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[bookmark: _Hlk191021014]Abstract
Corporate Social Responsibility (CSR) is increasingly vital for businesses to operate ethically and contribute to societal development. In Bangladesh, CSR has evolved from charity to a broader sense of responsibility, with growing recognition of its importance in addressing socio-economic disparities. This study examines the importance of corporate social responsibility (CSR) in Bangladesh's banking sector, with a particular focus on the involvement of top and executive managers in CSR initiatives. Utilising a quantitative approach and a cross-sectional design, the research surveyed 500 managers and executives from various banks across Bangladesh through simple random sampling. The goal is to enhance understanding of the banking sector's CSR activities, the main driving forces behind them, and the extent of social engagement by banks. Results show that Bangladeshi banks generally rate their CSR efforts as moderate but demonstrate a strong commitment to CSR. The study identifies four key factors impacting CSR adoption: local and foreign influences, company reputation, economic performance, and cultural awareness. Factor analysis indicates these factors significantly affect CSR practices within the banking industry. Additionally, the research shows that a bank's level of social involvement is primarily influenced by economic conditions, with increased activity during economic booms and decreased activity during recessions. The study highlights the moral obligation and importance of equitable treatment in CSR policies, recommending that banks prioritize community programs, education, health, environmental sustainability, and employee welfare to enhance their competitiveness and reputation. Overall, this research offers valuable insights into CSR in Bangladesh's banking sector and presents practical recommendations for banking institutions and professionals.
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1.0 Introduction
Corporate Social Responsibility (CSR) has become a crucial consideration for business enterprises, which should operate ethically, promote economic development, and enhance the living standards of their employees and surrounding communities. CSR is founded on the idea that companies must contribute to social development (Frederick, 1994). They are not alone; the entire society is affected by the changing global economy shaped by technology and globalisation. Modern business organizations must bear balanced responsibilities, including economic, legal, ethical, and philanthropic duties (Carroll, 2000; Garriga & Mele, 2004). Few studies have documented how CSR plays a special role in improving employees’ relationships with the organisation in the form of higher commitment (Mory et al., 2016), performance (Chaudhary, 2020), identification and job satisfaction (Kumar & Psychogios, 2023). Economic responsibilities require businesses to be profitable, successful, and to meet consumer needs. Legal responsibilities oblige companies to adhere to laws and regulations. Ethical responsibilities involve following moral standards established by society. Lastly, philanthropic responsibilities, which are similar to discretionary duties, involve businesses contributing to social, educational, and cultural causes (Carroll, 1979). While economic and legal responsibilities are mandatory, ethical and philanthropic responsibilities are voluntary, though society increasingly expects those (Matten et al., 2003).
CSR is deeply embedded in Bangladesh. Over the years, it has evolved from being seen as a social duty or charity. Business philanthropy in Bangladesh, like in the West, has traditionally been rooted in religious beliefs, with early 20th-century practices involving charity donations, community service, employee welfare, and promoting religious values. After independence, business leaders focused on going beyond honest conduct to support public welfare through financial, managerial, and human resources, gradually shifting from traditional philanthropy to a broader sense of social responsibility.
The 1950s marked a pivotal era, with the ideology of CSR rooted in the business obligation to society, despite limited initial documentation in Bangladesh. Over time, companies that genuinely adhered to socially responsible principles gained public favor. The late 20th century witnessed a shift from charity towards direct business involvement in development and support for disadvantaged groups. In Bangladesh, there is a growing recognition that business success is intertwined with societal well-being. An ideal CSR in Bangladesh addresses the population's significant socio-economic disparities, encompassing ethical and philosophical dimensions. The global trend towards CSR has accelerated since the early 1990s, driven by rapid economic growth and globalisation. Vogel (2005) reports that more than 1,000 businesses have already set or signed codes of conduct concerning their social practices, environmental practices, and human rights practices, and over 2,000 businesses are currently releasing reports on their CSR practices. The supporters of CSR are strong supporters, such as international bodies like the United Nations, the World Bank, and the Organisation for Economic Cooperation and Development (OECD), as well as many European governments, including the European Union. Nevertheless, even though the international focus is increasing, the adoption of CSR is relatively low in developing nations, such as Bangladesh. Most of the current studies on CSR and its cultural implications have been done concerning the developed economies, thus leaving a gap in the comprehension of the CSR practices in the emerging and smaller economies. Although many studies have explored the subject of CSR in Bangladesh, they have mainly dealt with the aspects of CSR disclosure, perception, and development of CSR.

CSR has recently gained significant interest, both academically and commercially. CSR is a broad category that includes actions benefiting the environment, supporting workers, maintaining ethical standards, considering the community's needs around a company's facilities, and even focusing on investors (Rahman et al., 2024). It is the process through which an organization's values and behaviors align with the expectations of various stakeholders, not just those related to satisfying investors and clients. Essentially, a company's CSR program outlines its commitment to taking responsibility for its stakeholders (Rahman et al., 2024). The terms corporate citizenship and CSR are crucial and transformative, given the changing perception of the relationship between government, economy, and civil society. They play a vital role in transforming governance at both national and international levels and set the stage for a more active role for private actors in addressing societal issues (Rahman et al., 2024). Due to increased responsibilities, businesses now play a significant role in developing a sustainable and equitable world beyond traditional economic activities. They build a just and prosperous society by actively addressing social and environmental issues. Businesses collaborate with governments and civil society to support urgent global matters (Rahman et al., 2024). The strong partnership among government, business, and social sectors can lead to positive global change. As a result, CSR reflects a shift in how companies view their societal role (Rahman et al., 2024). Most consumers agree that corporate social responsibility (CSR) offers numerous benefits to businesses. These include reducing operating costs and risks, gaining a competitive edge, enhancing reputation and market position, differentiating from competitors, increasing employee and customer engagement, improving profit margins, and significantly boosting overall company value (Serhane, 2025). The integrity and sincerity of CSR activities require a comprehensive approach that considers various important factors. These key pillars—commitment to excellence, careful measurement, unwavering responsibility, tireless consistency, and transparency- are the foundation for successful CSR initiatives (Rahman et al., 2024). By following these guidelines, businesses can better navigate the complexities of ethical operations and amplify their positive social impact (Serhane, 2025). However, if an organisation is not moving to CSR activities, customer expectations for such activities will not be incorporated and satisfied by the organisation.  It results in unmet customer expectations.  Insufficient commitment and poor interest shown by the market-oriented companies in addressing CSR issues will turn away the customers who are responsive and conscious of social issues (Kishokumar, 2018).
Furthermore, Ngamvilaikorn et al. (2024) emphasise that the effects of CSR initiatives on credit risk and bank performance are significant, making it important to consider whether these policies meet stakeholders' expectations. Focusing on the long-term sustainability of banks supports overall economic stability in the financial sector by reducing risks and enhancing operational efficiency. Additionally, CSR benefits society's growth, improves brand perception, strengthens refinancing capacity, attracts lower-cost funds, and provides better competitive advantages (Hejjas et al., 2019; Rashid & Hamid, 2022). CSR is crucial for sustainable development and influences an organisation’s ethical practices. In the case of Islamic banks, which serve about 40 percent of bank account holders in Bangladesh, their CSR efforts can play a key role in socioeconomic and environmental development in the country (Bhuiyan et al., 2022). A critical approach to CSR recognises the role of social actors, various stakeholders' influence, businesses' political interests, and self-interest in shaping CSR narratives (Deegan, 2017; Dillard & Vinnari, 2019). Companies should identify and understand factors influencing consumer buying behavior and the connection between customer profiles and corporate social responsibility policies (Hur et al., 2018; Pérez & del Bosque, 2015; Yuen et al., 2018). The recent financial crisis has led to increased scrutiny of the banking sector, with many banks neglecting their CSR commitments and acting in ways that harm their reputation (Osakwe & Yusuf, 2021; Pérez & Rodriguez del Bosque, 2014). Despite this, commercial banks in Bangladesh have engaged in CSR activities, although their investment levels have not significantly increased. Factors affecting CSR involvement include the potential for economic value and social benefits related to health and education (Nabila et al., 2022).
The proposed study will fill the gap in CSR research within Bangladesh's banking sector. It aims to gather valuable information on CSR practices in the Bangladeshi banking industry by exploring managers' perceptions of CSR, how they value its importance in business decision-making, and the factors that influence their viewpoints. The research questions to be examined in this study are as follows:

a) How do managers in Bangladesh's banking industry rate corporate social responsibility (CSR)?
b) What do managers in the banking sector of Bangladesh perceive about the role of CSR in the way business decisions are made?

The study aims to examine the current CSR practices in Bangladesh, explore managers' perceptions of CSR activities, investigate managers' attitudes toward CSR, and analyse the differences in perceptions among managers in the banking sector. Given the significant role CSR activities play in developing economies like Bangladesh, particularly in fostering national development and improving living standards, this study aims to contribute to the CSR literature on Bangladesh and help guide future practices and policies in this important area.

2.0 Literature Review 
2.1 Definition and Concept of CSR
The concept of corporate social responsibility (CSR) has gained significant importance in the business world over the past few years, driven by the idea that companies have a responsibility to give back to society as a whole (Frederick, 1994). Though CSR was first discussed in the 1950s, it has gained momentum, especially in developed countries like the United States and Europe, where literature on the topic is increasing (Hamid & Othman, 2019). In its early years, CSR focused more on charitable activities, such as donating (Carroll, 2008). The idea of CSR, however, began with the publication of 'Social Responsibilities of the Businessman' in 1953 by Howard R. Bowen, who defined CSR as the responsibilities of businesses to align their activities with society’s goals and values (Bowen, 1953/2013). In the 1960s, CSR took on a more structured form, with many scholars, including Keith Davis (1960), William C. Frederick (1960), and Clarence C. Walton (1967), contributing to its development, along with the broader academic understanding of CSR. As Walton pointed out, businesses should consider their relationship with society in their strategic planning (Walton, 1967). Later, Europe led discussions on CSR, which were studied, published, and implemented through various seminars. In recent years, CSR has gained popularity in developing countries, particularly in the Asia-Pacific region (Carroll, 2008). Organisations like the World Resources Institute (WRI), the Global Reporting Initiative (GRI), and ISO 14000 have played key roles in promoting and enhancing CSR practices worldwide (Sisaye, 2021; Tripathi & Kaur, 2019). At its core, CSR is based on the belief that corporations should do more than generate profit—they should also protect the environment, operate ethically, care for their employees, and actively participate in their communities. Although CSR is not universally defined, it is interpreted differently by various stakeholders (Dusuki, 2005). The most widely accepted definition of CSR, proposed by Carroll (1999), emphasises that corporations must consider their responsibilities toward both internal and external stakeholders and adhere to legal and ethical standards (Bowd et al., 2003).
There is no universally accepted definition of corporate social responsibility (CSR), even though it has been debated in academia for the last half-century (Luthfiani, 2024). The idea of a business being socially responsible is not new; it has been evolving over time. Beyond legal obligations, CSR is a voluntary contribution made by companies toward sustainable development (Pour et al., 2014; Buttigieg et al., 2019). CSR emphasises the importance of companies considering the interests of their stakeholders, which can include workers, customers, suppliers, investors, contractors, governments, non-governmental organisations, and the media (Ali et al., 2017; Frynas & Yamahaki, 2016). It reflects the notion that companies should strike a balance between maximising profits and making voluntary efforts to improve society (Barauskaite & Streimikiene, 2021). CSR also plays a role in fostering business ethics. Although the concept has evolved since its inception, it remains a dynamic idea that is difficult to define precisely (Rodriguez-Gomez et al., 2020). Over time, CSR has shifted from being merely a competitive advantage or resource utilisation to becoming an integral part of business strategy. Today, it is a key element of policies promoting innovation, with a strong focus on environmental sustainability (García-Sánchez & Araújo-Bernardo, 2020).
Carroll (1979, 1991) tried to integrate previous definitions of CSR by developing a model that includes four main dimensions of the concept: economic, legal, ethical, and philanthropic responsibilities.

Economic Responsibilities
Economic responsibilities have been concentrated to work towards meeting the needs and demands of the society by producing goods and services. Businesses, as essential economic entities, are primarily driven by the goal of maximising profits and enhancing shareholder value. In doing so, corporations must develop and implement strategic plans that minimise production costs and maintain competitive advantages. Also, their economic roles include creation of jobs, drawing investments, promoting innovations and development of research and technologies and safety of their products and services (Nelson, 2003).

Legal Responsibilities
Legal responsibilities require businesses to meet society's expectations by operating within the law (Dusuki, 2005). Various regulations exist that companies must follow at the federal, state, and local levels. For example, businesses are restricted from engaging in illegal activities such as processing dangerous substances or participating in piracy. Additionally, companies must fulfill other legal duties, including ensuring employee well-being, protecting consumers, complying with environmental regulations, and paying taxes.

Ethical Responsibilities
Ethical responsibilities refer to the moral duties that businesses owe to society, involving fair and ethical practices for all stakeholders, including shareholders, employees, suppliers, competitors, the local community, and the environment. It is essential for businesses to distinguish between right and wrong to ensure fair treatment for everyone. Ethical standards may vary across different cultures, so many companies adopt formal codes of conduct or ethical guidelines to guide their operations. Ethical responsibility goes beyond legal compliance and also encompasses policies and actions that reflect societal morals and expectations.

Philanthropic Responsibilities
Philanthropic responsibilities are the urge to donate businesses to provide services to society in response to societal demands. Despite the lack of philanthropy not being defined as unethical, any voluntary programs that the business community carries out, like promoting arts and culture, backing charity events, and donations to education, will enhance the quality of life. Philanthropic activities are usually at the top of the list of CSR in third-world countries (Arora & Puranik, 2004; Amaeshi et al., 2006).

2.2 The Emergence of the Paradigm of Corporate Social Responsibility 
Topics such as environmental degradation, inhumane working conditions, and various corporate scandals have brought CSR into the global spotlight, prompting corporations, governments, and civil societies to reassess their roles in society (Rayman-Bacchus & Crowther, 2017). Businesses face pressure to be transparent and responsible about their impact on the economy, society, and the environment, regardless of where they operate (Waddock, 2004; Sawang et al., 2024). The renewed interest in CSR has been particularly fueled by the unethical actions of large, established firms with operations or supply chains in developing countries (Fox, 2004). The idea of business social responsibility dates back to the Industrial Revolution, and early mentions of CSR can be traced to influential works like Bowen’s (1953/2013) book Social Responsibility of the Businessman. Scholars such as Eberstadt (1977) and Panwar et al. (2006) agree that CSR has evolved over centuries and has become a deeply ingrained tradition of business-community relationships. The long-standing concern for social responsibility, especially among stakeholders since industrialisation, is also highlighted by Carroll (1999) and Kumar et al. (2001). While critics like Friedman believe that the goal of businesses is profit within the legal framework, others—including scholars and activists—argue that there is more at stake, such as environmental sustainability and the well-being of future generations. This modern view of CSR acknowledges that business operations and social welfare are interconnected, emphasising the need for companies to integrate social and environmental considerations into their strategic decision-making. 
Corporate Social Responsibility (CSR) has become a vital part of the business environment due to increased transparency and visibility in the corporate world. Public stakeholders and rising transparency demands are driving trends toward sustainable corporate practices (ElAlfy et al., 2020). CSR programs are becoming more important for ensuring a company's long-term success and survival by aligning business strategies and stakeholder needs with market demands (Rosecká et al., 2024; Vuong & Bui, 2023). Organisations pursue CSR to maintain their operational rights, protect their brand against attacks, build customer loyalty, and stay competitive (Rupley et al., 2017). CSR has been shown to provide tangible financial benefits, including higher top-line growth (Hristov & Chirico, 2019), lower capital costs, and enhanced reputation and goodwill (Tian & Robertson, 2019). Additionally, CSR practices help eliminate material and technological hazards, resulting in a stronger, more sustainable business model (Schaltegger et al., 2012). These developments, driven by stakeholder expectations, business sustainability goals, and ethical responsibilities, highlight CSR as a strategic necessity.

2.3 Motivation for CSR Activities
Today, companies face pressure to participate in corporate social responsibility (CSR) due to various reasons, such as increasing social performance expectations (e.g., the United Nations Global Compact), the emergence of independent evaluations and ratings promoting transparency (e.g., Fortune's Most Admired Companies), and high-profile corporate scandals (e.g., Enron, Worldcom) (Pirsch et al., 2007). Firms choose to engage in CSR voluntarily for several reasons. Research indicates that some successful businesses invest heavily in social responsibility, as studies by Newburry et al. (2019), Joyner and Payne (2002), and Brammer and Millington (2005) show that applying CSR often leads to a positive corporate image and increased profits. Arjoon (2000) and Marshall (2005) believe that businesses focusing on CSR-oriented strategies are more likely to achieve high profit potential than those whose primary goal is financial gain. Firms can gain a competitive advantage through CSR activities that enhance brand image (Papasolomou-Doukakis et al., 2005). Acuff (2005) states that CSR activities can lead to targeted marketing efforts that boost consumer wellbeing and goodwill. Moreover, high brand equity and strong customer loyalty are associated with CSR initiatives (Miller et al., 2020). Mackiewicz (1993) found that 90 percent of consumers consider a company's CSR reputation when making purchasing decisions, and many seek out socially responsible companies based on positive word-of-mouth (Maignan, 2001; Berens et al., 2005; Davis, 2005). Companies involved in CSR also tend to attract and retain top talent at higher rates (Barnett & Vaicys, 2000; Backhaus et al., 2002). Employees are more willing to provide innovative solutions to improve environmental responsibility, as Liaquat et al., (2024) discovered that employees are more motivated when they feel their employer cares about environmental practices. Additionally, some businesses engage in CSR to avoid government regulation (Moon & Vogel, 2008), which can be more costly and restrictive to address societal concerns internally. With the broad range of motives behind CSR, companies can integrate CSR into their overall strategy, supporting sustainable development and enhancing operational effectiveness.
Corporate social responsibility (CSR) initiatives are influenced by various factors that complement employee and organisational dynamics. Aguinis and Glavas (2019) argue that individuals are the drivers of CSR initiatives and are affected by a firm's CSR practices. Since more traditional, top-down motivation programs now seem exhausted in modern workplaces, this dual impact highlights the value of corporate social responsibility (Kuvaas et al., 2017). When CSR actions are implemented, an organisation’s target system becomes not just unidimensional and profit-focused but multidimensional, balancing both profit and CSR goals, which can create conflicts between them (Kunz, 2020). This shift significantly influences human motivation, altering its nature and strength. Although interest in CSR increases, little is known about its impact on various types of employee motivation, leaving gaps in business knowledge (Kunz, 2020). The comprehensive perspective of Aguinis and Glavas (2019) emphasises the influence of nationality, family, and external stakeholders on CSR and employee sense-making. However, the role of supra-organisational structures in this context remains understudied, which has implications for human resource (HR) practitioners. Klimchak et al. (2019) assert that changing demographics in the labour market require a more advanced understanding of effective employee motivation and leadership. Empirical evidence shows that CSR projects positively impact employee attitudes and behaviours such as organizational commitment, motivation, and trust in the business (Loor-Zambrano et al., 2022). For example, CSR can be a tool that Ecuadorian managers use to develop a committed and motivated workforce. Additionally, organisations engage in CSR activities to meet stakeholder expectations, improve community relations, attract and retain employees, enhance brand image, fulfil ethical responsibilities, align with company values, and potentially improve financial performance through proven social impacts (Jiang & Luo, 2024; Toussi et al., 2022). The motivation behind CSR activities goes beyond monetary profit; it reflects a holistic and complex view of company success, emphasising social aspects and employee participation.

[bookmark: _Hlk184318468]2.4 CSR Studies in Asian Developing Countries
The current scholarship on CSR has mainly focused on developed countries, with a significant gap in research on CSR practices and perceptions in developing nations, especially in Asia. While Western countries emphasise CSR more, emerging economies are more diverse due to variations in cultural, religious, political, and socio-economic factors (Sriramesh et al., 2007). Studies of CSR in Asian countries such as China, India, Bangladesh, Indonesia, Thailand, and Pakistan have been increasing. As noted in studies by Chapple and Moon (2005) and Sriramesh et al. (2007), CSR in Asia is influenced by multiple factors, making it different from Western practices. A modified version of the CSR pyramid created by Carroll became the CSR pyramid by Visser (2005), especially in developing nations, where philanthropic responsibilities are considered secondary to economic ones, and legal and ethical responsibilities receive less attention. Ramasamy et al.  (2010) found a strong link between religiosity and support for CSR among Asian consumers. Visser (2008) emphasises that CSR should be prioritised in developing countries primarily for four reasons.

a. The markets are favourable due to these areas' high economic growth rates.
b. The social and environmental problems tend to be poorer.
c. Global business practices and the globalised economy have significant social and environmental effects.
d. The issues of CSR published in these areas are not the same as in developed countries.

In developing economies, globalisation is the primary driver of CSR, as the international market suggests that corporations are expected to adopt global CSR practices (Iqbal & Parray, 2025). The interest in socially responsible investment (SRI) has increased due to the rapid economic growth experienced in Asia since the 1980s, and investors now consider both morality and financial rewards (Laufer, 2003). As Cheung et al. (2010) observed, investments in companies with high CSR performance have grown. However, Asian firms are more likely to lag behind Western companies in adopting CSR practices. Welford (2005) added that labour issues, such as decent wages and workers’ rights, are a significant concern, with Asian firms scoring lower than European firms. Additionally, Welford (2005) noted that reductions in philanthropic activities are less common in Asia compared to Europe and North America. Wong et al. (2010) found that Indian students take matters of responsibility toward philanthropy more seriously, whereas Chinese students are more concerned with the economic aspects of CSR.
Although the concept of corporate social responsibility, or CSR, has become quite popular globally, the approaches taken by industrialised and developing countries vary significantly. Established nations with complex interests, such as the United States, Canada, the United Kingdom, and the European Union, have made strong efforts to promote CSR. These efforts include raising awareness, implementing soft regulations, encouraging partnerships, and requiring transparency in handling social issues in all regions where companies operate (Wirba, 2024). However, when it comes to achieving CSR goals, developing countries often lag behind. Many still view CSR primarily as a charitable act rather than a means to achieve fair and sustainable development that fosters economic growth. This limited perspective is worsened by weak governance and lack of transparency, especially in resource-rich nations. In some cases, corrupt elites have been reported to divert CSR funds for personal gain instead of benefiting local communities (Wirba, 2024). Governments in developing countries should develop their own CSR practices instead of simply copying those of wealthier nations, since their socioeconomic situations are different. To achieve sustainable development, these countries need to build strong institutions that support CSR through partnerships, local awareness programs, and regulatory frameworks (Wirba, 2024). Adoption of CSR has been increasing in Asia, as companies try to address societal issues that governments alone cannot solve. Although CSR remains less familiar in some Asian countries compared to Western nations, the region is beginning to adopt socially responsible practices in an effort to find innovative solutions to regional challenges (Kim, 2018). Nonetheless, institutional and political factors greatly influence the form and scope of CSR programs in Asian countries. Despite initial differences, CSR methods and procedures have become more consistent across the region (Kim, 2018). The global CSR agenda emphasises that developed and developing countries should collaborate to share best practices and develop frameworks that promote fair and sustainable development. While Asian emerging economies have advanced, issues such as transparency, governance, and the philanthropic view of CSR still need to be addressed to realise their full potential (Wirba, 2024; Gajadhur, 2022; Kim, 2018). 

2.5 CSR Practice in Bangladesh 
The amount of literature available on Corporate Social Responsibility (CSR) in Bangladesh is quite limited. Even the studies conducted during the early years of research primarily focused on social disclosures and environmental reporting. Belal (2001) conducted one of the first studies in South Asia to measure social disclosures by analyzing annual reports as the measurement tool for a public sector firm. They found that about 40% of companies reported more than 30 percent of items in social disclosures, such as community investment and environmental protection (Belal, 2001). Belal's (1999) study was among the first to analyse annual reports in Bangladesh, covering 30 companies. It revealed that 90 percent of firms made some environmental disclosures, most of which concerned energy expenditure. Additionally, 77 percent of companies engaged in ethical disclosures, though the specifics of such disclosures were not detailed. Social disclosures were often categorised as 'others,' including donations to the national treasury and dividends paid to non-resident shareholders. This paper highlights the narrow perspective of CSR reporting in Bangladesh, which often overlooks critical regional issues like human and labour rights (Imam, 2000). Belal (2000) expanded CSR research by focusing on social disclosures without considering environmental issues. His study categorised disclosures into employment, ethical, and general social issues. Employment disclosures included pay and benefits, health and safety, and trade union involvement. Ethical disclosures encompassed donations, sponsorships, and community engagement. General social disclosures involved value-added statements and management appreciation. Other studies, including Imam (1999) and Belal (2000), found that only a small percentage of companies listed on the Dhaka Stock Exchange reported on environmental matters—11.76% and 20.58%, respectively. Belal (2000) also noted that while many firms in Bangladesh practised CSR, a significant portion responded mainly to external pressure from interest groups rather than from a genuine sense of social responsibility.
The concept of corporate social responsibility, or CSR, is becoming a new reality in the corporate sector of Bangladesh (Afrin et al., 2020). The increasing significance of corporate social responsibility has led to many social and environmental programs being implemented by many organisations, especially banks, to support their activities and give back to society (Afrin et al., 2020). The concept of CSR is widely appreciated within the corporate world. It is gaining acceptance as a contemporary marketing strategy that can positively influence diverse customer segments in the current ruthless business environment (Afrin et al., 2020). Therefore, it becomes evident that the analysis of CSR activities in most industries, including corporations, banks, and financial institutions (among others), is crucial (Afrin et al., 2020). The United Commercial Bank (UCB) is among the most popular banks in Bangladesh and has established its reputation in CSR programs. To maintain the participation and commitment of the staff towards implementing their corporate social responsibility, the Brand Marketing and Public Relations department at UCB will oversee these efforts (Dyduch & Krasodomska, 2017; Latapí Agudelo et al., 2019). Other banks like Agrani Bank Limited, Rupali Bank Limited, and Janata Bank Limited have also made notable donations towards CSR. Bhattacharjee et al. (2020), Hossain et al. (2020), Javeed and Lefen (2019), Kuo et al. (2016), Polas et al. (2020), and Uddin et al. (2018) note that these banks invested 10.41 crore BDT, 6.0 crore BDT, and 13.75 crore BDT, respectively, on different CSR activities in 2013 alone. Corporate social responsibility (CSR) is increasingly gaining relevance in Bangladesh, whereby the public and private banks are committing enormous financial resources and executing strategic initiatives to solve both social and environmental challenges.

 2.6 Recent Trends in Corporate Social Responsibility
CSR has been assuming a form of atypical actions as the company's comprehensive strategy. This shift signals an increasing level of transparency and accountability issues, which is predicated on the stakeholders' demands and the increased global competition. It is now obligatory for companies to explain their CSR activities not only based on their moral principles but also based on how they fit into their business horizons (Burlingame & Young, 1996). The rise of social entrepreneurship and venture philanthropy further influences CSR practices, affecting how corporations allocate resources and engage with societal issues (Reis, 1999). Historically, business leaders have engaged in philanthropy, but government support for such activities has been inconsistent, often treating philanthropy as a diminishing practice (Lyons, 1999). However, this perception is shifting. Companies increasingly recognise their global social footprint and align their CSR strategies with international expectations. The view that CSR should be aligned with business interests and community involvement has been increasing, as addressed by Lim and Greenwood in 2017. According to Lim and Greenwood, CSR ought to positively impact business legitimacy and community relations by pointing out that making a profit was not incompatible with the nature of good business-community relationships (Lim & Greenwood, 2017). Irrespective of these developments, CSR practices remain contradictory to the objective of maximizing shareholder wealth. Even though the size of the corporate support is vast, it is not consistently identified and backed in the same way as other fields’ sports and arts (Lyons, 1999). Nevertheless, the current trends are that the support has been channeled to broader modes like expertise, service, and in-kind donation, particularly when compared with pure financial contributions (Lyons, 1999). This indicates an increasing interest in corporate citizenship that is sensitive to how organisations treat their external influences on society (Marsden, 1998). Establishing such programs as the Corporate Philanthropy Roundtable, later termed the Community Business Partnership, has promoted corporate philanthropy in Australia. The program will establish cross-sector collaboration by increasing general awareness, research, awards, and advocacy of tax reforms; over thirteen million dollars have been distributed for such activities (Huan, 2025). It is becoming evident that several businesses are considering CSR to establish long-term confidence in the community, and not always targeting short-term profits (D’Souz et al., 2024). This is causing the scope of corporate giving to be expanded, as it is no longer the sports or cultural project receiving focus. However, education and environmental issues are also being tackled.  
Recent trends in the field of corporate social responsibility primarily focus on environmental sustainability measures (Ahmed, 2024). Businesses have also made significant efforts to promise they will become net-zero by the following year and have developed strategies to reduce their environmental footprint. Furthermore, CSR activities are increasingly emphasising diversity, equity, and inclusion (DEI), as well as the importance of fostering an inclusive business culture (Junianto, & Utama, 2025). The use of technology is also gaining popularity in supporting CSR initiatives, helping businesses become more productive and streamlining their programs. Additionally, companies are promoting greater stakeholder engagement by enhancing accountability and transparency in their CSR efforts (Martínez-Peláez et al., 2023). There is also a growing emphasis on measuring and reporting the effectiveness of CSR initiatives to ensure their impact aligns with corporate and societal goals (Junianto, & Utama, 2025; Martínez-Peláez et al., 2023).

2.7 Research Gap
Although the role of CSR in Bangladesh, particularly in the banking sector, is gradually gaining momentum, there is a notable research gap concerning the overall perception of CSR practices and managerial attitudes toward them. Existing literature discusses the concept of CSR broadly but tends to focus on general practices within the business sector, without addressing the specific dynamics of the banking industry. Specifically, little research has explored the perceptions and responses of banking managers toward CSR initiatives, their attitudes toward these practices, and the factors shaping these attitudes. Additionally, the literature lacks detailed information on the perceptions and commitment levels among managers across different banks in Bangladesh. This study aims to fill that gap by providing a more comprehensive view of current CSR practices in the banking sector, examining managerial attitudes, and highlighting perceptual differences. It seeks to generate knowledge on the importance of CSR for national development and to offer practical insights for shaping future CSR practices and policies in Bangladesh’s banking industry.

3.0 Methodology 
3.1Research Approach
The proposed research used a quantitative research design to systematically examine and measure the existing Corporate Social Responsibility (CSR) practices within the banking sector in Bangladesh. The quantitative method was employed to collect numerical data, which can be statistically analysed to identify patterns, relationships, and changes in CSR activities, as well as how managers perceive and interpret them (Creswell, 2014). By doing so, the research aims to produce objective and replicable results that improve the understanding of CSR in Bangladesh's banking industry.

3.2Research Design
The study employs a descriptive cross-sectional design. This approach is less time-consuming for examining CSR practices and managerial attitudes at a specific moment and offers a snapshot of how CSR activities and perceptions appear in the industry at that point (Saunders et al., 2016). The descriptive design allows researchers to gather information on CSR practices, managers' perceptions and attitudes, and to explore differences among managers regarding their views on CSR.

3.3 Population, Sample, and Sampling Procedure
The target population in this study is the managers in Bangladesh's banking industry. This group includes senior, middle, and junior managers involved in decision-making related to CSR activities within their banks. The researcher aims to gather data from managers on who positively or negatively influences or is influenced by CSR policies and practices (Sekaran & Bougie, 2016). For this research, 500 managers will be selected using a simple random sampling technique. This method ensures that every manager in the population of interest has an equal chance of being included in the sample, improving the representativeness and generalizability of the results (Bryman & Bell, 2015). The sampling frame will be an exhaustive list of banks in Bangladesh used to randomly select managers for the survey.

3.4 Instrument Design and Data Collection
The quantitative data on CSR practices and managers' perceptions and attitudes towards CSR will be collected using a structured questionnaire employed in the primary data collection. The survey includes closed-ended questions and Likert scale items, which will evaluate different aspects of CSR engagement and managerial viewpoints. It is developed based on the literature review, and its validity and reliability were refined with input from experts (Field, 2024). This data will be gathered through a questionnaire that will be administered to a selected sample of managers. The survey will be available in both paper and electronic formats to enhance accessibility. In addition to the questionnaire, respondents will receive a cover letter outlining the study's objectives and assuring them that their responses will remain confidential. Follow-up reminders will be sent to non-respondents to maximise response rates and reduce bias (Dillman et al., 2014).

4.0 Analysis and Discussion 
4.1 Background of Respondents
To understand the demographic characteristics of managers at the upper and middle management levels in various banks across Bangladesh, a detailed descriptive analysis was conducted. This approach, often used in analysing perceptions and attitudes, as noted by Dusuki (2005), serves as a preliminary step before more advanced statistical procedures. The goal was to gain a basic understanding of the demographics of managers from different banks, which in turn provides insights into their perceptions and attitudes toward CSR issues. Out of 600 questionnaires mailed, 500 valid responses were received. The sample includes managers from diverse banking institutions, offering a range of perspectives on CSR practices and perceptions within the banking sector.

4.1.1 Background of Respondents by Gender, Age, and Working Experience
A background of the respondents is also measured in terms of the most important demographic variables, such as gender, age, and years of experience, to help provide in-depth insights into the survey sample. The following descriptive analysis is essential for understanding how the top and middle management of the banking industry in Bangladesh perceive the practices of Corporate Social Responsibility (CSR). By analysing the demographic variables, the study aims to identify and establish any trends or biases that may influence respondents' perceptions and therefore offer a clearer explanation of the survey results. The following paragraphs offer a detailed breakdown of the respondents based on gender, age, and work experience.

Table 1 Background of Respondents by Gender, Age, and Working Experience
	Background of Respondents
	Frequency
	Percent

	Gender:
	
	

	Male
	350
	70%

	Female
	150
	30%

	Age:
	
	

	30 years and below
	90
	18%

	31 - 40 years
	250
	50%

	41 - 50 years
	100
	20%

	51 years and above
	60
	12%

	Working Experience:
	
	

	5 years and below
	120
	24%

	6 - 10 years
	180
	36%

	11 - 15 years
	90
	18%

	16 - 20 years
	80
	16%

	More than 21 years
	30
	6%



Table 1 represents the demographic factors of the respondents regarding gender, age, and working experience. The sample size was 500, out of which 70% were male and 30% were female, and could be used to answer questions; thus, a male-dominated sample was utilised. In terms of age distribution, most respondents were in the 31-40 years age range (50%, or 250 respondents) and 41-50 years age range (20%, or 100 respondents), representing 70% of the sample. This indicates that individuals in their mid-career stages primarily shape the perceptions and attitudes toward CSR practices. In contrast, only 18% (90 respondents) were below 30 years of age, and 12% (60 respondents) were 51 years and above, suggesting that younger and older managers have a negligible influence on the findings. Regarding working experience, the distribution shows that 24% (120 respondents) had five years or less of experience. In comparison, 36% (180 respondents) had six to ten years, and 18% (90 respondents) had eleven to fifteen years of experience. Additionally, 16% (80 respondents) had sixteen to twenty years of experience, and 6% (30 respondents) had more than twenty years of experience. This distribution is related to the scope of the research, focusing on upper and middle management, as it represents a very high percentage of managers with substantial experience, which indicates a broad knowledge of CSR practices and attitudes.

4.1.2 Background of Respondents by Religion
The information about the respondents' religious backgrounds helps understand the diverse cultural and spiritual factors that may influence their perceptions of Corporate Social Responsibility (CSR). This section reflects the respondents' religious affiliations, offering insight into how these beliefs can impact their views on CSR practices within Bangladesh's banking sector. Such analysis aids in understanding the cultural context and how perceptions of CSR may vary across different religious groups.

Table 2 Background of Respondents by Religion
	Religion
	Frequency
	Percent

	Islam
	430
	86%

	Buddha
	5
	1%

	Hindu
	70
	14%

	Christian
	12
	2%

	Others
	0
	0%



The numbers provided in Table 2 show that the majority of the respondents (86) are Muslims, indicating that religious responsibility is prevalent in Bangladesh. The sample also includes Hindu respondents (14% of the sample), Christians (2%), and Buddhists (1%). No other religions are represented among the respondents. This distribution reflects the overall religious composition of Bangladesh and suggests that the sample is representative of the country's religious diversity. The relatively low proportion of Buddhist and Christian respondents suggests their input into the overall understanding of CSR practices may be peripheral, but including these groups makes the research more comprehensive.

4.1.3 Background of Respondents based on Business Function and Professional Qualification.
This section summarises the respondents based on their business functions and professional qualifications. Their opinions on CSR become specific to context when considering their knowledge of business operations, which is reflected in their various activities. The distribution across different business functions, such as finance, accounting, credit management, legal, internal audit, risk management, operations, dealings, and corporate communication, highlights the diversity of expertise within the sample. Additionally, whether the respondents are professionals or not indicates how they are trained and how aware they are of their perceptions and opinions regarding CSR practices.

Table 3 Background of Respondents by Business Function and Professional Qualification
	Category
	Frequency
	Percent

	Business Function:
	
	

	Finance/Accounting/Credit Management
	250
	50%

	Legal/Internal Audit/Risk Management
	60
	12%

	Operations/Dealings
	150
	30%

	Corporate Communication
	40
	8%

	Professional Qualification:
	
	

	Yes
	430
	86%

	No
	70
	14%



Table 3 provides information on how respondents were categorised based on their roles in the business and their professional qualifications. Out of 500 respondents, the majority practised in finance/accounting/credit management (50) and operations/dealings (30). Fewer respondents were involved in legal/internal audit/risk management (12%) and corporate communication (8%). The distribution shows that finance and operations roles, which are core management areas in the banking sector, have high representation. When asked about professional qualifications, 86 percent of respondents indicated they possessed relevant credentials, suggesting a high level of expertise within the sample. The smallest group, at 14 percent, lacked a professional qualification. This distribution highlights that the study focuses on a highly qualified managerial group, which enhances the credibility of their insights into CSR practices and perceptions.

4.1.4 Background of Respondents by the profile of the company 
This section provides a detailed account of the respondents based on the profiles of the banking institutions they belong to. It is a division that matters in determining how CSR practices and perceptions can differ across various types of banks in Bangladesh. The respondent count across different bank profiles also helps identify the representation of different sectors in the sample and provides data on the CSR practices of each sector.

Table 4: Background of Respondents by the Profile of the Company
	Profile of the Company
	Frequency
	Percent

	Private Commercial Bank
	320
	64%

	Government Commercial Bank
	80
	16%

	Specialized Bank
	80
	16%



Table 4 shows the distribution of respondents based on the profile of various banks. Most respondents were from Private Commercial Banks (64 percent), highlighting the dominance of this sector in the sample. Fourteen percent of respondents came from Government Commercial Banks and Specialised Banks. This distribution indicates a strong representation of Private Commercial Banks in the study, suggesting that the results are more likely to reflect common practices and perceptions within this segment of the banking industry in Bangladesh. The fairly balanced mix between Government and Specialised Banks demonstrates diverse viewpoints, offering a clear view of CSR activities across different types of banking organisations.

4.2 Perceptions of CSR
This section examines how top and executive managers in Bangladesh's banking industry view various CSR issues in the country. It explores their awareness and attitudes toward CSR and presents the results based on their responses to specific questions asked of the participants.

4.2.1 Awareness of the Managers to CSR.
Table 5 displays respondents' awareness of CSR policies and their views on the future of CSR in their companies.

Table 5: Managers' Awareness towards CSR
	Statement
	Alternative Answer
	Frequency
	Percent

	1. Does your organization have policies or guidelines regarding corporate social responsibility?
	Yes
	450
	90%

	
	No
	0
	0%

	
	Not sure
	50
	10%

	
	Total
	500
	100%

	2. How do you view the role of corporate social responsibility in shaping the company's policies in the near future?
	CSR will become more significant to the company
	420
	84%

	
	CSR will remain as important as it is now
	80
	16%

	
	CSR will decrease in importance for the company
	0
	0%

	
	Total
	500
	100%



Table 5 outcomes show that a significant proportion of the respondents (90 percent) affirmed that their firms have CSR policy. No respondents stated that their companies do not have such a policy, 10 percent stated that they did not know whether their company had CSR or not. This strong rate of positive answers implies that CSR policies are very popular. However, the 10% uncertainty has shown that the process of CSR involvement is still in its early stages in certain institutions. Regarding the perceived significance of CSR, 84 percent of the respondents believe that the role of CSR will become more important to their businesses in the future. Meanwhile, 16 percent think that its significance will not decrease, and no one expects its importance to decline. The results show a positive trend in CSR awareness and commitment within the banking industry, indicating increased understanding of CSR's importance and impact on Bangladesh's business policies.

4.2.2 The perception of managers with regard to CSR.
This section discusses the views and opinions of senior and executive managers on various CSR issues. The managers' perceptions were assessed using sixteen statements, with ratings based on a five-point Likert scale ranging from strongly disagree to strongly agree. This summary presents these perceptions, reflecting the managers' opinions regarding CSR in Bangladeshi banks, as shown in Table 6.

Table 6: Managers' Perceptions towards CSR
	Statement
	Disagree (%)
	Undecided (%)
	Agree (%)
	Mean
	Std. Dev.

	Adopting social responsibility programs can help businesses avoid further regulations
	40
	28
	32
	2.32
	1.21

	Increased business involvement in CSR may attract more investment opportunities
	4
	12
	84
	4.14
	0.58

	Businesses should recognize their role in society and address social and environmental issues
	10
	10
	80
	4.40
	0.60

	Profit maximisation and social responsibility are conflicting objectives
	30
	36
	34
	3.04
	1.07

	Solving social issues like poverty and crime can be financially beneficial
	8
	14
	78
	4.14
	0.68

	Voluntary regulation alone is inadequate to ensure business involvement in social activities
	14
	14
	72
	3.84
	0.88

	Businesses are primarily economic entities and should focus on their economic interests for social responsibility
	10
	18
	72
	3.76
	0.82

	Corporate social programs can enhance a business’s public image
	8
	12
	80
	4.16
	0.70

	A business ignoring social responsibility could have a competitive edge over one that embraces it
	40
	28
	32
	3.08
	1.11

	It is unreasonable to expect businesses to engage in CSR when they already comply with regulations and taxes
	36
	20
	44
	2.08
	1.18

	Social responsibility may be financially burdensome for smaller firms
	40
	22
	38
	2.26
	1.20

	Being socially responsible puts businesses at a competitive disadvantage
	28
	10
	62
	1.66
	1.09

	CSR should be the responsibility of the government and non-profit organizations, not businesses
	48
	6
	46
	2.02
	1.08

	Socially responsible behavior can align with the best economic interests of shareholders
	46
	14
	40
	1.94
	1.02

	Businesses already hold too much social power and should not engage in activities that amplify it
	32
	22
	46
	2.14
	1.07

	Society expects businesses to go beyond efficient service production
	10
	8
	82
	4.10
	0.61



Table 6 shows different perceptions among managers about CSR. Most respondents (84%) believe that increasing CSR engagement can attract investment opportunities, showing strong support for CSR's positive impact on business. Additionally, 80% of managers agree that companies should address social and environmental issues, highlighting CSR's key role in societal involvement. However, there is notable scepticism about the link between CSR and profit maximisation, with 34% of managers seeing these goals as conflicting. Furthermore, 40% disagree with the idea that ignoring CSR could save costs, indicating concerns about its financial effects. Ambiguous responses to whether CSR should be handled by governments and non-profits (48% disagree) versus businesses (46% agree) reflect ongoing debate about the role of corporations in societal welfare. Likewise, opinions about whether CSR provides a competitive edge vary, with 28% agreeing. Overall, while most managers acknowledge the growing importance and potential benefits of CSR, there is still some uncertainty and debate about its effect on business operations and competitive advantage. These mixed opinions show how the concept of CSR in the banking industry is evolving amid ongoing discussions about its role and effectiveness.

4.3 Factor Analysis: Drivers of CSR in the Banking Sector
Factor analysis was performed to identify the main factors of CSR in Bangladesh's banking sector. This method helps to reduce a large number of variables into a smaller, more manageable set for easier understanding. The analysis was based on 16 items that describe CSR drivers as perceived by managers.

Table 7: KMO and Bartlett's Test
	Measure
	Value

	Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy
	0.852

	Bartlett's Test of Sphericity
	Approx. Chi-Square: 920.123

	Degrees of Freedom (df)
	120

	Significance (Sig.)
	0.000



Kaiser-Meyer-Olkin (KMO) Measure
The sampling adequacy of the 16 CSR driver items has a KMO value of 0.852, which is well above the commonly accepted threshold of 0.6 (Tabachnick and Fidell, 1996). This high KMO value indicates that the items are sufficiently correlated to justify conducting a factor analysis. Bartlett's Test of Sphericity is statistically significant (p < 0.05), further supporting the relevance of the variables for factor analysis (Kaiser, 1974). Principal Component Analysis (PCA) with varimax rotation was performed after these preliminary tests. PCA aims to identify the factors that explain the largest percentage of variance in the data (Pallant, 2001). Eigenvalues greater than 1 suggest the presence of meaningful factors. Table 8 presents the results of the PCA.

Table 8: PCA Results
	Factor
	Eigenvalue
	% of Variance
	Cumulative %

	Factor 1
	4.25
	14.76
	14.76

	Factor 2
	3.49
	12.21
	26.97

	Factor 3
	3.22
	10.69
	37.66

	Factor 4
	3.11
	10.30
	47.96

	Factor 5
	2.64
	8.79
	56.75

	Factor 6
	2.23
	7.43
	64.18

	Factor 7
	2.06
	6.86
	71.04

	Factor 8
	1.97
	6.32
	77.37



Principal component analysis (PCA) identifies eight factors with eigenvalues greater than 1.0, which collectively explain 77.37 percent of the total variance in CSR driver items (De Vaus, 2002). The contribution of the first four factors is nearly 47.96 percent, highlighting their importance in explaining CSR drivers in the banking industry. Factor 1, with an eigenvalue of 4.25, accounts for 14.76 percent of the variance and is the most significant factor. Factor 2 has an eigenvalue of 3.49 and explains 12.21 percent of the variance. Although the remaining factors play a lesser role, they still contribute to understanding CSR drivers. This factor analysis simplifies the complex issues surrounding CSR in the industry and offers a clearer understanding of CSR activities among managers (Pallant, 2001; Tabachnick & Fidell, 2019). 

Table 9: Total Variance Explained
	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.361
	14.759
	14.759
	2.361
	14.759
	14.759

	2
	1.953
	12.206
	26.965
	1.953
	12.206
	26.965

	3
	1.711
	10.694
	37.659
	1.711
	10.694
	37.659

	4
	1.648
	10.303
	47.962
	1.648
	10.303
	47.962

	5
	1.406
	8.786
	56.748
	1.406
	8.786
	56.748

	6
	1.189
	7.429
	64.177
	1.189
	7.429
	64.177

	7
	1.097
	6.855
	71.032
	1.097
	6.855
	71.032

	8
	1.011
	6.319
	77.351
	1.011
	6.319
	77.351

	9
	.803
	5.017
	82.368
	
	
	

	10
	.700
	4.376
	86.744
	
	
	

	11
	.638
	3.985
	90.729
	
	
	

	12
	.515
	3.220
	93.949
	
	
	

	13
	.335
	2.096
	96.045
	
	
	

	14
	.282
	1.764
	97.809
	
	
	

	15
	.228
	1.422
	99.232
	
	
	

	16
	.123
	.768
	100.000
	
	
	


Extraction Method: Principal Component Analysis

The eigenvalue of eight factors, which were above 1.0 in the factor analysis, combined to explain a total of 77.35 percent of the variance in CSR driver items. The four leading factors show that they have a contribution of 47.96% to the variance, and thus, they are mainly used as a driver of CSR among the managers. According to the Kaiser criterion, factors with eigenvalues greater than 1.0 are considered significant (Pallant, 2001). Also, the Cattell scree plot technique was applied to narrow down on the factors. According to the scree plot, a distinct elbow was observed in the fifth factor, and it was indicated that the five factors would be more effective in reflecting the structure underlying the drivers of CSR (Cattell, 1966). This is confirmed by the sudden decrease of eigenvalues of the first five factors, with a gradual decrease thereafter. Thus, the five factors mentioned first should be further analysed the most, as they contribute to the most significant share of the CSR driver’s variance. The method will combine the Kaiser criterion and the scree plot technique, guaranteeing a sound base in interpreting the major drivers of CSR in the banking industry (Pallant, 2001; Cattell, 1966).

Figure 1 Scree Plot
 As shown in Table 10, the rotated factor solution exhibits a clear structure with four major factors having high loadings. To ensure these factors' relevance, only variables with absolute factor loadings over 0.3 were included, as higher loadings indicate a stronger connection to the factor (De Vaus, 2002). The analysis identified four key aspects of Local and Global Forces, representing the impact of local and global influences on CSR and Corporate Image, highlighting the effect of CSR activities on the company's financial results, and emphasizing Cultural Awareness, which underscores the importance of cultural context in developing CSR practices. These are the main motivators driving CSR practices in the banking industry in Bangladesh and offer a solid understanding of the drivers and forces shaping their CSR initiatives.

Table 10: Rotated Component Matrix on Drivers of CSR in Banking Sector
	Variable
	Factor 1: Local & Global Forces
	Factor 2: Corporate Image
	Factor 3: Economic Performance
	Factor 4: Cultural Awareness

	Government pressure
	0.857
	
	
	

	Global pressure
	0.873
	
	
	

	Pressure from special interest groups
	0.563
	
	
	

	Pressure of general public opinion
	0.734
	
	
	

	Enhance reputation and public image
	
	0.762
	
	

	Enhance community trust and support
	
	0.762
	
	

	Traditional beliefs and customs
	
	0.314
	
	

	Profitability of the venture
	
	
	0.808
	

	Strategy for competitive advantage
	
	
	0.640
	

	Practice of the organisation
	
	
	0.591
	

	Religious responsibility
	
	
	
	0.728

	Matching of social needs to corporate skill, or abilities to help.
	
	
	
	0.635

	Personal ethical and cultural tradition
	
	
	
	0.626

	School or University training
	
	
	
	0.658

	Family upbringing
	
	
	
	0.735


Extraction Method: Principal Axis Factor Rotation Method: Varimax with Kaiser Normalisation

The rotated component table, as illustrated in Table 10, delineates four principal drivers of Corporate Social Responsibility (CSR) engagement within the banking sector in Bangladesh. Factor 1, designated as Local and Global Forces, comprises variables such as governmental influence, international pressures, advocacy from special interest groups, and public opinion. These variables exhibit high loadings, signifying their substantial contribution to CSR practices. This factor accounts for the highest proportion of variance at 28.47%, rendering it a pivotal element in the development of CSR initiatives. Factor 2, termed Corporate Image, encompasses inquiries related to bolstering community confidence and support, enhancing reputation and public perception, as well as traditional beliefs and customs. It contributes 47.62 percent to the total variance, indicating that corporate image is a significant determinant in shaping CSR activities. Factor 3, designated Economic Performance, includes aspects such as profitability, strategies for maintaining competitive advantage, and organisational practices, explaining 5.68 percent of the variance. Finally, Factor 4, identified as cultural awareness, comprises personal ethical and cultural traditions, religious obligations, and the alignment of social needs with corporate capabilities, accounting for 18.23 percent of the variance. Although it has a smaller share, this factor emphasises the importance of cultural and ethical considerations in CSR. Overall, the analysis suggests that non-economic factors—particularly those pertaining to corporate image and local and global pressures—are regarded as the primary drivers of CSR engagement within Bangladesh’s banking industry. This provides valuable insights into the motivations underpinning CSR activities.
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In this research, the scree plot analysis (see Figure 2) shows a clear shift from a steep drop in the eigenvalues of the initial factors to a more gradual leveling off after the fourth factor. Based on this, it is concluded that using the Scree test offers a more meaningful way to interpret the data.

4.5 CSR Commitment in the banking Sector in Bangladesh
This section explores the perceptions of both senior and executive managers regarding the level of CSR commitment within Bangladesh's banking sector. The analysis includes nineteen statements about CSR commitment, with responses measured on a five-point Likert scale from 1 ("Not important at all") to 5 ("Very important"). Table 11 presents the results, highlighting the relative importance of these CSR commitments in the banking industry.

Table 11: Friedman Test to Rank CSR Commitment in the Banking Sector in Bangladesh
	Statement
	Mean
	Std. Deviation
	Ranking

	Contribution to Arts and Cultural Activities
	2.92
	0.340
	1

	Contribution for Public Amenities (i.e., bus stop, shades)
	2.90
	0.364
	2

	Charitable and Philanthropic Activities
	2.88
	0.435
	3

	Public Health and Safety
	2.86
	0.405
	4

	Assistance in Overcoming Problems Related to Drug Abuse and Alcoholism
	2.84
	0.422
	5

	Pollution Control
	2.84
	0.370
	6

	Quality of Work Life Programs
	2.84
	0.370
	7

	Public Education Programs
	2.82
	0.438
	8

	Environmental Protection Law
	2.78
	0.582
	9

	Donation to Schools and Colleges (e.g. scholarship or bursary to students)
	2.78
	0.465
	10

	Building and Ground Beautification
	2.74
	0.527
	11

	Employee Welfare and Training Programs
	2.72
	0.573
	12

	Handicap Hiring and Training, and Employment
	2.72
	0.640
	13

	Contribution to Crime Prevention
	2.70
	0.614
	14

	Provide Contribution for Games and Sports
	2.66
	0.688
	15

	Provide Loan to Small Enterprises
	2.66
	0.688
	16

	Provide Loans for Low-Income Housing
	2.60
	0.670
	17

	Contribution to Religious Practices
	2.60
	0.495
	18

	Political Action Committees
	2.50
	0.789
	19



The Friedman test results provide only a faint insight into the CSR commitment of the Bangladesh banking industry. The highest rating for contribution towards arts and cultural activities is the most significant CSR promise, with a mean of 2.92 (SD = 0.340), indicating that managers highly value it. This confirms that community participation is a crucial issue in developing nations, as Chapple and Moon (2005) pointed out. The following contributions support community amenities (mean = 2.90, SD = 0.364), along with charitable and philanthropic activities (mean = 2.88, SD = 0.435), which reflect a focus on benefiting the community and society at large. Conversely, promises related to Providing Loans for Low-Income Housing (mean = 2.50, SD = 0.789), Contributions to Religious Practices (mean = 2.60, SD = 0.495), and Political Action Committees (mean = 2.50, SD = 0.789) receive lower rankings. These lower scores suggest that issues like housing support and political involvement are less important in CSR strategies within the banking industry. The results indicate that the Bangladeshi banking sector primarily focuses on community and welfare-related CSR practices, with less emphasis on housing support and political engagement. This perception and the prioritization of CSR practices provide valuable insights into how CSR is viewed and implemented in the sector, suggesting that adding value to the community and employees should play a more central role in CSR activities.

4.6 Factor Analysis: CSR Commitments in the Banking Sector
The factor analysis was used to organize the nineteen statements related to CSR commitment in the Bangladesh banking sector and to identify their underlying factors. This type of statistical procedure simplifies the data, making it easier to understand the main aspects of CSR commitments.
Table 12: KMO and Bartlett's Test
	Measure
	Value

	Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy
	0.592

	Bartlett's Test of Sphericity
	Approx. Chi-Square: 507.379

	Degrees of Freedom (df)
	171

	Significance (Sig.)
	0.000

	
	



Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy was estimated as 0.592, which is above the minimum of 0.50, thus, a moderate level of factor analysis suitability (Kaiser, 1974). This implies that the information is partially suitable for the analysis. The Test of Sphericity provided by Bartlett had a significant outcome (p < 0.05) and proved that the correlation matrix is not an identity matrix and factor analysis can be implemented (Bartlett, 1954). After these preliminary tests, principal component analysis (PCA) and varimax rotation were carried out. PCA is used to determine the variables that can explain the highest percentage of variation in the data (Pallant, 2001). The factors whose eigenvalues exceed 1.0 are said to be significant. Table 13 shows the results of the PCA.

Table 13: PCA Results
	Factor
	Eigenvalue
	% of Variance
	Cumulative %

	Factor 1
	5.39
	28.38
	28.38

	Factor 2
	2.82
	14.83
	43.21

	Factor 3
	1.83
	9.64
	52.85

	Factor 4
	1.39
	7.31
	60.16

	Factor 5
	1.21
	6.34
	66.50

	Factor 6
	1.08
	5.38
	71.88



Six factors are found based on the principal component analysis (PCA) with eigenvalues greater than 1.0 that collectively accounted for 71.88 percent of the overall variance of items of commitment to commit to CSR (De Vaus, 2002). The first factor stands out, accounting for 28.38% of the variance, making it the most influential. The remaining factors contribute progressively less to the variance, yet they remain essential for understanding the broader CSR commitment landscape. It is evident in this factor analysis that six important factors exist that have an overall significant share in the variance of CSR commitments amongst managers in the banking industry. The analysis simplifies the data, thus providing a better understanding of the major and minor components of CSR commitment, which puts focus on the dominant and minor components of CSR practices (Pallant, 2001; Tabachnick & Fidell, 2019).

Table 14 Total Variance Explained
	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	5.393
	28.382
	28.382
	5.393
	28.382
	28.382

	2
	2.817
	14.825
	43.208
	2.817
	14.825
	43.208

	3
	1.831
	9.637
	52.845
	1.831
	9.637
	52.845

	4
	1.389
	7.310
	60.155
	1.389
	7.310
	60.155

	5
	1.205
	6.343
	66.498
	1.205
	6.343
	66.498

	6
	1.022
	5.377
	71.874
	1.022
	5.377
	71.874

	7
	.970
	5.105
	76.980
	
	
	

	8
	.927
	4.877
	81.857
	
	
	

	9
	.765
	4.027
	85.884
	
	
	

	10
	.542
	2.852
	88.736
	
	
	

	11
	.466
	2.451
	91.187
	
	
	

	12
	.428
	2.251
	93.438
	
	
	

	13
	.307
	1.615
	95.053
	
	
	

	14
	.292
	1.539
	96.592
	
	
	

	15
	.219
	1.152
	97.744
	
	
	

	16
	.172
	.907
	98.651
	
	
	

	17
	.129
	.681
	99.332
	
	
	

	18
	.087
	.456
	99.788
	
	
	

	19
	.040
	.212
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.


Note: Extraction Method: Principal Component Analysis.

The PCA findings indicate that there are six factors that have eigenvalues above 1.0 that explain 71.874 percent of the variance in the CSR commitment items (De Vaus, 2002). The contribution rate of the first factor is 28.382 percent of the variance, which implies its role as the strongest. The following factors add successively diminishing percentages, but they are necessary to make an inclusive knowledge about CSR commitments. The retention of the six factors is supported by an analysis of the scree plot (see Figure 3). A definite break or elbow, the sixth factor, causes the slope of the curve to level off, indicating that additional factors beyond this influence this factor slightly in explaining the variance (Cattell, 1966). The factor analysis establishes that six major factors combined contribute a significant percentage of the variance in the CSR commitments among managers in the banking sector. This reduction helps to clarify the main dimensions of CSR and enhances understanding of the key elements driving CSR practices in the sector (Pallant, 2001; Tabachnick & Fidell, 2019).

Figure 3: Scree Plot
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4.7 Level of Social involvement of CSR in the banking sector in Bangladesh 
This chapter explores how senior and executive managers perceive the scope of social engagement in Corporate Social Responsibility (CSR) within the banking industry in Bangladesh. The ratings were conducted on a 5-point Likert scale, with 1 indicating strongly disagree and 5 indicating strongly agree. The summary of managers' responses regarding the relationship between the level of social involvement of a company and the economic situation in the country is presented in table 15.

Table 15 Level of Social Involvement of CSR in Banking Sector in Bangladesh
	Statement
	Response Option
	N
	Percent

	To what extent do you support the argument that the company's social engagement depends on the country's economic state of affairs with higher engagement when the economy is on the rise and lower engagement when the economy is in decline?
	Strongly Disagree
	0
	0%

	
	Disagree
	0
	0%

	
	Undecided
	0
	0%

	
	Aware
	220
	44%

	
	Strongly Agree
	280
	56%



As Table 15 indicates, most of the respondents (a total of 56) have strongly indicated that the level of social participation at the bank in CSR in Bangladesh can be directly linked with the national economic condition. The remaining 44 percent of interviewees were also aware of this relationship, implying that the banking institutions are more likely to change their CSR activities based on the prevailing economic conditions. This means that the banking sector of Bangladesh is highly dynamic in terms of economic cycles, which makes it more involved in CSR activities during prosperity and perhaps less involved during decline periods.

5.0 Conclusion 
This research aimed to evaluate Corporate Social Responsibility (CSR) in Bangladesh's banking industry through quantitative methods. The study used a descriptive cross-sectional design with a sample of 500 top and executive managers from various banks across Bangladesh. The results show that most respondents perceive CSR practices in the banking sector as moderate, indicating a general interest in CSR activities. This supports the observation that Bangladeshi banks are increasingly implementing CSR policies and are expected to continue expanding in this area. However, there is mixed consensus on CSR awareness; many managers agree that companies should address social responsibility issues for competitive advantage, but there is less agreement on CSR-related expenses. Factor analysis identified four key drivers of CSR in the banking industry: local and global forces, corporate image, economic performance, and cultural awareness. Notably, the study found that religious background did not significantly influence perceptions of corporate image, suggesting other factors may have a stronger impact on CSR practices. The research also indicates that the level of social participation in CSR activities is tied to the national economic situation; higher economic performance correlates with greater participation by banks. Additionally, opinions differ regarding CSR activities related to alcohol and drugs, with commercial banks and large public fund companies showing strong support for avoiding such activities. In summary, this study shows that while top and executive management in Bangladesh's banking sector are generally concerned with and positively disposed toward CSR, perceptions vary across different facets. The findings highlight the influence of cultural and economic factors on attitudes toward CSR and suggest that further investigation into these issues could provide valuable insights into CSR processes in multicultural and developing environments like Bangladesh.

5.1 Research Implication
This section discusses the practical implications of the study's findings on Corporate Social Responsibility (CSR) in the banking industry in Bangladesh. The analysis will present the theoretical contributions, practical applications in banking organisations, and lessons for educators and practitioners. These implications are important because they reveal how CSR can improve organisational performance, enhance educational content, and inform practical decision-making.

5.1.1 Theoretical Implications
The findings of this research are significant within the existing body of literature on Corporate Social Responsibility (CSR), as they expand the theoretical framework and supplement the discipline's literature. The study broadens the perspective on CSR in the banking sector, specifically in Bangladesh. It also provides a wide view of CSR across different banking institutions by including a diverse sample consisting of a private commercial bank, a government commercial bank, and specialised banks. This varied sampling approach enhances the generalizability of the results and contributes to the ongoing debate regarding the different ways in which various types of banks implement CSR. Furthermore, the discussion of key drivers of CSR, such as local and global influences, corporate image, economic performance, and cultural awareness, offers new insights into the forces that can shape CSR practices. This hypothetical development highlights the need for further research to explore these drivers in other contexts and sectors, in order to establish a solid foundation for future CSR studies.

5.1.2 Implications for Banking Organisations
The study has numerous implications for banking organisations operating in Bangladesh in real life. First of all, it emphasises the importance of focusing on the ethical obligations of CSR policies. Ethical considerations are also encouraged as the top priority of CSR for banking institutions. This means they should treat employees fairly and avoid engaging in acts that may harm society, such as alcohol and drug abuse. According to the findings, banks should pay greater attention to community-based CSR activities. According to the CSR model given by Carroll (1979), banks planning to operate in Bangladesh should focus on activities that help locals by providing access to education, medical services, environmental conservation, and support for workers. By aligning their CSR efforts with these priorities, banks can strengthen their competitive advantage, improve their reputation, and become profitable in the long run. The research provides an effective guide on how banks can develop and implement CSR policies that better meet community needs and promote sustainable development.

5.1.3 Implications for Educators and Practitioners
The study has significant implications for teachers and practitioners in the field of CSR. It complements the CSR curriculum by including lessons on the diverse banking industry and highlighting the complexities involved in practising CSR in developing countries. These findings enable teachers to improve their instructional materials, helping students gain a clearer understanding of CSR frameworks and how to apply them in real-life situations. An additional benefit of the research is that educators can stay updated on the latest concerns and developments related to CSR, allowing them to adapt their teaching to current trends and issues in the field. 
The study provides valuable information for practitioners on strategies and decision-making related to CSR. With this understanding of the main drivers of CSR and societal demands, practitioners will be able to make informed decisions that not only meet societal expectations but also enhance their organisation's social responsibility within the community. The research offers practical concepts on how banks can leverage CSR to stabilise operations, build long-term relationships with stakeholders, and achieve competitive advantages. Both local and international practitioners can apply the study's findings because they shed light on the needs and expectations of CSR in the Bangladeshi banking sector. This knowledge can help practitioners develop CSR plans that better satisfy societal expectations and support sustainable development.

5.2 Limitations and Future Directions
Despite the thoroughness of the study, several limitations should be noted. First, since the focus was primarily on the banking sector in Bangladesh, the findings may not be applicable to other sectors and regions. Being a localised form of CSR practice, CSR strategies in Bangladesh might not reflect the international variations of CSR. Additionally, although the study employed a quantitative approach with a sample of 500 managers, there is a potential for response bias due to self-reporting. Managers’ desire to present their organisations positively could influence the accuracy of their reported CSR efforts. The cross-sectional design of the research provides only a snapshot of CSR practices at a single time point, which is another limitation. This approach does not account for how attitudes or practices of CSR may evolve over time, an important consideration in a developing field like CSR. Moreover, while the factor analysis used to identify CSR drivers was informative, it likely overlooks the multidimensional nature of relationships among various CSR variables and their changing effects on organisational behaviour.

These results may serve as a foundation for future research initiatives, including the expansion of the study to encompass additional industries, thereby aiding in the externalisation of the banking sector and facilitating comparative analyses. Such efforts could further enhance understanding of Corporate Social Responsibility (CSR) practices across diverse contexts. Conducting longitudinal studies would be particularly valuable, as they enable the examination of how CSR practices and attitudes evolve over time, offering a more comprehensive perspective on the implementation of changes and their subsequent effects. Moreover, qualitative methods, such as in-depth interviews or case studies, could uncover underlying motivations and obstacles to CSR initiatives, as well as managerial viewpoints often not fully captured by quantitative data. Investigating CSR across various cultural and economic environments would improve the generalizability of the findings. Comparative analyses across different countries or regions could illuminate the impact of local factors on CSR strategies and contribute to the development of universal CSR frameworks. Finally, assessing the long-term effects of CSR on organisational performance, employee satisfaction, and community well-being could provide valuable insights for organisations aiming to refine their CSR strategies and attain more sustainable outcomes.
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