes Yes Female | 23-26 Unemploy
ed

Yes Yes Male 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 23-26 Part-time
Job

Yes Yes Male 18-22 Full-time
Job

Yes Yes Male 23-26 Full-time
Job

Yes Yes Male >26 Full-time
Job

Yes Yes Female | 23-26 Full-time
Job

Yes Yes Female | 23-26 Full-time
Job

Yes Yes Male 18-22 Student

Yes Yes Female | 23-26 Part-time
Job

Yes Yes Male <18 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student
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Yes Yes Male 23-26 Part-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Male 18-22 Full-time
Job

Yes Yes Male 23-26 Full-time
Job

Yes Yes Male 23-26 Part-time
Job

Yes Yes Male 23-26 Full-time
Job

Yes Yes Male 18-22 Part-time
Job

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Female | 23-26 Full-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Female | 23-26 Part-time
Job

Yes Yes Male 23-26 Part-time
Job

Yes Yes Female | 23-26 Full-time
Job
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Yes Yes Female | 18-22 Full-time
Job

Yes Yes Female | 23-26 Part-time
Job

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Male 18-22 Full-time
Job

Yes Yes Male 23-26 Full-time
Job

Yes Yes Male 23-26 Full-time
Job

Yes Yes Male 18-22 Freelancer

Yes Yes Male 18-22 Part-time
Job

Yes Yes Female | 18-22 Freelancer

Yes Yes Male 23-26 Full-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Male 18-22 Student

Yes Yes Male 18-22 Student

Yes Yes Male 18-22 Student
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Yes Yes Female | 23-26 Full-time
Job

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Male 18-22 Freelancer

Yes Yes Male 18-22 Student

Yes Yes Male 18-22 Part-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Male 18-22 Student

Yes Yes Male 18-22 Full-time
Job

Yes Yes Male 18-22 Full-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Freelancer

Yes Yes Female | <18 Student

Yes Yes Female | >26 Full-time
Job

Yes Yes Male 18-22 Part-time
Job
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Yes Yes Male 18-22 Student

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Female | 23-26 Unemploy
ed

Yes Yes Female | 23-26 Unemploy
ed

Yes Yes Male 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Male 23-26 Full-time
Job

Yes Yes Female | 18-22 Freelancer

Yes Yes Male >26 Full-time
Job

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Female | 18-22 Freelancer

Yes Yes Male 18-22 Unemploy
ed
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Yes Yes Male 23-26 Part-time
Job

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Freelancer

Yes Yes Female | 18-22 Student

Yes Yes Male 18-22 Part-time
Job

Yes Yes Female | 18-22 Unemploy
ed

Yes Yes Male 23-26 Student

Yes Yes Female | 18-22 Student

Yes Yes Male 18-22 Student

Yes Yes Male 18-22 Unemploy
ed

Yes Yes Male 18-22 Unemploy
ed

Yes Yes Male 18-22 Full-time
Job

Yes Yes Female | 23-26 Full-time
Job

Yes Yes Male >26 Full-time
Job

Yes Yes Female | 18-22 Full-time
Job
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Yes Yes Male 18-22 Full-time
Job

Yes Yes Female | 23-26 Full-time
Job

Yes Yes Female | 18-22 Unemploy
ed

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Female | 18-22 Freelancer

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Male >26 Full-time
Job

Yes Yes Male 18-22 Full-time
Job

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Female | 23-26 Part-time
Job

Yes Yes Female | >26 Full-time
Job

Yes Yes Male 23-26 Part-time
Job
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Yes Yes Male 18-22 Student

Yes Yes Male 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Student

Yes Yes Male 18-22 Student

Yes Yes Female | 23-26 Student

Yes Yes Male 18-22 Student

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Male 18-22 Unemploy
ed

Yes Yes Female | 18-22 Student

Yes Yes Female | 18-22 Unemploy
ed

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Female | 23-26 Full-time
Job

Yes Yes Female | 18-22 Part-time
Job

Yes Yes Female | 23-26 Freelancer

Yes Yes Female | 18-22 Full-time
Job

Yes Yes Female | 18-22 Full-time
Job
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Male

18-22

Full-time

Job
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Lampiran 3. Hasil Olah Data Menggunakan SmartPLS

> Gambar Struktur Penelitian

osal Customer Engagement
PI1
DSR2
P12
DSR3
Digital Social Responsibil 3

DSR4

Brand Loyalty

Generation Z Consumers

GENZ1 GENZ2 GENZ3

> Gambar Struktur Penelitian Setelah Uji PLS

CE1 CE2 CE3 CE4

0gog 0906 0.829 pgqq

Customer Engagement
DSR1 0.583 - 0.283,
Purchase Intention

0.899 £ Gl

DSR2 0914
0917

—— 0.190: —o0893-> P12
psRz 4 0914,

0894 e PI3

4 Digital Social Responsibili
DSR4
0.581 0.390
Brand Loyalty 0.170

Generation Z Consumers.
0870 pg13 pgps 0899

“\

BL1 BL2 BL3 BL4 08% g7 0928

GENZ1 GENZ2 GENZ3

170



» Gambar Struktur Penelitian Setelah Uji Bootstrapping

CE1 CE2 CE3 CE4

A

Doop 0000 0000 g0

Customer Engagement
DSRY 0.000 920 0.000,
Purchase Intention e
0,000 oy
DSR2 0.000
0,000
0,000 — 0.000-% P12
psRa 4 0.000
0.000 A -
& Digital Social Responsibil
DSR4

0.000 0.000

Brand Loyalty

0.012

Generation Z Consumers
0000 gg00 0000 0000

P BT

BL1 EBL2 BL3 BL4 0000 gopo 0000

GENZ1 GENZ2 GENZ3
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Lampiran 4. Uji Validitas dan Uji Reliabilitas

Outer Loading

Wariabel

Brand Loyalty

Customer
Engagement

Digital Sacial
Responsibility

Generation 7

(¥

Purchase
Intention

Generation Z Consumers x

Brand Loyalty

0.870

0.913

0.305

0.89%

.905

0.699

0.917

0.830

083

Generation £ Consumers x Brand Loyalty

Cross Loading

100!

Variabel Brand Loyalty|omer Engagementjcial Responsibility|neration Z Consumerspase Intention|n Z Consumers x Brand Loyalty
BL1 0.870 0.574 0.535 0.558 0.646| 0.050|
BL2 0.913 0.581 0.517| 0.578 0.728 0.032
BL3 0.905 0.608 0.508 0.5639 0.708| 0.105
BL4 0.899 0.597 0.528 0.527 0.726 0.104]
CE1 0.596 0.909 0.535 0.482 0.692 0.088
CE2 0.583 0.906 0.502] 0.446 0.619 0.059
CE3 0.585 0.929 0.515 0.455 0.650| 0.030|
CE4 0.637| 0.911 0.573 0.4594 0.707, 0.016
DSR1 0.574] 0.550 0.899 0.495 0.653 0.040
DSR2 0.504 0.535 0.917| 0.467 0.580| 0.070|
DSR3 0.497 0.510 0.890| 0.427 0.550 0.026
DSR4 0.513 0.501 0.894 0.466 0.598 0.059
GENZL 0.575 0.477 0.458] 0.926 0.595 0.407|
GENZ2 0.532| 0.446 0.430| 0.927 0.524] 0.356
GENZ3 0.619| 0.505 0.544 0.928 0.581 0.334
PI1 0.724 0.705 0.633 0.610 0.914] 0.035
PI2 0.730 0.639 0.591 0.528 0.893 0.009
P13 0.677 0.645 0.579 0.526 0.914 -0.009
Generation Z Consumers x Brand Loyalty 0.081 0.052 0.054 0.395 0.014] 1.000|
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> R Square dan F Square

Quality criteria

R-square
Overview

R-square|R-square adjusted
Brand Loyalty 0.338 0.334]
Customer Engagement 0.340 0.336
Purchase Intention 0.742 0.734

f-square
Matrix
Brand Loyaltyjomer Engagementjcial Responsibility|neration Z Consumerspase Intention|n Z Consumers x Brand Loyalty
Brand Loyalty 0.253
Customer Engagement 0.154
Digital Social Responsibility 0.511 0.515 0.078
Generation Z Consumers 0.051
Purchase Intention
Generation Z Consumers x Brand Loyalty 0.037

» Uji Reliabilitas (Cronbach’s Alpha, Composite Reliability) dan AVE

Variabel Cronbach's alpha Compaosite reliability {rho_a) Composite reliability (rho_c)| Average variance extracted (AVE)
Brand Loyalty 0.919 0.920| 0.943 0.805
Customer Engagement 0.934] 0.936 0.953 0.835
Digital Social Responsibility 0.922] 0.924 0.945 0.810
Generation Z Consumers 0.919 0.522] 0.948 0.860
Purchase Intention 0.892 0.894] 0.933 0.823

. .
> Bootstrapping (Path Coefficient )
Variabel Original sample (0) Sample mean (M) Standard deviation [STDEV) T statistics (| O/STDEV]) P values

Brand Loyalty -> Purchase Intention 0.350] 0.385 0.079 4.933 0.000
Customer Engag; 't == Purchase Intention 0.283 0.280 0.063 4.517 0.000
Digital Social Responsibility - Brand Loyalty 0.581 0.583 0.053 10.500] 0.000
Digital Social Responsibility - Customer Engagement 0.583 0.583 0.059 9.928| 0.000
Digital Social Responsibility -» Purchase Intention 0.150| 0.189 0.052 3.642 0.000
Generation Z Consumers -» Purchase Intention 0.170| 0.179 0.068| 2.523 0.012
Generation Z Consumers x Brand Loyalty - Purchase Intention -0.100 0.097] 0.048| 2.091 0.037
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Intrachsction
Over the years, eorporte socid responsibality (CSR) hes been regnrded as one of the mos:
impartant sategic mmanvmﬂlo impruve bremd perception, ma\ar'rlmm fmproving ﬂ

st and Lo, 207 and
1) A echnnlegy
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o o avaiios, “The ful i this Boenre may be sees at firp ety e
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MANM Cligitl &
o192 and successiully
£ cemtempeeary digical
kand Yousaf, S

individuals in need nsing dnp:]t.l] r:lm\m \Puxm. nd Tripops:
argued that CSR has evobved into digital social reswmm‘bniry LUGK].“ his
118 expressed thrsugh digital platforms. Due to socalexclusion aod lockdovwn measires durmg:
the COVIDME epadermic, several busivesses have eonverted thisr naal affline USH min DSR,
In this sy, DR e charpeterized as maral corporate et thatais o establsh peocetul
relationships with its sfakeholders wsing online platfrrms. Few research studies specifically
adelieses hows VSR afficts consinmer precephions and beliio, A & resal, tiis study looks
at howr TR affects cmsumer engeagenent, beand kbvalty and pt.llcl\ase intentions, with
Gieneration Y corsumer attitede 23 o moderating variable. According to atudies (Luges e o,
023, Generation ¥ consumers are more mwore of socially and ethicelly responsible
comaumption. For this reasim, mnswnm pun'J\:EJng d.l:ﬂ_l'.‘nsu'e expected fo be mopacted

by an increased predilecton forand xn{Yadav of i,
20119, Additenally, am:rrdmg o (l(mm' elal, JJl!\\ chue to prmmre irom stakeholders and
lawes, b e A swskanabaltty In thir vein, Panl

wf il {2016 supyestad encoiraging ms.lmm!'s o adopt peen products o move towards
sustaimabality. The positve benefits of CSR policies on consumer beliaviour outcomes,
including product appraisal, are demonstruted by several stdies Mbtns #f al, 0% Hua
ot al, 2021). Customers apprec s that i sl ity over some of
the lesst socially responsible mes (Toor of e, 2007

‘With the advancement of mformation @nd technology, socizl media has exploded m
popufarity, kmdamentally alterm gz bow people engage with one amother. Due to its case of
accessibility, people are bernmmgz more mynived in this envirenmesd, which contributes fo
secial smedia’s enormous bty (D ad Vie
& ey bisiness enviromment, the di Lﬁg.u'&r]unluu,.mw Dirert
o weation berwesn stalebolders and hosinessss & tmd— possibl by the integration of
CSR with digita] platforms, promoting the exchange of lenwhadye and useful feedback
(Ahmmmd of of, 2023). Particularly, the abrupt COVIDN9 pandamic breakout s accelecated
che digitalwzation of humen connection, with a corresponding rise in socal media usage (Lep
et al, 200 Yanke of af, 2021). In addition to strengthenmg staleholder ties, it makes
bnznesses mare mindful of ther anline epitatems (Martizes Cara o ol 2040 [t enables
Busnesses o react o stakeholder reguarement s and concerrs cpuecker sl moee swecessfully
thm their rrvals, Even with the incresed attention tiat TSR is receving, fhere are sl few
ermpirical studies that ook at how it affects pochase mitention directly. Reseach always
umnenntesanSRmﬂm—rhmD‘SR_r\samlt meresadmnhofmml‘cmdw(\mh
effects of D8R actoss various generational the fact that ¢ dies huve
shown a positive correlation between DSE and purch.m_ intentions (Puriwaz and
Tripopeaiml, 2210, In particular, the linrmture 1= deficient in #= comprehensim of the
ways i which Generation ¥ consumers - who are reeogmised for ther disting: beliefs and
by hahits — mteract with DSR progrmmes (Arachehi and Semarasnghe, 2020, Given
Ceeration ¥ custorners’ unigue fraits and conamgtion bebaviours, an enprical stdy of
b TR impacrs their purchasiog istentins iz warranred. Determining; how TSH resomates
differently wish different customer categuries and investigating potental modermsting effecs
right vield meightful informatian.

The sty focuses on Ghana's manufacturing industry. Manugscturing companies havea
substantial negative impact on the environment. According o (Faibni e of, 2013,
memufachiring rmrpanw create pollubon and waste that endanger [ves The environment
of competition has ncoelerated the global evnbution of business trends, Along with generting
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revenue and creating a d must also be responsibile for their
environmental mpact ||\1'Z|Il'i et el 20200 This I'IB‘, madr-_- it I'I.EL‘&."-‘\a]'}’ fu’ us m e::plrg'e hcm
ethieal business practices throagh digital with

consumer behavioural oucomes, Although there 5 evidenve that lm:htmm] L,bR has @
beneficial impaet on consumer behaviour cutcomes, there bas not been much study done in
the growing field of digital social responsibility, making it difficult to conelude its mfluence
on consumer hehaviour. This study, te the best of our knowledge, will be the first of its kind to
explore D3R in Africa. Once more, this study will be the first to leek into how attitudes among
Ceneration ¥ consumers perceive ethical practices and how they influence the nk between
brand loyalty and purchase mtention.

The following are owr contnbutions to the DSR ficld: Theoretically, by investigating
the rrl.atlonshrp hetween DSK, consumer engage-mmt hbrand h\:llty and purchase mtention,

stuly conbrit theoretically by expanding undes i m the field of CSR withm the
dlgﬂ'alnﬂlrn Itadds k\aulmgh!ﬂmhmah\- Tueicating the mechanisms through which TSR
influsnees consumer hr_ha\mul Froman empirical perspective, the sudy provides empirical

wlence of the prs hetween PSR, consumer engzgement, brand lovalty and
purchase intention. These findings contribute to the body of koowledge by validating
thenretical propositions with realawnrld dats, enhancing the eredibifity and applicatality of
C5R theories in the digital context. Finally, the research pifers actionable insights for
husinesses, highlighting the importance of mhe.[.','mungnskulu digital stratemes to enhance
I |Jr.sumrergagmr.ﬁster brand lovalty and drive purc jons. [tunderscores the
potentinl competifive advantage for firms that pronitize responatble business practices m the
digital age, guiding managerial decision-making and strategc planning.

Literature review
Digital suctanl responsihility (DSR)
ISR lacks a defmed defirition because i

isa gmwm,gﬁe{d Baseduu ([rawam'ml MD\S{{

can be defined as the process of bringing CSRimpl vin

By this means, orgarnzamms can carty DuLQSR Dpemmns and tell btakehmders aboutthﬁ.r
digital CSR inthatives by emy chgtal pany I medsn
acoounts (Parente, 2020). Nowadars, o v’ sncial ibility asa crucial business

endeavour, and this even extends beyond consumers to potentinl employecs. Alhouti and
[¥Souza !’Ulﬂ} found that job seekers” impressions of a company are inmroved by socl
responsibility, The adoption of secsl 1kl has been
significantly altered by digital tmnsfu'mhnn_ bnﬂai m‘l‘wnﬂmg and digital tﬂ'l'rmhgy
advancements enable frms fo create virtual bra and
knnwledge exchange (Kha ef 2f 2020). Sorial med'la platforms hke Facebook have proven
cssentind for busnesses to mveolve dients and stakeholders in C5R mibatives like online
contributions and the provision of free services, According to 2 study, it was recormmended
that rradition] CSR activities move digitally iPuriwat and Tripepsalal 2021). [tis important
to nnderstand that brick and-mortar businesses are making way for brick-and click ones.

Purchase mication

Puarchase mtention, aocording to (Beneke & of . 2006}, 1= the possibility that a person would
purchase a certan product based on therr desires, attitudes and coinions coneemmyg the
prochict, Aumimg fo Hsu ef af (2017). a consumer's conduet 15 frequently anticipated by
their intention; henee, it = crucial to understand their purchase mtention. In the digital era,
online reviews have sm impact on consumers’ perceptions of brand equity, which ultmately
influerces their propensity o buy (Hayes and Carn, 20350, A study by (Bocca anid

MANN 20 db ol positive fation betwesn cust ! environmental,
21'2 beliefs and their purclasing behaviour fir pzeful or green goods.
¢ muy be more sophisticated than we have pm\'\msl\ observed, und as
result, they may havea differon: ond As B result, they mey

be more receptive tha different styl mi ve and
(Bipatprpa.f @, 20170 According to Boocin ¢f al (20187 6 this = troe, the afered
120 Charicberistios af tray he e obwi vident when takig inio aceount fhe

variatwer between okder and younger generations or betwee gentders For this season, e
fcaws of this study s on how DER affects Generation Y comsusners” purchiase mbentions

Consummer exgngenl i ISR

Through direct or indirect comtributions, consumer sngagement is 3 stratesy for incressingr
custmmer valie fiv a business Pamsan and Kumar, 2017) About this, discussions of
ConEumET participation have started ta take oemsmp,em e reae:mh.% iﬁmm.her
side, consmmer iza ionr that goes beyond the need

g alzo invalves an ional o7 lmked writh participation with the firm
Verms, 2021), According to Ll'mvu:h 0], customer mbsmetins provide & podtive
consmer rn*mhvt with features of vitaley, abzorption and dedication. De Villers (01 5)
Turther disti 1 bt e prassive el At whien 1t comes o
conpsumer product mberaction. When @ comsumer = uninformesd o amsterested m a beand,
their involvement is considered passive, Ch e other o, 1 may bechamed it costomess
are actively emzaged when they show o high fevel of bebadour, affect, and aognstion towsnds
s nffer & strong emobona] connection o atan be a sign of high msmer mokement,
which encoursges custonwers to build and maintain relsticoships with the produc or service
(Zainel e al, 2015, In addition to sconomic foals, corparations today place i ot of emphasis
[ CONEMNTET engEgemment, which is seen as a strategic step for tbe grinwth of their businesses
(Puriwat and Tripopsaload, 2021), Busi) herve been inc in their socially
responaible actions, which g bevond enly reaping financi) rewards, according to Fama
et al (2020, Researchers have shown that engrging in responsible business practices enables
organizations to benefit from o variety of fnctars, mocludng mproved Inpressim
manzgement and customer behavionr that 15 wath & greater propenaty for favourable
v of maoctth (WO (Sharmaef ol 208 Poriwat and Trpopsadol. 2021

Brvomd fvlly

Avenrding bo Asker [1991), brand loyslty i th 1 bt bt e {he
brand's value, More thun 80 vears ago, the concept of brand Im.ﬂl\ was first ntroduced us
“brand insigtence” (Copelmd, 1023). Researchers may focus: on elements ineluding customer
plezsure, custrner trust, brand IDue Custamer comumitment, service guality, and brand
wgsaciation that affect brand lyalty |F"trm o ai, ZLE). Customar invofvament (Lam et af,

2015; Aburd ef i, 2008, custommer i 201, social p ‘ang efal, 2018;

Jmu,, et al, 010, and social media are new factars thar miwmee brmd Lvaity. Online
technology bas ' d the natore af rel hps between c and their clients,

framaforming meway communication mbe twoway communication (Boateng, 20018, ths
promates cansumers” attachment fowards a braind. Akmgz wath rlthe'r eansemqienees, hrand
Toyalty his also been storbed m terms of its impact on @ company's immenl success (Kim
el o, 203, consumers and nonfuarcs] performance [Chen and Cho, 2004) This idea of
branl loyalty hes undergone substantial devebanmenl and has been the suhject of much
discission in the Ttesanme (Alzral and Thedim, 2000 The influence of ethical basiness
practices and brand lovalty on consumer elaviour is exanined i this study.
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Hrard loyalty can be further divided into two categories: cogritive znd afitudmal and
Tebpvioumal. While Ll:gillll\t‘ amd aliatiadinal brnd kvalty i irreis: the: :|J|nprns|ry to ke
trustwoethy rece toothers m ther | for attracting
ne'\l clients, behevioural brand loyalty Trings in direct revenoe for the compeny (Bilgin,

2018). Acrording to Jimg and Zhang [2006), brand loyalty i9a vakshle non materml asset for
n\lnpanlre e o ies Deneficial effects on business, bvindhry“th;.- Tras e regarded by many
companies a3 cne of the maor desired ootcomes in marketmg (Lacep e e, 2021), Digital
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technalogy has changed the way that © connect with 0, AIWINE HEM 1 —

to 0 through a varety of anline platforms (Dwivedi ef al, 2021). Am:nhngw Heinartz ef al
12019}, companies have new chances to sngage with customers, collect feedback and
persanzlise experiences through social media, e-commerce p]:ltfcm:l';s and mohile
applicationa. These efforts eventually improve brand koyalty.

Theoretical and hypoihesis development

The soxinl exchange theory has an impact on the resesrch theoretical framesork model
Figure 1. This theary enconrages social interactions berwesn businesses and their
stakeholders, in this example, ther costomers: According to Blan (15986), when one party
& corporation) vnlnnrmilyull‘en: Fenefits 1o the other, it inspires the ather ety COMELITer)
1o do the same. Agam, m the context of CSR, (Ghvel, 20200 suggested that it 13 feasible o
mspre customers o directly reciprocate these volunteer heh:mmns fhml!ﬂh Tesponzible
Inzsiness elforts that enhance ther welane, such as reogminng customess” requaemenls.
Glaveli further stresses that customers ave slsp members of familes, communities and
nations i addition tobemg scovorme entities. As a resoll, it should beunderstood that people
are awnre of acts intended to promote their well- being o wellas the well being of stalieholder
groups they are currently or pocentially a merberof and thut they are expectad ro reciprocate
|gencralized reciprocity norm), Therefore, DSR intiatives for anplovess and society/
anvironment zre likely to encourage socal meraction betoveen 3 husiness and it clients

LIS aeed frasrclose stendion
Numereus studies have been conducted to suppart the dwect er mdirect effects of responsible
husiness practices onconsiemer hebaviour (Amarnso, 205, Abdeen of el 2006} Arcosding 1o
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Desersten 'y Figme 1.
Iremacwock

Sauree{s): By authors (2024}

these researchers, consumer behaviour eam be action orented, emotional or pognitive, suchas
the intention to make o purchase (Ramesh et al, 2009), The consurner isa aucal stakeholder
who beniefits from these DER actinns and evahuates them when maling purchasing decisions
[Aksede et e, 2 lu Mlll.lr.mgt ol stakeholders may be forged by busipesses
implermenting soc yities (Lal of al, ’Ll][‘] Comsumers tend to identify more
with comipanies thit 2 siness practices since doing so honsts selfesteem and
mmproves enjoyment (Chong of ol A0 ij A Mding to (Bianchn et o, 2019], they

| trated that the volume and type of d il b.h,meis 4

atfiect how Tate items, | and ther 100 o ke Apain, o
atudy by Abdeen of el (2016} expluins that consumnere are mure lkely to make 2 purchase
when they participate m and ane aware of respensible business ciorts. Again, consumer
decisiomemeking s aided by socially n:sq)unm'bh: mitiatives by firms tzhﬂng andd Alnsd,
#027), COnSnImers Are now more conscings of businesses” impact on the environmen:, Such
affects sre cansed hy ghbal wearming, which is 2 nf enviramental problems that the
globe iz currently sxperiencing ([aveed of of, 2022). As 1 result, buyers' mtentions to make
sustamable purchases also become part of them (Huo of al, 2022). In the stuston, ethical
busineas activities assist conaumers in plenning to malke sustainsble purchases (Gong of o,
2023). The practice of traditional C5H i evolvmg, though, as a mesult of technological
mrmvatam and social medie's seamless mtegraton. People bave started to utilee online
Teviews to express thely thoughes on things as a result of the growing usage of the infernet
and online socil media (Chakraborty, 2015) Even many people consider Internet reviews w
he more trugtworthy than other, more maditional sources of formation (Fang o o, 2006)
The digital form of CSK, Jnown as DSKE, 12 used by businesses foday o fulfil costomer
requests and promete consumer purchase mtent. Un the grounds of the justfication
previously outlined, we suggested that

H1LDSR wll positively affect " purchise 1

DSE awd brand dovalty

According 1o Oberseder of wl (2003), CSR 15 crucial for assessing corporate goods and
cultivalmg favourable opinions of companies among consumers, Moch research las
specifically Incked at how brand kyalty is impacted by ethics] business practices, attampting
to understand the mechanisms underlying this rebationship (Moon ef af 2015) The zocial
exchange theory, according to (Bla [986), 1 one theory that might be usid te describe wiy o
firm mteracts with #s stakeholders. According to {Cropanzanc smd Matchell, 2008), the
foumdnticn of the socin] exchange theory i3 that a customer’s connection with o buginess =a
soctal exchinge that generates a sense of duty and might ulimately end i a high-quality
relationship. The bepefits of such responsibility are maximized while the costs are redvced
(B, 1986). Accordmg to the socisl exchange theory's recprocity standards, clienrs (as
community members) who get such advantages may rect Fm.'m.u'nhly fh_vexhihiring Lenyalty
hehavinur) towards busmesses that adopt sustinable husiness methods. This assertin
appesrs to be supportad by empirical data. According to research, consumers” purchasmg
decimons are theught tni:u_al:mngl} and directly influenced by the information thatis resdily
available nbout DSR projects. Mere precisely, o study by (Lin and Chung, 2015 that focused
on the hotel sector found (hat socally responsible busiess practices have a [avourable
impact on the prowth of comsamer loyalty, The study by (Lee, 2019, which collected datz
from 311 consumers whe hought life insarance, found that C3R initiatives dicectly merease
customer loyalty. Congidering the current discussion, we proposed that

HZ DSR setivities will postrvely associate with comsomer brand oyalty.

176



DSK and consmer engagenent

Partwipating m respongible busmess practices i regorded &= being of tremendous
mgwatance during this process, anwng particular progranmmes fo discover potential
consumers (Fatma of af, 2080 Companies generally demeonstrate their commitment o
societal welfare through ISR participation. which mereases the likelthood that consumers
will fee! satisfied with their own needs. In contrast to the traditional interaction enviromment,
the digitization of social life enables people to participate more actively i the nperations of
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organiz:tions rather than just being passive reclpums {Chu and Chen, 2019, Fatma of o],

20200, Thercfare, ically speakmg, oo "-—wsonu. media {such as
Twitter, Weibo and WeChat Official Accounts) to suceessfully mcrease caslones awareness
of their 18R activity. Accarding to the general theory behind CSR, business orgmmizations
sheeild be able to infhencs customer behaviour successfally, which can kad to enhanced
economic benefits (Stvwma ! ol, 2018; Purivat and Tripopsatul. 2021),

In the sarvice incustry, custoeners ate viewed as the most significsnt stalebalder group
and are essentml fo a company's success (Gong o aof, 2019 Without the customer, the
company would be unable to mepand, compete or thrve over the long run. Stmilarly to this o
Tot of service.criented finms use the caichphrase “the customer is abways ight™ 1o regssoe
clisnts that they will recetve top-noteh care as well 28 to nspire emplovess to do the smmne
(Kiffin-Petersen and Soutar, 20200 In the contempomary. coeporate context, socially
responsible practoes Tave been <esn as @ critical Tink o forging lnng-mnn engagement
betwesn stakeholders {Crane of of, 20149, Conzequently, we predicted thal

HI DSR and consumer engagement are positively related.

Cemsmer evgagement fn PSR ond parrchase intestion
According ta earbier shudiea {(Muller Stewens ef af, 2016, people can bamotvated bo engage in
a mdx: range u.[ bduvm'.lr-' by U\:n‘ ps)'d!nbg!lzl states. The sovial cements’ wmpact on

differs de ding on Low a particular customer views the
ele'memh of ?&ucalbmmmprm (A.hn,m.hl Lhm‘gmlnwa&kungﬁedmgcf
autonomy and connectecness, for metance, arc more inclined to use the servic: again and
recomunend it to others, Acmtdln.g o If,.mlil,gr_m:hef wal, 20190, zuch gualities might affect a
Consumer's < eogagement wmmwmmw@mmusmﬂm
ef al (2020), the term “consumer en agement broadly refers to the exstence of a close
relationship betwesn a CoupEnY and ﬂ.! :S:n& The sectel to decissnemak
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customers to develop strng envitional hips vrith d (Abbas ef of, 2018). With
ths i mind, tis rumnable t.maemrmu-parhapa!m ag acm|plex concept thit consists
of cogmitive, emotenal and'or (Hollebesk ef all, 2014,
rhese slements ate enicial for ereatmg durable connections that benadit both businesses and
thair clientele. Firthermore, according to (Parke and Jrng, 2020, there is a fuovourable
correlation between brand engagement and customers’ inclinations to use a company’s
produgts, Purchassiniention i« positively influenced by inores sed consumer interact n, both
directly and indirectly Huerta Arer ot al, mm) Recently, bu;mesﬁas have stmed
melucing their m ther social resy who are
arnong the different stakeholder groups for a company’s mn%l important swkdwlulx:rs (Park,
2018), rewvard firms by haing more Tikely to use and purchase their procucts and services
(Kuraoemanoziu of e, 20016, Numerous studies have examined the connection between
customer c:ngag:menland parchase intentaag Lowever, fewstudies have rxamined custome:
engageent and purchise intention in the context of [ER, “The preceding arguiment leads s
to the filknnng hypotheses

MANM I the ation between and purchase mberhon s positive in
212 the presence of DSR initistives,

Braad fovalty and purchase mfention

According ko de Viliers (2015), brand hvalty is the degree of alfecton a consumer Tas fora

particular branc and i regarded as animporsnt hehzvinural outenme variable inthe
124 Tterature. Akturan {2018 found a signdficant correlation between consumer purchase mtent

and the égquity of !« green hrand. Attitnde-besed Joyalty has I)n'rtlnu-‘-.ll.mﬂtﬂ (Rressman
otal, 206} ag well layalty, which is det d by the regula _dpun:hsas
(Romsarmle. ao] \fr iz Thiel, 2000, Our study took ik account eonsumers. attitucks
toweards o brand. The focus of atteuds loyalty is on customers' dedseation to the brand. The

- and leind of a customer's pnrdmsm intention determine the loyalty factor (Pands
of ol 2020), Positive porchase intentions ave more Tikely to esult in brand nyaity from the
consumer. We, therefore, anticipate that brand lovalty and purchasing intent zre positvely
ot e [rn:mjly oods. Brand loyalty strerg(liens brand attributes, offers the
chanee to mspire repuichase intent and makes the brand less wulnerahle torivals Therefors,
we proposed that:

H5. Brand wyalty and purchasing mtent have a positive association.

Medialmg roie of cousimer engagement i D5R
Consuner pngagement servas ag 1 mediator, defining the link between the relevant factors,
The responsible business practices of a firm and consumer attitudes about the frm and its
products were found to be positively conrelated, as in some research (Sedek ef o, 20019,
Amyrdmg 0 ane study on ennsumer engapEment with C8R, CSH directly infloences
o purchase grods (Addo efal, 20900, However, dunng the
pxsl 20 yenrs, the use of the nternet has fundamentally sltered how advertssrs and
marteters enploy CSR and engage with ther target markets, Socalmedia’s quick uptake has
given users the cheane to engage with brards directly and starl discissions with them.
Sirmilar to thiz, CSH practices are shiting from traditenal CSH to DSK a8 buginesses innte
customer participation through digital platonms (de Mave: of o, 2016 Customers ame
routingly encouraged by businesses 1o join DSR programmes onfine via social medis, emnail
andlor websites, which are commonly used to interact with customers directly regarding
ethical ])l.Nm'a-\ m.u‘m‘n (Saxton ¢f ol 2019 Customers can give feechack and respond 10
CompEnyY when they o with the company using onlme platioemes.
Companies can alse track and monitor customers” actions, which prompts them to tale
furtier sction in response o customer involvement, allowing two-way diadogoe (Les of al,
H021) DSR practices, meludmg open communscation and charifable contributions, mtun:r_'
the company’s reputtion ondine. These bebaviours create consumer trust, aredibility and
social respersitnlity. Customers’ perception of 2 “socially responsible” brand, which is
cssentia] for driving ther parchase mbentems and choioes, is aided by the firms' CSR
interaction with them (Lecnyer of @, 2017 Chu and Chen, 3019, As a result, we
hypothesized that:

Hi e Tink berween DSR and purchess intention will be wediaed by customer
engngement.

Meckating rot of brased bnalty
According to Ul\llg et al, (2020}, one of the CSR dimengxoms - pl‘ ilsnthmpv has an mpact oo
consumers’ intentions (o do business with sudally conscaws coporations. leleszs ef af
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(A0} demorstrated how cocreation and customer trust hoth directly and mdirectly affect
cuatomer lovalty to the brund. Recent research has shown that an organizabon’s secially
respursitle efforts help it develop u strong brmd mage (Romesh of el 2018), forge
rebationships with custoaers (Oyverall, 2007) and impeove beand repute (Tetrault Sisly and
1 015}, Ackdstiooaly (Huo e of, 20221 srgued the if is ressonable to predict l}ml
will buatfer the relahionship en TSR and by
practices promote consuaner bmmd loyalty, which m tom hass favouralile r”ul nann h.m-
mirntin, Therefore, a busness's ISH mibatives would favourably affect brand loyaltr
which would v affert 1 o buy ita goods or serviees. For
imgtance, if a cumpany actively supports digital inclosion by providing underrepresentad
popubitions with Access to its gnods and services, customers whe value such effotz may
hecmme more devoted 0 that company. As a resull of this heightened brand kyalty,
custinecs would be moce likely to buy predocts from that specific husiress. We
Typothesize fhat:

HT the associatinn between DER and purchass intention is mecisted by brand lovaity

The macderation role of Geaevation ¥ eoasuner aftitudy breards 88

In the litessture, the commection between ethical coanpary practices and cetomer bebavior
attovrnes is well established (Vers-Nttioer ef 28). Averiedig to (s and L'iuuy
(208, this refationshp works asa cham of cognttion (bel 1 affect lfeengsl,

resulting in f.enmzhnt‘ ¥'s purchase mtention. The target morket for o brand should,
wecarding to resesreh, crmeist of engaged customers who are aware of and sucpart ma]l)’
cou_w_w_sel’(urrbm melle\-ewd.w].l\wﬂ.uﬂm et al, 20E5), Generation Y ]zamupmmmm
produet appraisal curing the decisiin. nual‘.lns process than previous genecations i
(Parnsent, 2712 According to Al (2018), (enerarion ¥ is differe from past generitions
i thet they are moee wevepting of snd aritical of busineses” CSR Azain (Lwzer of o, 2082)
clim thet the significant lmowledge of and fvourable opimons held by Generation Y
customers about ethical busness practices ave Blely fo result in more postive brand
agsessments and positive purchase mientions. In this stucy, our moderation mtiomale is
based on the krowladge that Millennials Jovalty improves and their purchuse intention is
pessitively |m|w11=d whea they consider 2 husiness 1o be socially and elogieslly responsible
(Hocler e o, 2016) Mere specifically, Because of (mline Clnynies Iy s
customer oty Ty mmséu]]: mteracting with Millknmizks on social medsa Constant
cxposure to brand updates and mformabion cn have o beneficial effect on consumers
propensity b bary (Dessart ef af, 2016 Consequently, we amved at the following
preaumpiion:

H& The assembion between bremd loyalty and purchase mibvction 2 posttively
moderated by the DSR attibude of Gen Y comsume s

Rescorch design
Thisstudy adopted tl i 1 method b the oolloction of rumencal data
are ible and it offers an ampar This facifitates the

statistical analveis ddm.ndthzemummmqfcuﬂehnuw among variables by
undamn.,:apu—&mdl (A]}tharﬂu’mpmmdeammrvaﬁapwuhﬂuns
attitudes, | and | ctional studies ane frequeily employid in
Tsiness aved soial sciemee resemh [Crmwru 2009, They pmmk- a productive and
ecomemil way Lo collect mformation from various o hic: s smed invest
reltionships between relevant factoes Selmran and Bouge, 2006,

MANM dnstrn nts and guestiomie desigs
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There are fve varabies i the mgge:shd el (1) digitil social respronsibalicy @orsumer
engagement {3) brand loyalty, (1) purchuse intent and |5) Generstion ¥ constmer atttude,
Baserd o0 the aforementioned variables, a questicnnaire wag develuped itr investigate the
effect of the adapted variables on purchase intenton, A five-point Likert scale was used to
collect resporses fo each iem in the sarvey, with 1 indicating “strongly disagres” and 5
ncicating “stronely agree” (Heir, 2000).

St it dditit oflor r.mr frocedures
A bt poll of 25 drum and acad: whe had some experiance
utilizing digital nbmnrmk toepromote ethica] Tsiness andeongumer intenwas Qone, The
major goak of this survey were to establich the baseBne standards for date collection for the
mndel cititain cemcepiual i inputs and eliminate any typing v bngnage problews, Sowe minoe
e following pre-testmg. The purLlclpanLu'hoLu:l the belnw mentione]
requirements was eligible to complets the questonmeire, which wes nzed to gather data. The
target prpulation mus) have been born between 19950 and 1999, Lisstsa and Kl (2016)
defined Genermtion ¥ (Gen ¥ s the demographa cohnort borm between 1580 and 1966, They
must have had a regular and active digital and social medis presence and they must
drequently comment on business peges about their operations and their effects on socleties,
The final questionnaire was crested and atilized for data colleerion omee the sslection criteria
were established. Our study team gathered 615 replies utiizme mtermet networks like
Facehook, Linkedln, Whats App, etc. From the catasheet, four answer data points were
remived. For analysis, the Inashed date from 611 individuals wees ased, The same siee &=
suitable for the analysiz, 0 lme with sarber investigations | Yong ef af, 2020,

Seale aured construet

“The measirement items used m the stidy wers tiken from existing research and then
modified fir our context. Measurement for DSR was taben from Parrvar and Tripopsabo]
(2031, consumer engagement was from Carvalho and Femandes (2008), purchase mtention
watss [pomn Binchi ef «f 2019, brand lovalty was from Martines and Rideigoes ded Bosgue
(2013} and fmzlly, Generation ¥ consumer attitudes towards DSE were from (Casidy o al,
2015}, The measurement rorstructs can be found m the Appendis

Resulls
The statmh:nﬁ aof the mspwnncnb d.cn'ng!aphu:s are as follows: the mak: Ic.':po'ldmhﬁ were
A, TE 752 wrare 251, reprasenting 47.6%, The

representing the k’t!p::ﬂdm»ﬁ were: 1080~ lQanwL‘l-{-ﬂ 22491 " . 1066~ 1 990 were 105; 3LO%,
10611966 were 154; 25.3% and 19061900 wers 122 30.0%,, The education dermguphm
were P44, E'-iu,uz:stﬂ":i degree 238 091", bachelr degree 213, 54.0%, assodate degree
B0; 13.1% and high school 30; 18% . The above informmition can be fumd i Table 1

Assessng the mecsurentent model
We aralyzed our data using SmartPLS vergin 4 The outer model test consists of mdivicual
reliabiity, internal consistency relinbility, convergent validity and discriminant validity. Our
factor Inacdings range from 0.7 27 to 0938, which is =050, a2 proposed by (Hak of af, 3014), as
shown i Talle 2 and Figure 2 mdicating no issees with the sty item reliability. We also
measure the composite relishility (CR), and from Tablke 2, the values are igher than (060, as
suggested by IHm ot ul, 2014} which dssnonstrates the consistency, relizhility and
homogencity of all the varables Bagre of al, 1991 We also i 1y, St
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Varkbles Froyuency Fer ceni Matters
Male 2 124
Femile 291 ATH
Tzl il (4]
1980 1965 o 29
14861900 165 K11}
19011905 154 59 127
1496-1959 1 200
Tuwal il 100
FhIl. 44 B
Mhasters ki a1
Backador 3 e
Asizexzale degres w0 111
High scheel » 19 e
Tl L 10 o
Souree|s): By authors [20024) chaructenistics
Varmbles Construck: Loadmgs Urombach's & [ AVE VIF
Dl soeml resporsshitity  DSRL o331 (808 (T -]
DER2 02T

0246
Puschiase Intention L] ikt 1 0A72 el

DALY

[
Consumis engagernent 1455 i s LW

nasy

0.827
Brand loyshy 1148 (8 OB T8

wsth

0432
Generation Y conmmmess 58S a4l sy [tk

oy

0K .
Nobels): BLUOY = boand losly, OF = eonsumer belendour, [BR = digeal socil mesponsitality, Table 2,
GENY = Guneration ¥ conumens and PE= poechass mibention Construect relubifty
Saurce(s): By authers (2021) and valicaty

convergent validity, which, according to Ur Rehmem ef of @019, measures the extenl fo
wihtich tteme of variables are related. In Table 2, the bowes: and highest vahes of AVE are
0,395 and 0748, respectively, and asa resuil, the 050 hreslwkd suggested by Elar of m’..
2014] for convergent validity to be present was met. Finally, discriminant vali
mensured, and according to Ur Rehmem ef ol (2019), discriminant validity stetes that tm
indicatars st not be staristiclly identieal. The most rommonly nsed discriminan: validity
tests in variies studies e the Fornell-Larcker entenon and the heterntratbmne st
IHTNT) ratso af correlations. We further tested for the HTMT ratio of correlations, and from
Talle 3, the test fullifled the 085 aritera that was accepled n Tackie of af (2022].

Clfinearily statwhes bt
#u\nh T Iujnlmxmn #f al (018, the collinearity st exumines the nexus hetween the
e variables, The issue of collnearity exists whenthe vahue of VIF 12
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212
128 -
T oan T
ez - L — a5+ Pk
‘.n llll_‘
e TSR [T III
QENTT
anms™
osn B0 dag wiaw GENTE
.u.,.
Flgure 2, L L meva GENY GENYY
Measrement mode]
Sourceis): Hy outhoes {2024)
CE ISk GENY FI
[

Tabile 3.
Hetsmrait moaeraie
ratio o

CF = cosumier I-«m-u D& = digital
aned [l = purchase inbertane,

HTMT)

sl espunsliliy,

[ iy
that the valies are less than e indicabing no \ [F issues, which can be found in Table 2,

,»].sscsomg the tredicive relovance mud poieer

The Lx»c’f‘nm! determinaricn (A2 value) is the method by which sructural models are

"  Aceording to (Amevaw et @l 2022, the £ measures theamount of

varianee l'Iz- deendent varmhles tat = expliined by all the nu]epmdm: varialiles, 5
vaalies gz fronm 1, with bigher numbiers ielicating Detler prognostication. 1 vabues for
enclogenis ket variables of 75, 050 and 025 can be regarded as signi
and weak, respectively (Halr of of, 2017). Resezrehers could consider Stone ) Gelsser’s value
b addition o the size of the 8 values o o measure of prediction sccursey (Ham of of, 2017).
Thiz metric demonsirates the model's predictive capability or relevance. The valoes shown
(0363, (L3208 and 0474 represent the percentage of variance m the cutosme vanable that the
tinear model (A7) acooumts for. 1t has a mederate level of predictive scowrney, The prediction
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il {0 wakue) of the path mode] wos found using the PLSpredict methodology to be (01,358, Mutapernent

Q35 e 337). As harig s OF vah

e larger tham O, the dependent construct’s path mode] Marters

is comsidered predictive validity (Hair ef af, 20173, Table | contains the relevant data.

Assessing tae srnctrn madel
We crerted a bppothesis to determine a finke between our varables. The findings corraborane
Hypothesis 1 ard show thar DER has a positive and substantial influence on purchase 129

mienton (i = 130, ¢ = F194,p < 0,005].
B0 incresse in purdhase um-mjml.H_\'puIJm 2
has A postive and suhstemtinl impact on band byalty @ =
tine thist & wnil increpse in SR will cormespond to s 63% inoense in brand loyalty. The

ind

stmg thit. n umit merease in T8R will lead to o
alidated since it was shown that SR
= A, £ = 19055, p < NIHG),

third hypotlesis s suppocted by the fact that DSKE has o positive and sigmificant effect on
rmqmrrmugrmrm (7= (0535, £ = 15,814, ) < (5), urrpb'mz t]nt aninerease m ISR will

the result

hypothess 4 revealed that consmer engagernent had o [— impact an prchase

intengicn | = 0.290, ¢

= 6022, p < D005}, suggesting 5 20% increase in purchass intention
wrresponds with ot ¢
hypothess by showing a

e i consmer engagenent. Foully, tle fndmgs soppded
e assccianon betveen bramd laltyand purchiss mtention

i = 0218, = 4204, = (005, aiso indicating that an increwse in brand loyaly will lesd o
21% meremse i purchase wtention. The above mftrmation can e found m Tabke 5 and

Figure 3.

The study examinerd bow ermsumer engagement and hrimd lopaliy mediate the tink

‘butween [DSE and purch

nse intention. The fmding mp‘pﬂﬂh Hypathisis E bemu DO

engupement had a positive and shenificant mediation o thy DER
and purrhase intention | = 0.I61, ¢ = 5106, f < 0.005, ['.i\ the ather hand, brand loyalty
signeficantly and fivourably medistes the association between DSR and purdhiase intention

L o
Beani Iyl 3 a5
Comsures engagenen [ A
Ptcluse intentins Razd Az m,m:ﬁ::
Sourcots): Tl audhis (K134, T permer
Abrigmal gk Samgh oemn Saitmtia. P
Wedabsormhupe Lt ol STIEY IIL'SI‘IIF\"II Vil
g (] Al (i
A L1 L
555 QS LY
[ i) i
LF- ] AlEY [
- Wl ai (]
TER — ALY = Pl 011 aiea Al o
GENY x BLAY =PI it aie as17 s
Nodeisl: [BLOY = b iy, CE- = eonsumer bebavwur, DER = diginl sl neprensilsbity. Table 5.
Pl = prarchese inbenikm EW Genrralae ¥ consumers Tissting the diret
Suares): By aud. ¥y adationshis
MANM
212 0.306
3]
CE
0.555 (0.000) 0.290 0.000)
130
0475
0.308 10.000) >
@
DSR
0.602 {0.060) 0.219 {0.000)
\
L D018 B.572)
o NSNJ)‘D\
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Note(s): BLOY = brand loyalty, CE = consumer behavior, DSR = (hylal
social responsibility, GENY = G ion Y Pl=p
Figure 3.
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By authors (2024)

(= 0132, = 4074, p < 0005, supportng hypothesis 7 We conchide that the two
mediations were partislly mediated smee there was a positive and significant direct
assocution hetween DSR and purchase intenton (f = 0.308, ¢ = 6194, < 0.005). The ahove
mformation can be found in Table 5 and the path dingram m Figure 3.

From the analy the asociation between brand lovalty and purchase intention was
positively but insignificantly moderated by Generztion Y consumer attitude towards DSR
(# = 0035, ¢ = 0977, p > 0.006), showing that this relationship i not moderated by
Generation Y consumer attitude towards DSR. This information can be found in Tahle 5 and
Figure 2. From the simple slbpe, which can be fornd m Figure 4, the interaction effect of
Generstion Y consumer attitude towards DSE negatively weakens the positive association
between brand loyalty snd purchase intention.

Discussion
The objective of the study is to find out how corporate responsibility initated and performed
digitally impacted consumer decisions. In this study, consumer engagement and brand
Invalty served as mediators between the effects of ISR on purchase ntention. The results of
this study have ramifications for business and research in this period of fast technological
growth on both a theoretical and practical level Addibonally, hecise there haven't been
many studies in the field of DSR, this research lays the foundation for more.

Todentify the links hetween the various research variables, the study esplored numerous
hypotheses. According to hypothesis 2, there is a substantial correlation between DSR and
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consumer engagernent the conclusion i consstent with that uf[.l\.I Hacldad ef af, 2023). This
is an indication that DSE activities of frms stirmlate consumers’ engigement inleress, and
consumers who sre sctively engaged i the desipring of DSR and giving feedback on nline!
cligital responsible business practice programmes. wall snpp.n and Ie,g\tn'nate gu:h
business=s and will continue fo g them. Addi according Lo hypoth
15K and brund loyalty are positively related. This reault abgnew].ﬂ\ the str.l.dv by ml)smh
and Mirahing, 2020], which reveald that dsumers are more liyal G firms that aivest
t Lally le practices It 1 shxiyn{{ﬂwnn‘a& 2014, Thoe
revelatinn means thar, nowsdays, consiumers have becoine very eonscinas of business anid
sustaimability concerns, e very oucerned about the mypadt of business on sociely, are
uﬂﬁ:mtnbuybmm‘eiptmihlelmsirmsmdm&membe Jyal te the brand. Morecver, in
hypothesic 3, it wes fonnd that D3R bes a positive impact on porchasmg intenbon, which s
conslstent with a recent etudy by (Punwat nnd'l'npq:nalml. 3021; AbHaddad et al, 2022, In
the era of techrlugical adimoces, husiness practices. and mitiatives through
dxg\talphthnmsmnrmmlmgtmﬁmrgmdmmm 1f a business 15 deemied to be very
able to its stakehoiders, it will stoul mntention to purchase and
repuachase, This result als aligns witha recent study conducted by (Goptaefeal, 2021 Gupla
and Waders, 2021). Burthermors, = 4 revealed o sgrificant relntionship between
consunmer engagerment and purchase intention. This ness that cossumerns Datare engaped
m varicus respongtble buamebs pml:'hcze vn'b,l:ﬂly will Favour such busmesses and will
evelop the intention to iy from s T ress 1 i Foesi with the work of
(W and 1w, 2081), wio state that cusuners who are engaged inresponsble busiess
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3 o purchase ffom such foms. Again, hypothesis 5
svenled that there is 2 positive assneiation between brand Toyalty and s mtentinn,
This result alipns with the work of (e fal, 2020, Catie aved Poturak, 2022}, Consumers
whaareloyal o hrands that have a pe mpzict on their stabeeholders will always havethe
mention Lo prrchase and repurchisse from such busiresses,

The mlll# af the mediztion analysis establishing the impact of comsumer engagement in
e relat D3R and purchase intention, which was for hypothesis 6, was found
tn be positive and significant. Thi result was consistent with (Krisea 2021) thet comsumer
engagement mediaies the relationship between environmental concerns, which are business
responsibilities and purchase mfention. By actively engzging with consumers and
showasing D3R, companies e enhance the Ikelihood of positive purcluse intentions
among their target o . The result was also shigned with Igj‘: study of (Al Haddad of af,
2022}, Hypothesis T tested the mediation e of brand loyalty on the relationship bemreen
DERand purchaze intention. and the results revealed & pogitive effeet. Some previous stadies
also confrmed our results (Tunjungsari ef al, 2020; Huo it al, 2022). This positive effect
means that brand lovalty can enhance repeat | poattive word-of mouth and
differentiztion, thereby positively influencing consumers’ mentions to purchase Tom a
socially respenaible brand,

Firally, the moderation effect of Generation Y consumer attitudes towards DSK was
nsignificant, which was contrary fo the previous studies by Arachchi and Samarasinghe
(20123), which revealed a moderation effect. This msigrificant effect could be attnbuted to the
fact that Generation ¥ consumers' awareness of DSR programmes docs not antomatically
tramslate into behaviowal outcomes such as brand loyvalty and purchase intention. The hrand
must be commtted to DSR mitatives its target consumers must take notice of responsible
husiness practices m ther everyday ves (Lager of i, 202

In conclusion, this study debeed info the intricate relationshp between DSR, consamer
ETEAEEMENT, ‘.:rdnd Toyalty and purchase mtention hndmgﬂmg{z@s‘m significant nmldhnn
between DER and consumer engagement, renforang the notion that proactve DSR
mitiatves drive consumer engagement and support. Mareover, the pn&mve azsocmtion
between DSR, brand lovalty, and purchase intention underscoces the growing consumer
preference for =ncially responsihle hranck The medmrmg rola of consumer engagement and
brand loyalty further enphasizes teir muportznee i shaping parchase ntentons, While the
maodaratiem effart of Generation ¥ consumer attituces towards D8R was insignificant, it
higllighted the need for :su‘h:m:d comnitenl o DER mititives to foster consumer loyally
snd purchase intent. These ¥ le imnplications foe | the
digital landscape ardst evolving consumer expectalivns and secetal concerns. (.Ullllﬂl]td
research in this aren is essentil to firther ehicidate the dynamics of DSR and s impact on
vonstumer behavisur.

Practical snpleations

We made significant contributions te pracices. We encourage firme to effectively allocare
resources to DSR imitistives that support Generation Y consumers’ beliefs and tssues.
Dependmyz on the unique tastes and preferences of consumers, these resources should focus
on socal ssues, environmental sustainability or ethical corporate operations. The poartive
relationship between DSE and purchase intention sigeests that businesses should
mcorporate DSR prmeiples into product development that align with generation ¥
consumers ethical values and preferences. Again, we create managers’ awareness of the
importance of DSR communication 2= a result of the posiive Ink between consumer
engapement and purchase mtenbon. Busmesses canuge these findings to optinese costomer
rebtionship menagement considering the positive impact of DSR on corsumer engagement,
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brrand hy.ullv and p\mhm intention. This may mvelve impk i Tized

that ize the company's commitment to socisl

bality. By e Eetionshps with customess ll.mu;dn DER-focesed CRM
imitiutives, l:uameﬁses cun merease brongd loyalty and purchase intention ameng their
FaEnmeT haa We suggest thit mumagees flmuld create open lines of eommuricasion tn
DSR efforts to Y in order to-develop lasting

bands mlh thie firm's crmsauriers. The jositive o ot TR, comsumes engagement,
brand kiyalty and purchase intention can guide businesses in m.-m.ing e compelling and
effective marketing stategies I oeder | dmprove the cestomer experionce, modern
erarketers west recognize new approaches o :l\e:minm'u!l)' engaging custoners Social
medin wze in this siteation iz the begimnng of & new ora that invalves vanous st kebelders,
:nu.l.rlu:qg u:smuerme‘bR initiatives for fulfillag corporate responsbility. Customess who

le practice v postively with it; s a result. they shore
i ke HSR.rekoter] somtent Fromm e " bl cranpny’s positive posts on
eocial media. In addition, we advia ! thot € o Y i

scr and arcess the firm's sustmability smsafves, ethical souremg and commmity
invalvement by usm.l: digital plnsﬁlrms and sodal media to spread the word We farther

ndvise Y r share opirons, take paein
cluaritalde ende.mlul\ and cocreate content .ihuu the fms Lrand's e{hu{ hls.um
practices, We advise tamake sire [ with the firm i

and are not ses as oerely clever murketing p]u_\"i

el iopilices b
The rummwtmmmmmmmwmmmummmal!
pasitively correbated smmg Generation ¥
understanding of consumer Mu\mur i the digita] age The increased agm.ﬁl.m uf

e tric d by the pesitive.
1k {roan traditionzl
mindels that just assess the specific 1 onst it = {riwrrls mocicls that place
i strumg emgihuees on seial resporsbility and effical ros, Thericll,

id toke & how th ] with consumer behaviour.

The resul lesuls credence b (e nokion that brand Govalty is mt s onedimengonal aincepd
that depends just on the value and quality of 2 product, It iz serually a complex coneept that
has: ethwal amd ermotual I Theoretsal amply it

chonld view DSH az o long-term strategie investment rather thon a pessing marketing
ﬁatrgy The positive mﬂ.‘!ambmwrn =R and p\m:llaaeuﬂmﬂmalggﬁlxllm! ecthical

and lorg-ert value by g customer
Iovaky and repeat business L ding how DER infh o ¥ 1
engagecent, kyalty .mdpun"m slieds light oo huow var o’ vall d
:mcvnnrs are dnn,gug It rlem H‘!l‘ . youngey r place a high:r Ve on

i Th ., digitnl charmels may
=eTve as uhlyﬂ: for m!nm g mnnnu—pmiuputnn in ISR pmpctx These platlorne.
facilitate sharing e coet

prochisction, malking m csedul bl Fix fostering biand loyalty and L osying nbent amsong
Generation ¥ consumers.

Limnr ity anel fatrere seafe
As with other earliar studies, this one hag limitations: N i

uf I an consumer bebavionr i the Ghamsmn ooy o e mui-uah:lg -

Mutters
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Gemeratin Y oonsumer attitudes on this model. Ths study makes an effint to mvestigate
these faetnrs in emerging countries like Ghana: hvwever, beciuse there are few studies in this
ficld nnd the stady 2= cross-sectional, it limits the genemalizabality of the findings. We advise
Tutvre researchers in developing natiins s keepexamining the mpac of DSR oo consumer
hehaviour bevend the incustrial séctor to the service sectar because it 58 nevly di
variable Once more, the modersting forcton of Generation ¥ consners i this stady was
unfaveurable and inconsecuentinl Its moderate mmpact should be further mvestigated in
futize stucdies. In the future, we also advze conducting longitudmal research to help enalyze
how costomer behaviour develops over time. Fimally, since this st
acoount any specific digital tool that males SR implementation easier, future research may
ke i accouet using specific digital social medz platforms
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