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This study aims to identify the interrelationships among three variables – corporate image, 

corporate social responsibility (CSR), and customer loyalty – in the Philippine’s television 

network industry. In particular, it examines whether corporate image can act as a mediator 

between CSR and customer loyalty. A convenience sampling technique was used in selecting the 

respondents. The participants were viewers and supporters of two leading television networks 

(ABS-CBN and GMA) in the Philippines. Quantitative research and a causal predictive approach 

were applied in this study. The survey-based data were scrutinized through partial least squares-

structural equation modeling (PLS-SEM) to estimate the parameters of the structural model. The 

results showed that CSR engagement has a significant and positive effect on corporate image. A 

significant relationship between CSR engagement and positive customer loyalty is also 

supported. Furthermore, corporate image also positively influences customer loyalty. The 

mediation analysis also revealed that corporate image mediates the relationship between CSR 

engagement and customer loyalty.  
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1. Introduction 

Corporate social responsibility (CSR) has been given much attention by both practitioners and 

scholars. There is more than one definition encompassing this idea (Carreiro, 2012). One 

common definition is that CSR is voluntary and closely linked to corporate citizenship and 

willingness to fulfill corporate philanthropy (Kim et al., 2020). It is a source of competitive 

advantage of the companies and interchangeably used with sustainable development, corporate 

citizenship, corporate sustainability, corporate social performance, and corporate ethics (Vitezic 

et al., 2012).  On the other hand, companies are now utilizing CSR as a public relation tool and 

as a self-regulating business model that helps a company to be socially accountable to itself, its 

stakeholders, and the public (Fernando, 2021; Yoo & Lee, 2018). Furthermore, CSR is 

emphasized to improve company image (Al Mubarak et al., 2019) to attract consumer’s loyalty 

(Osakwe & Yusuf, 2020), and to focus on the company’s responsibility towards society (Du et 

al., 2010). The previous studies described the forms of CSR which are currently being practiced, 

and the relationship of CSR in a form of foundations to the TV networks (Languayan & 

Ongjuco, 2013). 

 

CSR was emphasized as a tool for business success (Amoako & Dartey-Baah, 2020). In the TV 

network industry, the success of TV programs varies from the rating war and is controlled by the 

competition in CSR activities (Litman, 1979). Based on the audience share in Kantar Media 

survey (Camus, 2020), the two most viewed TV networks in the industry which are ABS-CBN 

Corporation and GMA Network Incorporated are also considered as the Philippines’ most 

dominant and largest TV networks. The two biggest conglomerates, ABS CBN and GMA, have 

an audience share of about 81% and these networks are among the most influential opinion-

shapers and constantly “engaged in a vicious rating war” (Media Ownership Monitor, 2017). 

Moreover, GMA’s national audience share rocketed to 46.7% in 2020 from 31.9% in 2019 while, 

in July 2020, ABS-CBN’s national audience share dropped to 30.4% from an industry-leading 

35% in 2019 (Nielsen Television Audience Measurement, 2020). According to Camus (2019), 

leadership in TV ratings has been a contested area for years between the two rivals. GMA relies 

on data from AGB Nielsen, while ABS-CBN uses Kantar. Given these ratings, to be able to gain 

more viewers in support of their CSR engagements, TV networks conduct commercials, shows, 

fundraising activities, and projects that include the participation of the viewers. 

 

The TV network industry is inclined to take part in CSR activities to enhance its corporate 

image. For instance, according to Red (2013), the public service arm of ABS-CBN Broadcasting 

Corporation certifies its social responsibility with a slogan “In the service of the Filipino”. ABS-

CBN Lingkod Kapamilya Foundation, Inc. (ALKFI) has three major programs, namely: Bantay 

Kalikasan, Sagip Kapamilya,and Bantay Bata 163. GMA Network also has its foundation 

specifically for CSR. The foundation is named GMA Kapuso Foundation which aims to uplift 

the lives of underprivileged Filipinos all over the Philippines. The foundation also initiated 

different projects such as Bisig Bayan Medical Assistance (BB), Unang Hakbang Sa 

Kinabukasan (UHSK), Operation Bayanihan (OpsBay), and Sagip Dugtong Buhay, among 

others (GMA Network, 2021).These following programs or activities of the said TV networks 

perceive brand personality, which contributes to audience's attitude, usage, and even loyalty of 

the news brand (Chan-Olmsted & Cha, 2008) and corporate image. 
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The present study focuses on the mediating effect of corporate image in the relationship between 

CSR and viewers’ loyalty in Philippine TV networks. Carroll and Shabana (2010) found that the 

relationship between corporate social responsibility and customer loyalty is mediated by other 

factors (Boulstridge & Carrigan, 2000). First, this study is an approach to explore the gap that 

corporate image can be a factor that mediates in the relationship between CSR and viewers’ 

loyalty. Second, it was observed that there were limited studies in line with corporate image; for 

instance, brand image or trust can be used as a mediator. Also, CSR and loyalty as 

constructs/variables were also limited in our study; for instance, future researchers may use 

customer satisfaction or customer attitude. Lastly, there is no published research yet on the area 

of study inthe Philippines and is very limited research in this type of industry (TV network). 

Future researchers may focus on different industries like online businesses, food, education, 

BPO, etc. Hence, this research aims to address the gap to contribute in the literature by providing 

additional study in line with the topic of whether corporate image acts as a mediator between 

CSR and loyalty. Relative to this, our study aims to identify the interrelationships among the two 

variables, CSR and customer loyalty, in the television network industry. Moreover, we chose TV 

networks as the subject of our research due to their outstanding presence and good public image 

as seen in general. Therefore, the study aims to help the companies to build a good corporate 

image through CSR engagement that will benefit the public, stakeholders, and the company.  

 

2. Research Framework and Hypothesis Development 

The present study is founded on the stimuli response model that expresses the fundamental 

principle to understand the consumers’ behavior (Lu et al., 2018). A stimulus is a change in 

environment either external (cultural, social, or ethical) or internal (beliefs, motives, or 

perception) that is detected by a receptor. In addition, the model stimulates more than one 

sensory modality, and, in fact, often elicits multiple sensations with each modality (Klaauw & 

Frank, 1996). When a company conducts CSR activities such as disaster relief, community 

support, and fund campaigns (Asian Institute of Management, 2005), the consumers are affected 

by what they see. Therefore, they create an experience that intrigues them in a sensorial, 

emotional and creative way (Ebrahim et al., 2016). Consequently, it also stimulates the multiple 

sensory levels of consumers and finds it engaging (Buchholz & Smith, 1991). As a result, when a 

person is engaged with a stimulus (CSR), the internal states are nurtured, which stimulates 

response (customer loyalty) that has a direct influence in the behavior of a person (Ahmed et al., 

2020). To sum up, companies can create a positive corporate image through social responsibility 

activities they carry out (Golob & Bartlett, 2007; Pomering & Johnson, 2009). Thus, a positive 

corporate image would increase customer loyalty, and this may provide sustainable competitive 

advantage (Lantos, 2001). 

 

2.1 Corporate Image  

Hafez (2018) stated that corporate image originates from the emotions, thoughts, and desires of 

customers toward service offered by the business. Hence, becoming a reflection of the 

corporate's performance can be beneficial in gaining customer trust and becoming an asset for 

the corporate to safeguard its customers and obtain new customers (Purwanto et al., 2020). To 

gain viewers, the corporate image becomes a competitive advantage as it inherently builds the 

image of the brand in the minds of the consumers (Stoyanov, 2017). Therefore, the key to 
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sustainable competitive advantage is a strong and distinct corporate image (Melewar & 

Karaosmanoglu, 2006). 

 

As a means of enhancing image, firms now resort to investing heavily in CSR activities that aid 

in building long-term values for stakeholders (Renneboog et al., 2010). The crucial goal of all 

these corporate initiatives is to ensure that the consumers hold a positive image of the company 

which would, in turn, lead to a positive image of the products manufactured and marketed by the 

company (Alrubaiee et.al., 2017). These corporate programs include social and environmental 

initiatives anddemonstrate a firm commitment to CSR (Pomering & Johnson, 2009). Moreover, 

the more corporate initiatives they fulfill, the better the image they have (Chang, 2007) 

 

2.2 Corporate Social Responsibility 

According to Raimi (2017), the main objective of CSR is to preserve the social, cultural and 

economic aspects of the environment in which a company operates. It is also identified as a 

business commitment to contribute to sustainable economic development (Fehre & Weber, 

2016). Moreover, CSR activities positively affect organizational capabilities to achieve 

sustainable growth objectives and to gain competitive advantage (Gorski, 2017; Yu et al., 2017). 

Such practices not only enhance firms’ reputation, but also increase employees’ satisfaction and 

customers’ loyalty (Asrarul-Haq et al., 2017). Highlighting an organization’s commitment to 

CSR activities has been found to be effective (Du et al., 2010; Dwyer et al., 1987). Companies 

that have good corporate social responsibility policies get further attraction resulting in better 

media coverage (Kim & Park, 2011). Hence, doing good work is considered the best way to 

advertise the company and to establish customer loyalty (Luenendonk, 2019). 

                                                                                                                              

 2.3 Customer Loyalty 

Establishing customer loyalty is a business strategy (Duffy, 1998). It is viewed as a commitment 

to repurchase a preferred product or service to promote repeated purchase whenever possible 

(Cossío-Silva, 2016). Relative to this, Srivastava and Rai (2013) emphasized the impact of 

customer’s loyalty on the success and profitability of a business. As an example, hotel operators 

created loyalty programs to attract and to retain hotel guests (Tanford et al., 2012). As a result, 

loyal customers spread positive word of mouth and recommendations that best advertise the 

company (Bowen & Chen, 2001).  Due to customer loyalty's contribution, marketing experts 

recognized the importance of loyalty of customers (Coil, 2007) in creating sustainable 

competitive advantage for organizations. Customer loyaltyhas received marked attention in the 

marketing literature (Lee & Cunningham, 2001).  

 

3. Hypothesis Development 

CSR has been increasingly recognized by the masses, especially stakeholders, consumers and 

communities as well as policy makers because of its importance on ethical, environmental and 

well-being issues (Chun & Bang, 2016). Throughout the years, companies have been involved in 

different CSR activities as they have been considered as long-term investments (Nicolau, 2008). 

As a result, pertaining to long term investments, customers had stayed committed to companies’ 

products and/or services (Abdulet al., 2017). In connection to that, corporate social responsibility 

directly influences loyalty (Maignan & Ferrell, 2001; Sureshchandar et al., 2001, 2002). 
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The study of Moisescu (2017) investigated the impact of customers’ perceptions to their service 

providers’ CSR on customer loyalty in the banking industry in Europe. The results indicate that 

customers’ loyalty towards retail banking companies is significantly and positively influenced by 

how customers assess their providers’ CSR. Moreover, the study of Irshad et al. (2017) examines 

how customer loyalty is affected by the CSR activities in the presence of corporate image as a 

mediator in the economy of Pakistan; the results found a positive effect of corporate social 

responsibility on customers' loyalty. Additionally, CSR programs of TV networks’ commitment 

are partially mediated by viewers’ loyalty (Linet al., 2018). Therefore, we hypothesized that:  

H1. CSR significantly and positively affects viewers’ loyalty. 

 

Several studies revealed that CSR affects corporate image. For instance, Kim et al. (2020) 

investigated the effect of multidimensional CSR activities on customers’ corporate image, 

customer citizenship behavior, and long-term relationship orientation. The results indicate that 

CSR (economic, ethical, legal, and philanthropic) had a positive effect on corporate image on 

making recommendations, helping other consumers, and providing feedback. In addition, Arendt 

and Brettle (2010) also examined the effects of corporate social responsibility (CSR) on 

corporate identity, image and firm performance in a multi-industry setting. The findings show 

that CSR triggers the corporate image building process and its relationship to a company's 

success. Moreover, the study of Al Mubarak et al. (2019) investigated the impact of corporate 

social responsibility (CSR) on the corporate image in the banking sector. The findings revealed 

that customers perceive CSR activities as a main element when dealing with banks. On the 

contrary, poor publicity was found to reduce corporate image (Zhu & Chang, 2013). In the TV 

network industry, it can be identified that CSR can really affect corporate image. Therefore, we 

hypothesized that: 

H2. CSR significantly and positively affects corporate image. 

 

Several studies revealed that corporate image significantly and positively affects loyalty. For 

instance, the study of Igbudu et al. (2018) revolves around understanding the role of sustainable 

banking practices in bank loyalty while exploring the mediating effect of corporate image on the 

relationship between sustainable banking practices and bank loyalty. The results showed that 

sustainable banking practices positively and directly affected bank loyalty and corporate image, 

corporate image directly and positively affected bank loyalty, and corporate image also mediated 

the relationship between sustainable banking practices and bank loyalty. Hassan et al. (2019) 

investigated the mediation effect of corporate image and students’ satisfaction on the relationship 

between service quality and students’ loyalty in technical vocational education and training of 

higher learning institutes. The results indicate that there was a direct and significant effect on 

student satisfaction and a partial mediation to corporate image and student loyalty. In the 

telecommunication industry, Kim et al. (2004) examined the relationships between corporate 

image, brand awareness, service price, service quality, customer support services, and customer 

loyalty, and investigated the key drivers that establish and maintain customer loyalty. The results 

of the study show that corporate image plays the most important role in establishing and 

maintaining customer loyalty in the markets. Furthermore, corporate image impacts customer 

loyalty directly whereas customer satisfaction does not. Studies from the goods and service 

sector revealed that corporate image has a significant but indirect impact on customer loyalty. 

For instance, Kim and Lee (2010) investigated that corporate image is a strong antecedent for 
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establishing customer loyalty in mobile communications service markets. Moreover, the 

empirical findings suggest that corporate image plays the most important role in establishing and 

maintaining customer loyalty in the markets. The television networks have found ways of 

building distinctive and meaningful corporate images in the minds of audiences (Chan & Cha 

2008). As result, corporate image has an impact to customer loyalty (Helgesen et.al, 2010; Ishaq, 

2012) Therefore, we hypothesized that: 

H3. Corporate image significantly and positively affects viewers’ loyalty. 

 

Some studies have identified that corporate image significantly and positively affects the 

relationship between CSR and loyalty. For instance, the study of Chung et al. (2015) investigated 

that CSR factors can influence customer loyalty in China. This study also investigated the effects 

of corporate image in the relationships between CSR and loyalty. The result revealed that CSR 

positively affects loyalty and it also identified the moderating effect of corporate image in the 

relationship between CSR and customer loyalty. Moreover, such result is supported by the study 

of Lee (2018) who explored the impact of corporate social responsibility on customer loyalty, 

and examined the role of corporate image in the Taiwan insurance sector. The study found that 

there is a positive effect on corporate social responsibility to customer loyalty, and it also 

identified the moderating effect of corporate image between corporate social responsibility and 

customer loyalty. Additionally, it was later explored in the recent study of Lee at al. (2020) that 

corporate image may be used as a parameter that could affect the relationship between the social 

responsibility activity of sports enterprises and customer loyalty in Korea. The main result 

revealed that CSR activity of sports enterprises was found to have a positive impact on the 

following factors such as customer loyalty and corporate image and CSR activities of sports 

enterprises were found to have a positive impact on customer loyalty through corporate image.  

Therefore, it is shown that corporate image is the key to customer’s loyalty and repurchasing 

behavior (Kaur & Soch, 2012), and CSR is a mechanism which helps to establish that image 

(Arendt & Brettel, 2010). It is very evident in the past studies that in other industries corporate 

image mediates the relationship between CSR and viewers’ loyalty. Evidently in TV networks, 

corporate image influences their involvement in social TV network activities, and their program 

commitment to viewers' loyalty (Lin et al., 2018). Therefore, we hypothesized that: 

H4. Corporate image mediates the significant and positive relationship between CSR and 

viewers’ loyalty. 

 
Figure 1. Research Framework 
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From the research hypotheses presented, Figure 1 shows the proposed research framework on the 

relationship of CSR to viewers’ loyalty and corporate image, and corporate image towards 

viewers’ loyalty. Moreover, the present study also explored the mediating effect of corporate 

image on the relationship between CSR and viewers’ loyalty. 

 

4. Methods 

 

4.1 Participants 

The respondents of the study were viewers of the two (2) leading television networks in the 

Philippines and were selected using convenience sampling techniques, a type of non-probability 

or nonrandom sampling in which members of the target population who meet certain practical 

criteria, such as accessibility, geographic proximity, availability at a specific time, or willingness 

to participate, are included in the study (Etikan et al., 2016). First, respondents were asked for 

their consent to participate in the study. After that, participants were asked about their age to 

identify those 18years old and above. Lastly, respondents were identified whether they are ABS 

CBN or GMA Network supporters. The distribution of the questionnaires was done online 

through Google form and started in May 2021 and ended in June 2021. All 146 responses were 

answered correctly and completely, resulting in a response validity rate of 100%. 

 

To check the sufficiency of the sample size, PLS-SEM, gamma exponential and inverse-square 

root methods were used. The gamma-exponential method uses gamma and exponential 

smoothing function corrections in estimating standard error. On the other hand, the inverse 

square root method uses the inverse square root of the size of the sample in estimating standard 

error (Kock & Hadaya, 2018). With a minimum absolute significant path coefficient of 0.319, a 

significance level of 0.05, and a power level of 0.80, the results of the sample size estimation are 

61 for the inverse square root method and 48 for the gamma-exponential method. Therefore, the 

actual sample size of 146 is sufficient enough to explain the results of the structural model. The 

following tests were conducted using WarpPLS 7.0 (Figure 2). 
 

 
Figure 2. Estimation of Sample Size 
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Table 1 shows the tabular profile of the respondents. Majority of the respondents are female 

(63%) and almost all of the respondents are single (95%) while 5% are married. Moreover, 91% 

of the respondents are within the age group of 18 to 30 while 5% are within the age group of 31 

to 40.  Furthermore, most of the participants (70%) are residing in the National Capital Region 

(NCR). And 66% of the respondents are currently employed, while 19% are students. Moving 

forward, respondents' purpose of watching is to watch news on their preferred network which is 

ABS-CBN (62%) along with their family (53%).  
 

Table 1. Tabular Characteristics of Respondents 
 Frequency (n) Percentage (%) 

 Sex   

   Male 

 

54 

 

37% 

   Female 92 63% 

Age   

   18-30 133 91% 

   31-40 7 5% 

   41-50 5 3% 

   51-60 1 1% 

Marital Status   

   Single 138 95% 

   Married 8 5% 

Current Residence   

   NCR 102 70% 

   Ilocos (Region 1) 1 1% 

   Central Luzon (Region 3) 6 4% 

   CALABRZON 30 21% 

   MIMAROPA 1 1% 

   Bicol (Region 5) 5 3% 

   CARAGA 1 1% 

Occupation   

   Student 28 19% 

   Employed 96 66% 

   Self-employed 8 5% 

   Unemployed 14 10% 

Accompany you while 

watching 

  

   Alone 57 39% 

   My family 77 53% 

   My friends 4 3% 

   My partner 8 5% 

TV Network   

   ABS-CBN 91 62% 

   GMA 55 38% 

Purpose of Watching TV   

   News 130 87.2% 

   Entertainment 122 81.9% 

   Educational 52 34.9% 

   Business 41 27.5% 
   Health 49 32.9% 
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4.2 Research Instrument 

The instrument we used in data gathering was online survey questionnaire which contains two 

sections: Part I focuses on the demographic information of the respondents including sex, age, 

civil status, location and occupation and television networks they support, and purpose of 

watching of programs. Part II contains the constructs on corporate image as mediator of CSR and 

customer loyalty. CSR was measured using three (3) dimensions and ten (10) items adopted from 

the study of Martinez et al. (2013). On the assessment of viewers’ loyalty, four (4) items used in 

the construct were taken from the study of García de Leaniz and Rodriguez (2015). With regards 

to corporate image, three (3) items were adopted from the study of Nguyen and Leblanc (2001). 

The questionnaires used in this research, except for the general characteristics of the research 

participants, were measured using a 5-point Likert scale where 1 means strongly disagree and 5 

means strongly agree. The analysis with regards to the validity and reliability of the variables 

was quantified as shown in Tables 2, 3, 4 and 5.  

 

4.3 Data Analysis 

The present study utilized quantitative research as the research design. Quantitative research is 

defined as the process of collecting and analyzing numerical data and is used to measure the 

relationship of the constructs (Bhandari, 2021). Meanwhile, predictive-causal research was used 

to measure the relationships of corporate image, CSR, and viewers’ loyalty. Predictive research 

aims to predict a certain variable from one or more other variables, whereas causal or 

explanatory research aims to understand the underlying mechanism’s driving factors (Hamaker 

et al., 2020). 

 

Furthermore, the partial least squares-structural equation model (PLS-SEM) using WarpPLS 7.0 

software was used to evaluate the parameters of the mediation model. PLS-SEM estimates the 

parameters of a set of latent variables in a structural equation model by combining principal 

components analysis and regression-based path analysis (Mateos & Aparicio, 2011). Hence, 

PLS-SEM is chosen for the study because of its method that enables researchers to estimate 

complex models with many constructs, indicator variables, and structural paths without imposing 

distributional assumptions on the data (Hair et al., 2018). 

 

5. Results 

 

5.1 Scrutiny of Measurement Model 

The measurement model examined the reliability and validity of each variable using composite 

reliability (CR) and Cronbach's alpha (CA). Convergent and discriminant validity tests were 

conducted to confirm the validity of the constructs. Convergent validity was assessed with the 

use of item loading while discriminant validity used Fornell-Larcker criterion which was then 

confirmed using heterotrait-monotrait (HTMT) ratios. 

 

According to Kock (2014) and Kock and Lynn (2012), in evaluating the reliability of a construct 

using CR and CA, the threshold is 0.7. As seen in Table 2, the three (3) variables – CSR, 

corporate image and loyalty – are above the threshold and all latent constructs are reliable. 
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To evaluate the convergent validity, item loading must be at least 0.5 and the p-value must be 

lower than or equal to 0.05. The AVE of the latent construct must be equal to or greater than 0.5 

(Fornell & Larcker, 1981; Hair et al., 2009; Kock, 2014; Kock & Lynn, 2012) to confirm the 

construct validity. Based on the result shown in Table 2, all variables satisfy the requirements for 

convergent validity. 

 

Table 2. Reliability Measures and Convergent Validity 

Construct / Item Factor 

loading 

CSR 
 

Economic: AVE=0.613; CA=0.787; CR=0.863 
 

  

EC1. This TV network obtains the greatest possible profits. 0.662 

EC2. This TV network tries to achieve long-term success. 0.845 

EC3. This TV network improves its economic performance. 0.808 

EC4. This TV network ensures its survival and success in the long-run. 0.805 

Social: AVE=0.709; CA=0.793; CR=0.879 
 

SC1. This TV network improves the welfare of the communities in which it 

operates. 

0.899 

SC2. This TV network actively participates in social and cultural events. 0.847 

0.776 SC3. This TV network helps in solving social problems. 

Environmental: AVE=0.753; CA=0.836; CR=0.901 
 

EN1. This TV network protects the environment. 0.870 

EN2. This TV network has initiatives in reducing natural resources 

consumption. 

0.879 

EN3. This TV network participates in environmental initiatives. 0.854   

Corporate image: AVE=0.740; CA=0.823; CR=0.895 
 

  

CI1. I have always had a good impression of this TV network. 0.863 

CI2. In my opinion, this TV network has a good image in the minds of its 

viewers. 

0.892 

CI3. I believe this TV network has a better image than its competitors. 0.824 

Viewers’ loyalty: AVE=0.722; CA=0.869; CR=0.912 
 

  

VL1. I view more the programs of this TV network than its rival networks. 0.744 

VL2. I will continue to build my relationship to this TV network as a viewer. 0.875 

VL3. I will continue to support the programs of this TV network in the next 

few years. 

0.880 

VL4. I would recommend this TV network if somebody asked my advice. 0.890 

 

The Fornell-Larcker criterion was utilized to assess discriminant validity. According to Fornell 

and Larcker (1981), the square root of the AVEs for each variable should be greater than all of 

the associations surrounding that variable. To summarize, the values in the diagonal (bold value) 

must be higher than those of the off-diagonal coefficients. Based on the results in Table 3, all 

latent variables possess discriminant validity. 
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Table 3. Discriminant Value Using Fornell-Larcker Criterion 

  EC SC EN CI VL 

EC 0.783         

SC 0.591 0.842       

EN 0.424 0.680 0.868     

CI 0.499 0.580 0.558 0.860   

VL 0.486 0.586 0.604 0.754 0.849 

 

Additionally, HTMT ratios were also utilized in the present study to confirm the discriminant 

validity of the construct. The HTMT ratios are ideal when they are less than 0.85 (Henseler et al., 

2015). According to Gold et al. (2001) and Teo et al. (2008), HTMT ratios must also be lower 

than 0.90. Table 4 confirms the result of the Fornell-Larcker approach that all variables have 

discriminant validity. 

 

Table 4. Discriminant Validity Using HTMT Ratios  
EC SC EN CI VL 

EC 
     

SC 0.737 
    

EN 0.527 0.840 
   

CI 0.623 0.717 0.673 
  

VL 0.594 0.702 0.704 0.893 
 

 

5.2 Formative Measurement Assessment 

Table 5 indicates the assessment of convergent validity of CSR as a higher-order construct 

(reflective-formative) with three dimensions: economics, social and environmental. In 

identifying CSR as a higher-order construct, a disjoint two-stage approach was utilized (Agarwal 

& Karahanna, 2000; Becker et al., 2012). Since the present study has one second-order (higher-

order) construct (CSR), measurement model assessment using variance inflation factor (VIF), 

outer weight and the corresponding p-value, and full collinearity VIF was made. 

 

Table 5 manifests the variance inflation factors (VIFs), outer weight, and significance of the 

formative indicators for each construct used in the study. Collinearity was measured using VIFs. 

According to Diamantopoulos and Siguaw (2006), the thresholds for VIF must be equal to or 

lower than 3.30. It can be noted from Table 3 that all formative indicators of all constructs 

passed this criterion. In terms of outer weight of each item, the requirement isthat each indicator 

must have a corresponding p-value of equal to or less than 0.05 (Ramayah et al., 2018). Based on 

the results, the measurement model assessment for the second-order construct (CSR) passed the 

required thresholds. 

 

Table 5. Convergent Validity and Collinearity Assessment of Formative Higher-Order 

Construct 

CSR Factor weight p-value VIF Full collinearity VIF 

(HOC-Formative construct) 
    

Economic 0.367 <0.001 1.538 1.963 

Social 0.425 <0.001 2.347 

Environmental 0.391 <0.001 1.864 
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To assess the discriminant validity of the second-order construct (CSR), full collinearity was 

measured, as suggested by Rasoolimanesh et al. (2017). To say that the structural model does not 

suffer from collinearity problems, the values of full collinearity VIFs must be equal to or less 

than 3.30 (Kock, 2015; Kock & Lynn, 2012). As reflected in Table 4, corporate image, viewers’ 

loyalty and CSR are within the acceptable thresholds. Hence, discriminant validity is evident 

among the second-order constructs in the study. 

 

5.3 Scrutiny of Structural Model  

Table 6 and Figure 3 reveal the parameter estimates of the mediation model. The data 

analysis showed that CSR significantly affects viewers’ loyalty (β =0.319, ρ < 0.001). There is a 

positive relationship between CSR and viewers’ loyalty with a medium effect size(f2 = 0.216), 

which means that when company engagement in CSR activities increases, viewers’ loyalty also 

increases; therefore, H1 is supported. 

 
Figure 3. The Structural Model with corresponding Beta Coefficients 

 

The study also shows that CSR and corporate image are significantly and positively related (β = 

0.651, ρ < 0.001) with a large effect size (f2=0.424). It suggests that CSR positively affects 

corporate image. Therefore, H2 is supported.  
 

The data also revealed that corporate image significantly and positively affects viewers’ loyalty 

(β = 0.548, ρ < 0.001) with a large effect size (f2 =. 0.415). It also suggests that corporate image 

can positively affect viewers’ loyalty. Thus, H3 is supported.     
 

Moreover, the mediation analysis revealed that corporate image has a significant and positive 

effect on the relationship between CSR and viewers’ loyalty (β = 0.357, ρ < 0.001). This 

recommends that corporate image mediates the relationship between CSR and viewers’ loyalty 

with a medium extent of mediation effect (f2 = 0.242). Therefore, H4 is supported. 
 

Table 6. Results of Hypothesis Testing 
Hypothesis β ρ SE f2 Decision 

Direct effects 
     

H1. CSR → VL 0.319 <0.001 0.071 0.216 Supported 

H2. CSR → CI 0.651 <0.001 0.071 0.424 Supported 

H3. CI → VL 0.548 <0.001 0.073 0.415 Supported 

Indirect effect 
     

CSR → CI→VL 0.357 <0.001 0.054 0.242 Supported 
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CSR- Corporate Social Responsibility; VL- Viewers’ loyalty; CI- Corporate image; β-path 

coefficient; p- p-value; SE-standard error; f2=effect size. Cohen’s (1988) criterion: 0.02=small, 

0.15=medium, 0.35=large. 

 

Full collinearity VIFs were also assessed to detect and correct common method variances. Table 

7 shows that the results of the constructs passed the common method bias test, where, according 

to Kock (2015), the value of collinearity VIF for each construct must be equal or lower than 3.3 

to determine if the constructs are free from common method biases. 

 

The coefficient of determination (R2) and predictive validity (Q2) was included in the analysis, 

as it is part of the scrutiny of the structural model. Having 0.02 R2 coefficients implies that the 

effects are very weak if they will be considered as relevant from a practical perspective (Cohen, 

1988; Kock, 2014). The variable can only be considered as predictive relevant if the Stone-

Geisser Q2 coefficient is greater than zero (Geisser, 1974; Kock, 2020; Stone, 1974). The results 

in Table 7 show that all constructs passed the R2 and Q2 requirements.  

 

Table 7. Common Method Bias, R2, and Q2 

Construct Full collinearity VIF Q2 R2 

Company image 2.545 0.423 0.424 

Viewers’ loyalty 2.642 0.632 0.631 

CSR 1.963 
  

 

Company image- Company image; Viewers’ loyalty- Viewers’ loyalty; CSR- Corporate Social 

Responsibility; Q²- predictive validity; R²- coefficient of determination 

 

6. Discussion 

The present study shows that CSR has a significant and positive effect on viewers’ loyalty. The 

results signify that the CSR activities play a great role in influencing the viewers’ loyalty. It 

illustrates that customers support more programs of a TV network whichisvery active in CSR 

engagements than its rival networks. Also, CSR activities greatly attract the customers. Hence, 

when CSR activities are recognized, they may increase customer loyalty. This finding is similar 

to the study of Pirsch et al. (2007), which stated that CSR activities are powerful tools in 

increasing customer loyalty and reducing distrust in the companies. According to Ofluoglu and 

Atilgan (2015), customers prefer companies that give importance on social matters, and this 

leads to customer loyalty, and is important in terms of ensuring the loyalty of new customers. 

Moreover, when companies invest in CSR, they sincerely strive to create social benefits, avoid 

practices that might harm the society and the environment, connect with customers emotionally, 

and build greater customer loyalty (Vitell, 2015). 

 

We also looked at the effect of companies’ CSR on corporate image. The result shows that there 

is a positive effect and significant relationship between CSR and corporate image. The findings 

suggest that CSR triggers the corporate image building process and the relationship of the 

company's success. It means that the more a company is perceived to be engaged in activities 

such as improving the welfare of the communities, the higher its perceived corporate image gets. 

In addition, companies’ voluntary activities in support of environmental sustainability and civil 
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rights build favorable sentiment and a good image. Moreover, customers tend to have a positive 

image of a company that complies with laws and regulations. Precedent studies also found that 

corporate image can create a positive outcome through CSR activities (Golob & Barlette, 2007; 

Pomering & Johnson, 2009). According to Oberseder et al., 2011 and Oberseder et al. (2014), 

CSR engagements are important tools of external information about companies, and they 

increase the visibility of the company in the market. In addition, it helps to build the firm’s 

corporate image and improve customer attitudes. Therefore, CSR is a crucial determinant of a 

corporate image.   

 

The study also revealed that corporate image has a significant and positive effect on viewers’ 

loyalty. It shows that customers prefer companies with a positive corporate image. Moreover, the 

positive correlation between the two constructs means that customers would support and 

recommend the TV network with a better image. The findings also suggest that corporate image 

is the dominant route to customer loyalty. Indications of a successful brand building strategy are 

found when firms have relative attractiveness in their image; that is, corporate image is 

significantly different from other firms within the same industry. Relative attractiveness is a key 

in order to attract or retain customers. Existing studies also indicate that better corporate image 

can positively affect customer retention (Andreassen & Lindestad, 1998; Lee & Lee, 2018; 

Nguyen & Le Blanc, 2001; Richard & Zhang, 2012; Xhema et al., 2018). According to Yu and 

Ramanathan (2012), higher level of store service quality improves the totality of the corporate 

image, which also increases the loyalty of the customers. According to Marshall and Reday 

(2007), customer image and the expectation of the viewers directly increase customer loyalty. 

Therefore, a better corporate image of a firm affects customer’s choice to be loyal to the 

company’s product (Bigne et al., 2004). 

 

Furthermore, the mediation analysis also revealed that corporate image mediates the relationship 

between CSR and viewers’ loyalty. According to research findings, corporate image's mediating 

role indicates that companies should introduce their economic, social and environmental 

responsibility to their target audience as corporate image plays an important role in creating 

viewers’ loyalty. Besides, to develop corporate image through social responsibility activities, 

companies are recommended to pay attention to the environmental and social dimension of CSR. 

This result coincides with the study of Gürlek et al. (2017). Hence, when corporate image is 

established, CSR and viewers’ loyalty become more relevant. Therefore, CSR initiatives can 

help companies build a good corporate image. In line with this, corporate image is the key to 

customer’s loyalty. It is found that customers show support to a company with CSR committed 

activities and charitable causes, which leads to a good corporate image and contributes in 

establishing viewers’ loyalty.  

 

7. Conclusion 

The present study highlights the important role of corporate image in the Philippine TV network 

context wherein corporate image acts as a mediator in the relationship between CSR and 

viewers’ loyalty. In the TV network industry, corporate image plays a vital role in establishing 

viewers' loyalty and as a factor in gaining competitive advantage. Therefore, companies must 

continue emphasizing and engaging in socially responsible activities. It implies that, after 

viewers identify a socially responsible TV network, they create a good corporate image in mind. 
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As a result, they will support and engage themselves in CSR activities.  Finally, TV network will 

achieve its main objective, which is to gain its viewers' loyalty. 

 

Furthermore, it is evident that TV networks such as ABS CBN and GMA provide information 

and entertainment to the society. Along with that, they promote CSR activities not just to build 

up their company image but also to extend their help to the community which constitutes good 

customer loyalty. In connection to House Bill 6137 or the Corporate Responsibility Act by the 

House of Representatives that aims to institutionalize CSR in the operation of corporations in the 

country (Cervantes, 2020), the study aims for companies to view CSR as an investment that 

creates benefits. Additionally, implementing a CSR policy is significant and essential to the 

society, and its stakeholders, and to sustainable operations for the long-term development of a 

company. 

 

Similarly, media's evolution has provided businesses with many ways to interact with their 

consumers through their CSR engagement (Castro et al., 2020). Particularly, TV network 

companies are becoming aware of the importance of their CSR programs in gaining customer 

loyalty. For instance, Kapamilya foundation (ABS CBN) and Kapuso foundation (GMA) were 

two of the few public programs of two largest TV networks which contribute to society by 

helping less fortunate people. In line with this, it is observed that doing socially responsible 

activities can create a stronger consumer involvement.  

 

In addition, it is also emphasized in this study how corporate image mediates in the positive 

relationship between CSR and loyalty. In the Philippines where the TV network industry is 

highly competitive, corporate image is an important factor to consider in gaining competitive 

advantage. Hence, companies should address the needs of their consumers and invest in 

programs that involve them. Also, companies should include CSR, different factors and elements 

such as company branding in their marketing strategies that could lead to corporate image. For 

instance, ABS-CBN is known by their four (4) pillars such as (1) to be in the service to the 

Filipino, (2) to foster personnel connections, (3) to create authentic stories, (4) to be 

transformational leaders while GMA adheres to its values of care, trust, excellence and 

teamwork. Through these customer-focused company qualities, viewers can easily identify the 

company's image. 

 

The key theoretical contribution of our study found the importance of how CSR effectively acts 

as a stimulus for consumers to identify and link to brands and that, in addition, these links 

generate repurchases and impressions (Cambra-Fierro, 2021). Thus, when a company is 

committed to CSR activities, it takes efforts to achieve competitive advantage for its 

stakeholders.  To conclude, consumers show their support to companies by patronizing TV 

network programs and involving themselves in socially responsible activities. 

  

The study has several limitations despite all the supported hypotheses. First, we only 

concentrated on the two largest TV networks in the Philippines; future researchers may focus on 

other platforms such as radio stations, mass media, etc. Second, our study is only limited to the 

following constructs – corporate image as mediator, CSR and customer loyalty as intervening 

variables; extended research is also suggested and might use other mediators in the relationship 
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of CSR and customer loyalty in TV network and other intervening variables aside from CSR and 

customer loyalty. And lastly, we only concentrated on the TV network industry; therefore, future 

researchers may choose to conduct the same study focusing on other industries such as online 

businesses, food, education, BPO etc. and to look into different perspectives of the study that 

might bring a better understanding of corporate image as parameters of CSR and customer 

loyalty in the said industries. 
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