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This study aims to examine the impact of corporate social responsibility (CSR) on customer loyalty
in the Vietnamese textile industry, with a particular focus on the mediating role of customer
satisfaction. By adopting Carroll’s multidimensional CSR framework, the study seeks to clarify
how different dimensions of CSR influence customers’ evaluative and behavioral responses in a
manufacturing context within an emerging economy. The study employs a quantitative, cross-
sectional research design based on survey data collected from customers who had purchased textile

2026 products in Vietnam within the previous three months. A total of 161 valid responses were
Keywords: analyzed. CSR is conceptualized as a multidimensional construct comprising economic, legal,
Corporate social responsibility ethical, and philanthropic responsibilities. Partial Least Squares Structural Equation Modeling
Customer satisfaction (PLS-SEM) was used to assess the measurement and structural models and to test the proposed
Customer loyalty hypotheses. The findings reveal that all four dimensions of CSR have significant and positive
IC);S;: ;l;;‘;’rozesz’;ii')"rs effects on customer satisfaction, with legal responsibility exerting the strongest influence.
Tex tlile industry Customer satisfaction, in turn, has a strong positive impact on customer loyalty, confirming its
mediating role in the relationship between CSR and loyalty. The model explains 55.0% of the
variance in customer satisfaction and 36.9% of the variance in customer loyalty, indicating
satisfactory explanatory power. This study provides empirical evidence that CSR enhances
customer loyalty primarily through improving customer satisfaction in the Vietnamese textile
industry. By validating Carroll’s CSR framework in a manufacturing context within an emerging
economy, the findings contribute to the literature on CSR and consumer behavior. The results also
highlight the strategic importance of legal compliance and responsible business practices in
fostering customer satisfaction and building long-term customer loyalty.

© 2026 by the authors; licensee Growing Science, Canada

1. Introduction

In recent years, the Vietnamese textile industry has experienced rapid growth and increasing global integration, positioning
itself among the world’s top three textile and garment exporters. As of 2025, the industry comprises approximately 6,000
enterprises and employs over 2.5 million workers, accounting for nearly 25% of the industrial manufacturing labor force.
Major production hubs are concentrated in key economic regions such as Ho Chi Minh City, Binh Duong, Dong Nai, Hanoi,
and Hai Phong. Vietnam’s textile exports are primarily directed toward demanding international markets, including the United
States, the European Union, Japan, and South Korea, with the U.S. alone accounting for more than 40% of total export value.
The sector’s export turnover is estimated to reach USD 46 billion in 2025, reflecting a year-on-year increase of 5.6% and
generating a trade surplus of approximately USD 21 billion, thereby underscoring its strategic importance to the national
economy.

Despite its strong growth, the Vietnamese textile industry faces increasing pressure from global stakeholders to comply with
stringent environmental, labor, and ethical supply chain standards. Consequently, corporate social responsibility (CSR) has
become a strategic imperative rather than a discretionary initiative, as rising consumer awareness of sustainability and ethical
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conduct increasingly shapes customer perceptions, satisfaction, and loyalty. Beyond its manufacturing nature, the textile
industry is deeply embedded in complex global distribution and supply chain systems linking production, retailing, and
consumption. In such distribution-intensive industries, CSR functions not only as an ethical obligation but also as a strategic
mechanism for managing supply chain transparency, legal compliance, and responsible retailing practices. CSR-related issues
including labor standards, environmental compliance, and ethical sourcing are transmitted to end consumers through
distribution channels and retail interfaces, thereby influencing customer evaluations and loyalty. From a distribution science
perspective, understanding the role of CSR in shaping customer behavior is essential, as customer loyalty ultimately
determines the effectiveness and sustainability of distribution systems in competitive markets.

Extant literature suggests that CSR plays a pivotal role in strengthening brand image, enhancing customer trust, and fostering
durable customer—firm relationships. Empirical evidence indicates that CSR initiatives positively influence brand loyalty by
increasing customer satisfaction and reinforcing emotional attachment to the brand (Gomez et al., 2024). Consumers are more
likely to remain loyal to firms whose responsible practices align with their personal values and ethical expectations (Wang,
2025). Furthermore, customer satisfaction has been identified as a crucial psychological mechanism mediating the relationship
between CSR and customer loyalty, translating socially responsible actions into favorable behavioral outcomes (Gémez et al.,
2024; Wang, 2025). Within the Vietnamese context, CSR activities focusing on labor standards, employee welfare, and
environmental sustainability are especially salient in meeting the expectations of both domestic and international consumers
(Nguyen & Vo, 2023).

Beyond customer-related outcomes, CSR is also closely associated with improved corporate performance. Prior studies
demonstrate that well-designed CSR strategies enhance corporate reputation, strengthen customer loyalty, and ultimately
contribute to superior financial results (Thi et al., 2023; Le et al., 2019). In the textile industry, integrating CSR into supply
chain management has been recognized as a key driver of sustainable competitive advantage (Le et al., 2019). Nevertheless,
despite the growing body of research affirming the positive effects of CSR, inconsistencies remain regarding the magnitude
and mechanisms of its influence on customer loyalty. Some scholars argue that CSR effectiveness may vary across
demographic groups, cultural contexts, and market conditions, highlighting the need for context-specific investigations
tailored to emerging economies such as Vietnam.

Against this backdrop, this study aims to examine the impact of corporate social responsibility on customer loyalty in the
Vietnamese textile industry, with particular emphasis on the mediating role of customer satisfaction. By empirically testing
this relationship, the study seeks to contribute to the literature on consumer behavior and brand management while providing
actionable managerial insights for textile enterprises. The findings are expected to assist firms in designing effective CSR
strategies that enhance customer satisfaction, strengthen customer loyalty, and support the long-term sustainability of the
industry.

2. Theoretical background and hypotheses

Islam et al. (2021) indicate that corporate social responsibility (CSR) has been extensively examined across various fields and
is commonly associated with organizational performance. However, the authors also emphasize that a significant research gap
remains in assessing the impact of CSR on customer loyalty, particularly in developing countries. Drawing on the resource-
based view and stakeholder theory, the study develops a conceptual model explaining the mechanisms through which CSR
influences customer loyalty via three mediating variables: corporate reputation, customer satisfaction, and customer trust,
while also examining the moderating role of firm capability.

The survey results from users of telecommunications services reveal that CSR exerts positive and significant effects on all
three mediating variables, thereby strengthening the relationship between CSR and customer loyalty. Furthermore, the
moderating analysis demonstrates that firms with stronger capabilities are able to achieve higher levels of customer loyalty
when they implement CSR initiatives more effectively. Overall, the study underscores the importance of CSR for
organizational sustainability and highlights its potential as a source of competitive differentiation through socially responsible
practices.

Building on the psychological-behavioral perspective of customer responses, Pérez and Bosque (2015) propose a cognition—
affect—behavior chain model to examine three dimensions of CSR image (toward society, customers, and employees) in the
banking sector. Using multi-group structural equation modeling (SEM) with data from two distinct customer groups (savings
banks and commercial banks), the results indicate that customer-oriented CSR exerts a consistently positive effect on
identification, satisfaction, and repurchase behavior, whereas CSR directed toward society and employees is only significant
in the savings bank group. These findings extend CSR—loyalty theory and underscore the necessity of considering industry
characteristics and organizational type when evaluating CSR effectiveness.

In the passenger transportation sector, Chang and Yeh (2017) demonstrate that while CSR plays an important role, it does not
directly influence customer loyalty; rather, its effects are mediated through corporate image and customer satisfaction. This
suggests that CSR only becomes effective when it is perceived by customers through their experiences and brand image.
Similarly, in the retail industry, Cuesta-Valifio et al. (2019) confirm that CSR has a positive impact on customer loyalty and
highlight the strong mediating roles of corporate image and perceived quality. Lee (2019), in the insurance context, further
affirms that CSR significantly affects customer loyalty, with customer satisfaction acting as a partial mediator and corporate
image serving as a moderator.
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Collectively, these findings indicate that CSR is not merely an ethical consideration but also a strategic instrument that enables
firms to enhance customer retention. In the maritime transportation context, Shin and Thai (2015) clarify the role of CSR,
particularly in ethical and environmental dimensions, in influencing customer satisfaction, relationship maintenance, and
loyalty. Their results show that CSR functions as an effective relationship marketing tool, that CSR reporting is the most
common form of responsibility disclosure, and that customers’ personal values strongly shape their perceptions of CSR
effectiveness. Accordingly, this stream of research further reinforces the argument that CSR can foster both attitudinal and
behavioral loyalty, especially when customers clearly perceive the social and environmental benefits generated by firms.

The literature review indicates that corporate social responsibility (CSR) has been empirically shown to exert positive effects
on corporate image, customer satisfaction, trust, and particularly customer loyalty across various sectors, including
telecommunications (Islam et al., 2021), banking (Pérez & Bosque, 2015), intercity passenger transportation (Chang & Yeh,
2017), retailing (Cuesta-Valifio et al., 2019), insurance (Lee, 2019), and maritime transport (Shin & Thai, 2015). However,
most of these studies have been conducted in international contexts and predominantly within service industries, whereas the
manufacturing sector, especially the Vietnamese textile industry, has received very limited scholarly attention. This gap
highlights the need to extend and validate CSR models in a new context in which environmental issues, labor conditions, and
supply chain practices are particularly sensitive and differ substantially from those in service-based industries.

2.1 Corporate Social Responsibility

Corporate Social Responsibility (CSR) has been widely conceptualized as a multidimensional construct that captures the
diverse obligations of firms toward society. Among the most influential frameworks in CSR research is Carroll’s (1991)
model, which conceptualizes CSR as a hierarchical structure encompassing four interrelated responsibilities: economic, legal,
ethical, and philanthropic. This model posits that firms are expected not only to be profitable and economically viable, but
also to comply with legal requirements, adhere to ethical norms beyond formal regulations, and voluntarily contribute to
societal well-being. Carroll’s framework has been extensively adopted in empirical studies due to its comprehensive and
systematic representation of corporate responsibilities, enabling scholars to examine CSR as an integrated strategic orientation
rather than a collection of isolated activities. Consequently, this study adopts Carroll’s CSR model as its theoretical foundation
to explore how each dimension of corporate responsibility influences customer satisfaction and, ultimately, customer loyalty
within the textile industry.

(i) Economic Responsibility

Economic responsibility within the framework of corporate social responsibility (CSR) has been shown to exert a positive
influence on customer satisfaction. Numerous studies indicate that when firms maintain efficient and transparent business
operations and create value for both customers and society, they not only meet the market’s basic expectations but also
strengthen their credibility and brand image. As one of the four pillars of CSR - alongside legal, ethical, and philanthropic
responsibilities (Lee et al., 2020), economic responsibility plays a foundational role in building customer trust. Empirical
research across various sectors, including hospitality, restaurants, banking, insurance, and aviation, consistently demonstrates
that economic responsibility positively affects customer satisfaction by enhancing perceptions of corporate credibility and
service quality. When firms demonstrate a commitment to sustainable and responsible business practices, customers not only
become more satisfied but also tend to develop stronger loyalty (Lee et al., 2020; Lee, 2029; Park, 2019).

(ii) Legal Responsibility

Legal responsibility, an important component of corporate social responsibility (CSR) has been empirically demonstrated to
exert a direct and positive effect on customer satisfaction. When firms comply with legal regulations, operate transparently,
and safeguard consumer rights, customers are more likely to feel secure, develop trust, and experience higher levels of
satisfaction with the products or services they use (Lee, 2019; Hassan & Nareeman, 2013).

Studies across various sectors, including hospitality, banking, insurance, and retail, indicate that higher levels of legal
compliance significantly contribute to increased customer satisfaction (Shin & Thai, 2015; Hassan & Nareeman, 2013). Legal
responsibility not only enables firms to build a credible and trustworthy brand image but also strengthens customer trust,
thereby enhancing both satisfaction and loyalty. Moreover, adherence to legal requirements and the protection of customer
rights help mitigate the risk of disputes, creating a solid foundation for sustainable and long-term relationships between firms
and their customers.

(iii) Ethical Responsibility

Numerous empirical studies and literature reviews indicate that adherence to ethical principles in business such as honesty,
fairness, transparency, and responsibility plays a crucial role in enhancing customer trust, satisfaction, and loyalty (Fitriani et
al., 2024). In service industries, business ethics and employees’ ethical behavior are closely associated with customer
satisfaction, particularly when combined with service quality and a deep understanding of customer needs (Markovic et al.,
2018; Simon, 2023; Ahmad et al., 2023).

In addition, corporate social responsibility (CSR) which encompasses ethical responsibility has also been shown to exert a
positive influence on customer satisfaction. By strengthening corporate image and organizational reputation, CSR helps firms
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build customer trust and, in turn, improve customer satisfaction in a sustainable manner (Park et al., 2017; Islam et al., 2021;
Shin & Thai, 2015).

(iv) Philanthropic Responsibility

Numerous studies have confirmed that philanthropic and humanitarian responsibility within the framework of corporate social
responsibility (CSR) exerts a direct and positive effect on customer satisfaction across various sectors, including banking,
hospitality, restaurants, manufacturing, and services (Leclercq-Machado et al., 2022; Wang, 2018; Al-Ghamdi & Badawi,
2019; Shin & Thai, 2015). CSR activities particularly philanthropic and humanitarian initiatives - contribute to enhancing
corporate image and organizational reputation while fostering customer trust. As a result, customer satisfaction is significantly
improved (Araujo, Pereira & Santos, 2023; Hafeez, 2023; Ali et al., 2019).

2.2 Customer Satisfaction

Customer satisfaction is consistently identified in the literature as a central determinant of customer loyalty. When customers
perceive that a product, service, or overall consumption experience meets or exceeds their expectations, they are more inclined
to repurchase, engage in repeat buying behavior, and recommend the brand to others, thereby maintaining long-term
relationships with the firm (Chikazhe, Makanyeza & Chigunhah, 2021; Supriyanto et al., 2021; Leninkumar, 2017; Yum &
Yoo, 2023). Beyond its direct behavioral outcomes, customer satisfaction also strengthens customers’ trust, generates positive
emotional responses, and enhances their level of engagement with the brand. These psychological and relational mechanisms
play a crucial role in fostering customers’ commitment and significantly increase the likelihood of forming and sustaining
customer loyalty over time (Leninkumar, 2017; Sharma, 2020; Akbar & Parvez, 2009).

2.3 Customer Loyalty

Customer loyalty is conceptualized as a customer’s enduring attachment and long-term commitment to a specific brand or
service provider, reflected in both favorable attitudes and consistent behavioral intentions. In the literature, loyalty is widely
viewed as a multidimensional construct that integrates attitudinal loyalty such as positive brand evaluations, emotional
attachment, and preference over competing alternatives and behavioral loyalty, including repeat purchase behavior, a higher
share of wallet, and positive word-of-mouth recommendations (Dick & Basu, 1994). As a dependent outcome variable,
customer loyalty represents the ultimate behavioral response resulting from customers’ evaluations of their experiences and
relational exchanges with the firm.

Furthermore, prior studies suggest that customer loyalty develops progressively through several stages, beginning with
satisfaction, followed by liking and commitment, and ultimately culminating in advocacy, whereby customers voluntarily
recommend and defend the brand (Watson et al., 2015; Bourdeau et al., 2024). This evolutionary perspective underscores the
critical role of customer satisfaction as a foundational antecedent that facilitates the transition from positive evaluations to
sustained loyalty behaviors. Accordingly, in this study, customer loyalty is positioned as the key dependent variable that
captures the long-term relational outcomes of corporate social responsibility through its influence on customer satisfaction.

2.4 Hypothesis Development

Based on Carroll’s Corporate Social Responsibility framework, CSR is conceptualized as a multidimensional construct
comprising economic, legal, ethical, and philanthropic responsibilities. Each dimension represents a distinct aspect of a firm’s
obligations toward society and reflects how well the firm aligns its business practices with stakeholders’ expectations. From
the customer perspective, the fulfillment of these responsibilities plays an important role in shaping perceptions of firm
credibility, trustworthiness, and overall performance, which subsequently influence customers’ evaluative responses. Prior
studies suggest that customers tend to experience higher levels of satisfaction when they perceive firms as economically
sound, legally compliant, ethically responsible, and socially supportive. These CSR dimensions contribute to customers’
cognitive and emotional evaluations of their consumption experiences, thereby enhancing their overall satisfaction with the
firm. Accordingly, this study proposes that each CSR dimension exerts a positive influence on customer satisfaction.

Hi: Economic Responsibility positively affects Customer Satisfaction.
Ha: Legal Responsibility positively affects Customer Satisfaction.

Hs: Ethical Responsibility positively affects Customer Satisfaction.

Ha: Philanthropic Responsibility positively affects Customer Satisfaction.

Customer satisfaction is widely regarded as a central post-consumption evaluation that captures customers’ overall assessment
of their experiences with a firm’s products and services. Extensive research in consumer behavior and relationship marketing
indicates that satisfied customers are more likely to develop trust, emotional attachment, and commitment toward a brand.
These positive psychological states, in turn, encourage repeat purchase behavior, brand preference, and long-term relational
continuity. In this context, customer satisfaction is expected to serve as a key antecedent of customer loyalty, translating
favorable evaluations into sustained loyalty behaviors. Therefore, this study posits that higher levels of customer satisfaction
lead to stronger customer loyalty in the textile industry.

Hs: Customer Satisfaction positively affects Customer Loyalty.
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Based on the proposed hypotheses, the research model is presented in Fig. 1.

Customer
Loyalty

Customer
Satisfaction

Fig. 1. Research Model

3. Research Design And Methods
3.1 Research Design

This study adopts a quantitative research design using a cross-sectional survey approach to empirically examine the
relationships between corporate social responsibility (CSR), customer satisfaction, and customer loyalty in the textile industry.
Grounded in Carroll’s CSR framework, CSR is conceptualized as a multidimensional construct comprising economic, legal,
ethical, and philanthropic responsibilities. The research aims to test the proposed hypotheses and assess the mediating role of
customer satisfaction in the relationship between CSR dimensions and customer loyalty.

Given the exploratory and predictive nature of the research model, this study employs Partial Least Squares Structural
Equation Modeling (PLS-SEM) as the primary analytical technique. PLS-SEM is particularly appropriate for this study due
to its suitability for complex models with multiple latent constructs, its robustness with relatively small to medium sample
sizes, and its ability to simultaneously assess measurement and structural models.

3.2 Sample and Data Collection

The target population of this study comprises customers who have experience purchasing textile products in Vietnam. To
ensure that respondents possessed sufficient knowledge and experience to meaningfully evaluate firms’ corporate social
responsibility practices as well as their overall satisfaction and loyalty, only customers who had purchased textile products
within the past 03 months were included in the survey. Applying such screening criteria is commonly recommended in
consumer behavior research to enhance the reliability of respondents’ evaluations based on actual consumption experiences.
A non-probability sampling technique, specifically [convenience / purposive] sampling, was employed due to the accessibility
of respondents and the exploratory nature of the research model. This sampling approach has been widely adopted in
marketing and consumer behavior studies and is considered appropriate for research employing Partial Least Squares
Structural Equation Modeling (PLS-SEM), particularly when the research objective emphasizes theory development and
prediction rather than population generalization (Hair et al., 2019).

Data were collected using a structured questionnaire administered through online platforms. The data collection process was
conducted over a period from 03/2025 to 06/2025. A total of 314 questionnaires were distributed, of which 269 responses
were returned. After screening for incomplete questionnaires and responses exhibiting missing data or response bias, 161
valid questionnaires were retained for subsequent analysis. The final sample size met the minimum requirements for PLS-
SEM analysis, following the guidelines proposed by Hair et al. (2019, 2021), which suggest that PLS-SEM is suitable for
studies with relatively small to medium sample sizes and complex research models. Therefore, the sample was deemed
adequate to ensure sufficient statistical power for testing the proposed hypotheses.

3.3 Measurement Scales

All constructs in this study were measured using multi-item scales adapted from well-established and empirically validated
instruments in prior research to ensure content validity and reliability. Corporate social responsibility (CSR) was
operationalized based on Carroll’s (1991) framework as a multidimensional construct comprising four dimensions: economic
responsibility, legal responsibility, ethical responsibility, and philanthropic responsibility. Economic responsibility was
measured using 4 items adapted from Maignan and Ferrell (2000), capturing customers’ perceptions of a firm’s ability to
deliver quality products, operate efficiently, and maintain long-term profitability. Legal responsibility was measured using 4
items adapted from Maignan (2001), reflecting customers’ perceptions of the firm’s compliance with laws, regulations, and
industry standards. Ethical responsibility was assessed using 5 items adapted from Carroll (1991) and Maignan and Ferrell
(2000), representing customers’ perceptions of ethical conduct, fairness, and moral obligations beyond legal requirements.
Philanthropic responsibility was measured using 4 items adapted from Carroll (1991), capturing firms’ voluntary contributions
to social welfare, community development, and charitable activities. Customer satisfaction was measured using 4 items
adapted from Oliver (1980, 1997), which capture customers’ overall evaluative judgments regarding their consumption
experiences and the extent to which their expectations are met or exceeded. These items reflect both cognitive and affective
components of satisfaction resulting from interactions with the firm’s products and services.
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Customer loyalty was measured using 4 items adapted from Dick and Basu (1994) and Watson et al. (2015), conceptualizing
loyalty as a combination of attitudinal and behavioral dimensions. The scale captures customers’ intentions to repurchase,
preference for the brand over competing alternatives, and willingness to recommend the brand to others.

All measurement items were assessed using a five-point Likert scale ranging from 1 “strongly disagree” to 5 “strongly agree”.
The original questionnaire was developed in English and subsequently translated into Vietnamese following a back-translation
procedure to ensure semantic accuracy and conceptual equivalence between the two versions. A pilot test with 12 respondents
was conducted prior to the main survey to assess item clarity and wording, resulting in minor revisions to enhance readability
and comprehension.

3.4 Data Analysis Techniques

Data analysis was conducted using a two-stage approach consistent with PLS-SEM guidelines. Data analysis was conducted
using a two-stage approach in accordance with established guidelines for Partial Least Squares Structural Equation Modeling
(PLS-SEM). Initially, descriptive statistics and preliminary analyses were performed using SPSS to examine the demographic
characteristics of the sample and identify potential data issues, including missing values and outliers. Subsequently, the
proposed research model was analyzed using PLS-SEM with the support of SmartPLS software.

PLS-SEM was selected due to its suitability for complex research models involving multiple latent constructs and its ability
to handle data that do not require strict assumptions of normal distribution. This method is particularly appropriate for
predictive-oriented research and theory development, making it well aligned with the objectives of the present study.

The analytical procedure consisted of two main stages: (i) assessment of the measurement model and (ii) assessment of the
structural model. In the measurement model evaluation, internal consistency reliability was examined using Cronbach’s alpha
and composite reliability (CR). Convergent validity was assessed based on standardized factor loadings and average variance
extracted (AVE), while discriminant validity was evaluated using the Fornell-Larcker criterion and the heterotrait-monotrait
ratio (HTMT). After satisfactory measurement properties were established, the structural model was assessed to test the
proposed hypotheses. Path coefficients were analyzed to evaluate the strength and direction of the relationships among
constructs, while the coefficient of determination (R?) and effect sizes (f?) were used to assess the explanatory power of the
model. A bootstrapping procedure with 5,000 resamples was employed to determine the statistical significance of the
hypothesized relationships.

4. Results
4.1 Measurement Model

After completing data processing, the measurement model was assessed using SmartPLS to examine indicator reliability,
scale reliability, convergent validity, and discriminant validity. In this evaluation, the outer loadings of observed variables are
required to be at least 0.7 to ensure adequate reliability and convergent validity. Observed variables that do not meet this
threshold are typically excluded from further analysis. Based on this criterion, all observed variables in the model satisfy the
required standard, and no variables were removed. The measurement model results are presented in Table 1 below.

Table 1
Outer Loadings of Observed Variables in the Measurement Model
ECO ETH LEG LOY PHI SAT
ECO1 0.857
ECO2 0.887
ECO3 0.898
ECO4 0.908
ETHI1 0.809
ETH2 0.778
ETH3 0.787
ETH4 0.869
ETHS 0.840
LEG1 0.897
LEG2 0.798
LEG3 0.785
LEG4 0.843
LOY1 0.882
LOY2 0.828
LOY3 0.774
LOY4 0.810
PHI1 0.871
PHI2 0.763
PHI3 0.828
PHI4 0.709
SATI1 0.880
SAT2 0.786
SAT3 0.752
SAT4 0.826
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To assess the reliability and convergent validity of the measurement scales in the research model, Cronbach’s Alpha (CA),
Composite Reliability (CR), and Average Variance Extracted (AVE) were employed. The results of the reliability and
convergent validity tests for the measurement scales are presented in Table 2.

Table 2
Reliability (CA, CR) and Convergent Validity (AVE) of the Measurement Scales
Cronbach's alpha Composite reliability (tho a)  Composite reliability (tho ¢)  Average variance extracted (AVE)
ECO 0.912 0.951 0.937 0.788
ETH 0.876 0.892 0.909 0.668
LEG 0.851 0.872 0.899 0.692
LOY 0.842 0.848 0.895 0.680
PHI 0.804 0.819 0.872 0.632
SAT 0.827 0.836 0.886 0.660

Source: Data processed using SmartPLS (2025)

The results reported in Table 2 indicate that all measurement scales meet the requirements for reliability and convergent
validity. Specifically, the Cronbach’s Alpha coefficients of the latent constructs range from 0.804 to 0.912, all exceeding the
recommended threshold of 0.7, thereby demonstrating good internal consistency of the scales. In addition, the Composite
Reliability (CR) values are all above 0.8, confirming the high reliability of the measurement model. Furthermore, the Average
Variance Extracted (AVE) values for all constructs exceed the recommended minimum of 0.5, with the lowest value being
0.632 and the highest reaching 0.788, indicating satisfactory convergent validity. These results suggest that the observed
variables explain a substantial proportion of the variance of their corresponding latent constructs. Taken together, the findings
confirm that the measurement scales in this study fully satisfy the criteria for reliability and convergent validity and are
therefore suitable for further analysis of the structural model.

After establishing the reliability and convergent validity of the measurement scales, the study proceeds to examine
discriminant validity to ensure that the latent constructs in the model are conceptually distinct from one another. Discriminant
validity is assessed using two widely adopted approaches, namely the Fornell-Larcker criterion and the Heterotrait-Monotrait
(HTMT) ratio. The results of these tests are presented in Table 3 and Table 4.

Table 3
Discriminant Validity Based on the Fornell-Larcker Criterion
ECO ETH LEG LOY PHI SAT
ECO 0.888
ETH 0.158 0.817
LEG 0.257 0.357 0.832
LOY 0.212 0.346 0.552 0.825
PHI 0.279 0.265 0.583 0.343 0.795
SAT 0.379 0.411 0.657 0.607 0.582 0.812

Source: Data processed using SmartPLS (2025)

According to the Fornell-Larcker criterion, the square root of the Average Variance Extracted (AVE) for each latent construct
should be greater than its correlations with other constructs in the model. The results presented in Table 3 show that the
diagonal values (i.e., 0.888, 0.817, 0.832, 0.825, 0.795, and 0.812) are all higher than the corresponding inter-construct
correlation coefficients in the same rows and columns. This indicates that each latent construct shares more variance with its
own observed indicators than with other latent constructs. Therefore, the measurement scales in the model achieve satisfactory
discriminant validity based on the Fornell-Larcker criterion.

Table 4
Heterotrait-Monotrait (HTMT) Ratios Among Research Constructs
ECO ETH LEG LOY PHI SAT
ECO
ETH 0.182
LEG 0.285 0.402
LOY 0.241 0.399 0.643
PHI 0.307 0.304 0.686 0.411
SAT 0.430 0.473 0.766 0.724 0.708

Source: Data processed using SmartPLS (2025)

Table 4 presents the Heterotrait-Monotrait (HTMT) ratios among the pairs of research constructs. According to commonly
accepted thresholds, HTMT values should be below 0.85 (or more conservatively, 0.90) to establish discriminant validity
between constructs. The results indicate that all HTMT values range from 0.182 to 0.766, which are well below the
recommended threshold of 0.85. This suggests that the correlations among the latent constructs are within acceptable limits
and that no conceptual overlap exists among the constructs.
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4.2 Structural Model

Fig. 2 illustrates the results of the structural model analysis using the PLS-SEM approach, depicting the relationships among
the latent constructs in the study, including ECO, LEG, ETH, PHI, SAT, and LOY. Path coefficients, coefficients of
determination (R?), and outer loadings are employed to assess the explanatory power and strength of the relationships within
the model. The results indicate that ECO (B = 0.178), LEG ( = 0.404), ETH (p = 0.172), and PHI (B = 0.251) all exert direct
and positive effects on SAT. Among these predictors, LEG has the strongest influence on SAT, highlighting the critical role
of legal factors in shaping the satisfaction of the study participants. Although the remaining path coefficients are relatively
smaller, they still demonstrate positive relationships that are consistent with theoretical expectations. According to Hair et al.,
path coefficients in PLS-SEM reflect the relative magnitude of the effects among latent constructs and should be interpreted
in conjunction with their statistical significance, which is typically assessed through bootstrapping procedures (Hair et al.,
2019).

Fig. 2. Structural Model Results with Path Coefficients and p-values.

The coefficient of determination (R?) for SAT is 0.550, indicating that the four independent variables jointly explain 55.0%
of the variance in satisfaction. This R? value can be considered moderate to substantial in social science research, reflecting
the model’s strong explanatory capability. Furthermore, SAT has a strong effect on LOY, with a path coefficient of p = 0.607,
suggesting that satisfaction is a key antecedent of loyalty. The R? value for LOY is 0.369, demonstrating that SAT explains
36.9% of the variance in loyalty, a level regarded as acceptable in behavioral research (Chin, 1998; Hair et al., 2017). In
addition, all outer loadings of the observed indicators exceed the recommended threshold of 0.7, ranging from 0.709 to 0.908.
This indicates that the measurement indicators adequately represent their respective latent constructs and ensure the reliability
and convergent validity of the measurement model (Hair et al., 2019; Sarstedt et al., 2017). Table 5 reports the Variance
Inflation Factor (VIF) values used to assess the degree of multicollinearity among the independent variables in the structural
model. According to commonly accepted thresholds in PLS-SEM, VIF values should be below 5 (or more conservatively,
below 3.3) to confirm the absence of serious multicollinearity issues.

Table 5
Multicollinearity Assessment Results (VIF)
ECO ETH LEG LOY PHI SAT

ECO 1.105
ETH 1.157
LEG 1.640
LOY
PHI 1.563
SAT 1.000

Source: Data processed using SmartPLS (2025)

The results indicate that the VIF values of ECO (1.105), ETH (1.157), LEG (1.640), and PHI (1.563) in their effects on SAT
are all well below the recommended thresholds. In addition, the VIF value for SAT in its effect on LOY equals 1.000,
indicating the complete absence of multicollinearity. Therefore, it can be concluded that the structural model does not suffer
from multicollinearity issues, and the estimated path coefficients are stable and reliable for further analysis and hypothesis
testing.

Table 6
Results of the Coefficient of Determination Analysis (R* and Adjusted R?)
R-square R-square adjusted
LOY 0.369 0.365
SAT 0.550 0.538

Source: Data processed using SmartPLS (2025)
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Table 6 presents the coefficients of determination (R?) and adjusted R? for the two endogenous constructs, SAT and LOY.
The results show that SAT achieves an R? value of 0.550 and an adjusted R? of 0.538, indicating that the independent variables
in the model explain approximately 55.0% of the variance in satisfaction. This level of explanatory power is considered
moderate to substantial in social and behavioral science research. For LOY, the R? value is 0.369 and the adjusted R? is 0.365,
suggesting that SAT explains about 36.9% of the variance in loyalty. Although this value is lower than that of SAT, it is still
regarded as acceptable and reflects the model’s reasonable explanatory capability for loyalty-related behavior. Furthermore,
the fact that the adjusted R? values are only marginally lower than the corresponding R? values indicates a good model fit and
suggests that the model is not adversely affected by the inclusion of unnecessary independent variables.

5. Discussion
5.1 Interpretation of Findings

The findings of this study provide strong empirical evidence supporting the proposed research model and highlight the pivotal
role of corporate social responsibility (CSR) in shaping customer satisfaction and customer loyalty in the Vietnamese textile
industry.

First, the results indicate that all four dimensions of CSR - economic, legal, ethical, and philanthropic responsibilities, have a
positive and significant impact on customer satisfaction. Among these dimensions, legal responsibility emerges as the
strongest predictor of customer satisfaction (B = 0.404), followed by philanthropic responsibility (B = 0.251), economic
responsibility (B = 0.178), and ethical responsibility (B = 0.172). This suggests that customers in the textile industry place
particular importance on firms’ compliance with laws, regulations, and labor standards. Given the frequent global scrutiny of
the textile sector regarding labor conditions, environmental compliance, and supply chain transparency, legal responsibility
appears to function as a critical signal of corporate credibility and reliability. The substantial explanatory power of the model,
with CSR dimensions accounting for 55.0% of the variance in customer satisfaction (R = 0.550), confirms that CSR is a key
determinant of customers’ evaluative judgments in this context. This finding underscores that customer satisfaction in the
textile industry is not shaped solely by product quality or price, but also by customers’ perceptions of firms’ responsible and
ethical conduct. Furthermore, the results demonstrate that customer satisfaction has a strong and positive effect on customer
loyalty (B = 0.607), explaining 36.9% of the variance in loyalty (R?> = 0.369). This finding reinforces the central role of
satisfaction as a crucial psychological mechanism that translates customers’ positive perceptions of CSR into long-term
relational outcomes. Satisfied customers are more likely to develop trust, emotional attachment, and commitment, which
subsequently manifest in repeat purchase intentions and positive word-of-mouth behaviors.

Overall, the findings confirm that CSR influences customer loyalty indirectly through customer satisfaction, supporting the
notion that socially responsible practices enhance loyalty primarily by improving customers’ overall consumption experiences
rather than through direct behavioral effects.

5.2 Comparison with Previous Studies

The results of this study are largely consistent with prior research conducted in various service and manufacturing sectors,
while also extending the literature by providing context-specific evidence from the Vietnamese textile industry. The positive
effects of economic, legal, ethical, and philanthropic responsibilities on customer satisfaction align with previous studies in
banking, hospitality, retail, and insurance sectors (Pérez & Bosque, 2015; Lee, 2019; Cuesta-Valifio et al., 2019; Shin & Thai,
2015). Similar to Chang and Yeh (2017), the findings suggest that CSR does not operate in isolation but exerts its influence
through customers’ cognitive and affective evaluations, particularly satisfaction.

Notably, the dominant role of legal responsibility observed in this study echoes the findings of Shin and Thai (2015) and
Hassan and Nareeman (2013), who emphasized that regulatory compliance and consumer protection significantly enhance
customer confidence and satisfaction. However, this result contrasts with some studies conducted in developed economies,
where ethical or philanthropic responsibilities were found to exert stronger effects (Pérez & Bosque, 2015; Cuesta-Valifio et
al., 2019). This difference may be attributed to the institutional and cultural context of Vietnam, where regulatory compliance
and labor standards remain critical concerns for consumers, especially in industries with high export orientation and global
oversight. The strong relationship between customer satisfaction and customer loyalty found in this study is consistent with
extensive prior literature (Dick & Basu, 1994; Leninkumar, 2017; Watson et al., 2015). Similar to Islam et al. (2021) and Lee
(2019), the findings confirm that satisfaction serves as a key mediating variable linking CSR to loyalty. This reinforces the
argument that CSR initiatives are most effective when customers are aware of and positively evaluate these efforts through
their personal experiences with the firm.

Importantly, this study extends previous research by validating Carroll’s CSR framework in a manufacturing context within
an emerging economy. While much of the existing literature focuses on service industries in developed markets, the present
findings demonstrate that CSR remains a powerful strategic tool for enhancing customer satisfaction and loyalty in labor-
intensive and environmentally sensitive industries such as textiles. As such, the study contributes empirical support to the
generalizability of CSR theory across different sectors and institutional settings.
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6. Implications
6.1 Theoretical Implications

This study offers several important theoretical contributions to the literature on corporate social responsibility (CSR),
customer satisfaction, and customer loyalty.

First, the study extends CSR theory by empirically validating Carroll’s (1991) multidimensional CSR framework within the
context of the Vietnamese textile industry - a manufacturing sector in an emerging economy that has received relatively
limited scholarly attention. While prior research has predominantly focused on service industries in developed countries, the
findings demonstrate that the four CSR dimensions: economic, legal, ethical, and philanthropic responsibilities remain
theoretically robust and empirically meaningful in a labor-intensive, export-oriented manufacturing context.

Second, this study advances the understanding of the underlying mechanism through which CSR influences customer loyalty
by confirming the mediating role of customer satisfaction. The results reinforce the cognitive—affective—behavioral
perspective, which suggests that CSR affects customers’ behavioral outcomes primarily through their evaluative and
emotional responses. By showing that CSR dimensions collectively explain a substantial proportion of variance in customer
satisfaction (R? = 0.550), the study strengthens the argument that satisfaction serves as a key psychological conduit translating
responsible corporate practices into long-term loyalty.

Third, the findings contribute to contextual CSR research by revealing the relative importance of different CSR dimensions.
The dominant role of legal responsibility in shaping customer satisfaction highlights the significance of institutional and
regulatory environments in emerging markets. This insight enriches stakeholder theory and resource-based perspectives by
suggesting that the effectiveness of CSR dimensions may vary depending on industry characteristics and national contexts.

Finally, from a distribution science perspective, this study extends CSR literature by demonstrating how socially responsible
practices embedded in supply chain and distribution systems shape customer satisfaction and loyalty. The findings suggest
that CSR functions as a behavioral mechanism through which distribution-related practices influence consumers’ evaluative
and loyalty responses in distribution-intensive industries.

6.2 Managerial Implications

The findings of this study offer several practical implications for managers and practitioners in the textile industry. First,
textile firms should recognize CSR as a strategic investment rather than a discretionary or compliance-driven activity. The
strong impact of legal responsibility on customer satisfaction suggests that strict compliance with labor laws, environmental
regulations, and consumer protection standards should be treated as a core managerial priority. Transparent reporting, certified
compliance, and adherence to international standards (e.g., labor safety, environmental management) can significantly
enhance customer confidence and satisfaction. Second, managers should design CSR initiatives in a balanced and integrated
manner. While legal responsibility plays a dominant role, philanthropic, economic, and ethical responsibilities also exert
significant positive effects on customer satisfaction. Firms are encouraged to combine compliance efforts with community
engagement programs, ethical supply chain practices, and long-term value creation strategies to strengthen their overall CSR
profile. Third, the strong relationship between customer satisfaction and customer loyalty indicates that CSR initiatives must
be effectively communicated and embedded into the customer experience. Managers should ensure that customers are aware
of the firm’s CSR efforts through transparent communication, branding strategies, and sustainability disclosures. When
customers perceive and understand CSR activities, they are more likely to translate these perceptions into satisfaction and
long-term loyalty. Finally, from a managerial standpoint, the results imply that CSR initiatives should be integrated into supply
chain management and retailing strategies rather than treated as isolated marketing activities. Transparent communication of
legal compliance, ethical sourcing, and environmental responsibility across distribution channels can enhance customer
satisfaction and strengthen loyalty in competitive markets.

7. Limitations and Future Research

Despite its contributions, this study has several limitations that provide avenues for future research. First, the study employs
a cross-sectional research design, which limits the ability to draw causal inferences among CSR, customer satisfaction, and
customer loyalty. Future studies may adopt longitudinal designs to examine how customer perceptions of CSR evolve over
time and how these changes influence satisfaction and loyalty dynamics. Second, the sample size, while adequate for PLS-
SEM analysis, was obtained using a non-probability sampling method. This may restrict the generalizability of the findings
beyond the studied context. Future research could employ probability sampling techniques or larger samples to enhance
external validity and improve representativeness. Third, this study focuses exclusively on customer satisfaction as the
mediating variable between CSR and customer loyalty. Future studies could explore additional mediators such as customer
trust, corporate reputation, brand image, or perceived value to develop a more comprehensive understanding of the CSR—
loyalty mechanism. Fourth, the research is limited to the Vietnamese textile industry. Given that CSR perceptions are
influenced by cultural, institutional, and industry-specific factors, future research may extend the model to other
manufacturing sectors or conduct cross-country comparative studies to assess the generalizability of the findings across
different national and institutional contexts. Finally, future research may consider examining moderating variables such as
customer demographics, environmental consciousness, or brand involvement to better understand heterogeneous customer
responses to CSR initiatives.
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8. Conclusion

This study examines the impact of corporate social responsibility (CSR) on customer satisfaction and customer loyalty in the
Vietnamese textile industry, drawing on Carroll’s multidimensional CSR framework and applying partial least squares
structural equation modeling (PLS-SEM). The findings provide strong empirical support for the proposed model and offer
relevant theoretical and managerial insights.

The results show that all four CSR dimensions: economic, legal, ethical, and philanthropic responsibilities have significant
positive effects on customer satisfaction, with legal responsibility exerting the strongest influence. This underscores the
importance of regulatory compliance, labor standards, and legal transparency in shaping customer perceptions in the textile
industry. Customer satisfaction also has a strong positive effect on customer loyalty, confirming its mediating role in
translating CSR initiatives into long-term relational outcomes. Overall, the findings indicate that CSR enhances customer
loyalty primarily through customer satisfaction rather than through direct effects. From a theoretical perspective, this study
contributes to the CSR and marketing literature by validating Carroll’s CSR framework in a manufacturing context within an
emerging economy and by confirming customer satisfaction as a key mediating mechanism linking CSR to loyalty. From a
managerial perspective, the results suggest that textile firms should approach CSR as a strategic asset. Prioritizing legal
compliance, ethical conduct, and responsible practices aligned with customer expectations can enhance satisfaction,
strengthen loyalty, and support sustainable competitive advantage. Viewed through the lens of distribution science, this study
positions CSR as an important driver of customer behavior in distribution-intensive industries. By shaping customer
satisfaction and loyalty, CSR contributes to the effectiveness and long-term sustainability of supply chain and distribution
systems. These findings suggest that responsible business practices play a meaningful role in supporting sustainable
development within global textile distribution networks.
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