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The Policy Issue
The Ghanaian banking industry comprises thirty (30)
privately and publicly-owned banks compe�ng for the
country’s 7.77million people with bank accounts (represen�ng approximately, just 30% of the en�re popula�on). With such a small number of customers to
compete for, the ease with which customer defec�ons
occur, the rela�ve imitability of products and services
and the sudden surge in interest in mobile money transac�ons, have compelled banks to resort to an array of
strategies to a�ract and retain customers in order to
remain in business. One of the popular strategies
currently used is Corporate Social Responsibility (CSR),
which is the incorpora�on of the needs of socie�es into
the daily running of a business.
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Despite the prac�ce of CSR in banks, li�le is known about
the ability of CSR to elicit favourable responses from bank
customers, most especially about which ini�a�ves would
elicit the greatest posi�ve response. Our research is
important because it would serve as a means of providing
direc�on on what ini�a�ves would aid bank brands
succeed.

Summary of Key Findings
Our study focussed on three (3) main forms of CSR ini�a�ves that most banks opera�ng in Ghana engage in. We
obtained these from bank websites. We speciﬁcally studied
customer preferences for and responses (a�tude and
behaviour) to customer-centric CSR, corporate philanthropy and community volunteering ini�a�ves of banks

opera�ng in Ghana, using a sample size of three
hundred and eighty-four (384) bank customers.

behaviour than community volunteering.
Our study went further to conduct a test to assess the
signiﬁcance of the diﬀerence in the means of the three
forms of CSR across a�tude and behaviour. The results
of our study indicate that Ghanaian bank customers:

Ghanaian bank customers prefer
corporate philanthropy to customer-centric CSR and community volunteering.”

“customer-centric CSR generates
a slightly stronger effect on Ghanaian customers’ attitude than
community volunteering.”

A ﬁrm engages in corporate philanthropy when it
makes a direct contribu�on to a charity or a cause in
the form of cash grants, dona�ons, and/or in-kind
services. An example of a corporate philanthropy ini�a�ve is drilling boreholes in rural communi�es. Community volunteering, on the other hand, is an ini�a�ve
whereby a company supports and encourages its
employees, retail partners, and/or franchise members
to volunteer their �me to support local community
organisa�ons and causes. Organising community ﬁnancial literacy workshops forms part of community volunteering. Finally, a bank is said to be engaged in customer-centric CSR when it focusses on all corporate strategies on the customer. An example in point is the provision of eﬀec�ve complaint handling and innova�on.

(1) have more posi�ve a�tudes to banks in response to
corporate philanthropy than to customer-centric CSR;
and (2) possessed slightly stronger behavioural inten�ons in response to customer-centric CSR than to
community volunteering. Hence, customer-centric CSR
generates a slightly stronger eﬀect on Ghanaian customers’ a�tude than community volunteering. Corporate
philanthropy was seen to be the most preferred CSR
ini�a�ve, followed by customer-centric CSR. Community
volunteering was the least preferred. These ﬁndings
were quite interes�ng, considering scholars in general,
argue that customers may prefer ini�a�ves that favour
themselves over those that favour others. However, the
results are consistent with ﬁndings from other studies
conducted in Africa, which report that Africans generally
prefer philanthropy to other forms of CSR, and even in
some circumstances equate CSR to philanthropy.

In order to measure customers’ a�tude towards banks
prac�sing
CSR, respondents
wereBrief
asked ques�ons
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bordered on whether they liked the bank or not;
whether they were proud of the bank; and whether
they felt good about the bank. We assessed behaviour
in terms of whether the customer would speak
posi�vely about the bank, use more of its products and
would choose the bank again if given the opportunity
to do so. All the respondents answered the ques�ons
a�er being exposed to the CSR ini�a�ves.

Conclusions and Policy
Implica�ons
Customer a�tude and behaviour in terms of recommending the bank brand to other customers, and
purchasing more of the bank’s products could be
enhanced when banks engage in corporate philanthropy,
such as building schools and sponsoring needy but
brilliant children to a�end school.

Our study found that Ghanaian bank customers prefer
corporate philanthropy to customer-centric CSR and
community volunteering. This ﬁnding could be
explained by Ghana’s collec�vist nature as a society;
that is, Ghanaians tend to look out for others and
consider the needs of others in their decision-making
as against other socie�es where decisions are made
solely based on individual needs.

Policy makers must ensure that bank brands do not only
focus on other forms of CSR to the neglect of customers’
needs. Hence, it is impera�ve that close monitoring and
rewarding of personnel who demonstrate excellent
customer care (such as demonstra�ng good a�tudes
and behaviour towards customers and handling
complaints well) be conducted on a regular basis. This
will encourage other personnel and maintain the focus
on the customer.

Addi�onally, respondents preferred customer-centric
CSR to community volunteering. In terms of the eﬀects
of each of the ini�a�ves on a�tude and behaviour, we
ﬁnd that corporate philanthropy has a greater impact
on a�tude and behaviour than customer-centric CSR
and community volunteering. Customer-centric CSR,
compara�vely, has a greater impact on a�tude and
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Customers should be involved in decision-making
pertaining to the selec�on of CSR ini�a�ves. This would
engender a sense of “belonging” in them and would
result in posi�ve a�tude and behavioural responses.
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