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Abstract

Purpose — The purpose of this study is to investigate the link between corporate social responsibility
(CSR) and the amount of trust customers have in Somali Islamic banks. Furthermore, the role of gender in
CSR activities and Islamic bank clientele is evaluated.

Design/methodology/approach — Throughout February and March 2022, 410 clients of Islamic banks
in Somalia were surveyed using a questionnaire. The partial least squares approach and the structural
equation model are applied to examine the data.

Findings — Findings indicate that all variables of CSR activities, such as social product, social legal,
social needs, social environment and social employees’ responsibility, are influential and significant
predictors of trust in Islamic banks in Somalia. Gender inequalities moderate the relationship between
social product, social needs, social environment, social employee and trust. Conversely, only social legal
responsibility was unaffected by gender differences in Somalia regarding people’s trust in Islamic banks.

Practical implications — A sample from a developing country such as Somalia is useful for shedding
light on the outcomes of consumers’ perceptions of and trust in businesses’ CSR in the developing world.
Furthermore, this study contributes to knowledge regarding CSR and how it can help the Islamic banking
industry. Its findings will be useful to policymakers and regulatory bodies in the banking industry in their
efforts to improve CSR.

Originality/value — To the best of the authors’ knowledge, this study is the first empirical investigation of
its kind about the understudied relationship among customer trust, CSR efforts and gender in Somalia
context. Furthermore, it investigates how gender specifically moderates CSR in the Islamic banking
sector in a developing country.

Keywords Gender inequality, Trust, Corporate social responsibility, Islamic banks, Somalia

Paper type Research paper

1. Introduction

Corporate social responsibility (CSR) has been the focus of research and a major topic of
discussion among academics and policymakers for more than a decade (Ahmad et al,
2022; Elgadi and Ghardallou, 2022; Hassan et al., 2023; Lu et al., 2021; Nave and Ferreira,
2019; Shah and Khan, 2020; Zainuldin and Lui, 2021). According to the Commission of
European Communities (CEC, 2001), CSR is defined as a proactive notion in which
corporations, outside of their legal requirements, incorporate social and environmental
considerations into their operations and relationships with consumers. Therefore,
implementing CSR properly in the banking industry increases consumer trust and the
frequency with which they use banks’ services (Dell’Atti et al., 2017; Forcadell and Aracil,
2017; Gangi et al., 2019; Laguir et al., 2021; Pérez and del Bosque, 2015; Uslu and
Sengln, 2021). It should be noted that financial collapses have radically altered the
operations and expectations of worldwide financial sectors (Notteboom et al., 2021), and
Islamic banks are not immune to this. They have become a prominent topic of research
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among scholars in different fields of finance (Oladapo et al., 2022; Hussien et al., 2019;
Muda et al., 2019; Said et al., 2017; Alam et al., 2015). This was primarily due to the rising
lack of trust in financial institutions (Jureviciene and Skvarciany, 2013) and the damage
done to the prestige of several banking institutions (Changchit et al., 2020; Malaquias and
Hwang, 2016). Trust is an intricate phenomenon that has been and continues to be
investigated through various economic, psychological and sociological perspectives and
on multiple fronts (Fulmer and Gelfand, 2012). Trust assumes that all parties involved in the
company will adhere to the norms of acceptable behaviour in the face of uncertainty. Thus,
trust is a tactical aspect that enables any bank and the wider financial system to retain
operational consistency and integrity (Aljarah et al., 2020; Kartika et al., 2020; Laguir et al.,
2021; Shahid et al., 2022; Shaw, 2014). Adopting and communicating CSR is one way to
increase trust in the banking industry (Roberto et al., 2012).

CSR in Islamic banking operates within the institutional framework defined by Islamic rules,
tenets, restrictions and standards. Islamic banking conforms to a unique paradigm with well-
defined guidelines for moral behaviour and careful investment strategies. The institutional
structure of Islamic banking prohibits explicitly immoral actions that impede social and
economic progress. This novel structure compels businesses to operate in accordance with
both human reason and divine guidance. Shariah, which incorporates Islamic ethics and
finance, is the authoritative source of guidance and governance for Islamic banks, ensuring
compliance with its guiding principles in their day-to-day operations (Zafar and Sulaiman,
2020). Five distinctive characteristics distinguish Islamic banking from its conventional
counterparts. These include underlying principles and beliefs, the provision of interest-free
products and services, regulations on Islamically permissible transactions, an emphasis on
social and developmental objectives and increased Shari’ah Supervisory Board oversight
(Haniffa and Hudaib, 2007). Therefore, Islamic institutions are required to act in accordance
with these five qualities derived from both Shari'ah and commercial ethics as economic and
social organizations. Thus, the observance of Shari'ah principles distinguishes Islamic
institutions and influences their approach to CSR. The Islamic ethical framework not only
governs their financial activities but also affects their societal and environmental
responsibilities. This unique Islamic context necessitates an in-depth understanding of CSR
within Islamic banking institutions and their commitment to societal welfare.

CSR provides banks with a way to advance their “image” or social and economic standing,
credibility and sustainability in the wider community (Quick and Inwinkl, 2020; Pérez and del
Bosque, 2015), in addition to a strategy for corporations to provide details that might
establish their credibility with all parties (Hur et al., 2020; Abu Zayyad et al., 2021). Prior
research on the connection between CSR and confidence is subdivided into two
categories. The first section comprises studies of CSR in banks (Tahri and EI Khamlichi,
2019; Dorasamy, 2013). The majority of studies have either investigated the link among CSR
and notions like reputation, performance and satisfaction (Ali et al., 2023; AIAjmi et al.,
2023; Kabir and Chowdhury, 2023; Ghardallou and Alessa, 2022; Sobhani et al., 2021;
Paluri and Mehra, 2018), the scale of trust (Bogel, 2019) or moderating role of CEO tenure
and education in the nexus of CSR and performance (Ghardallou, 2022). The second
section has explored the relationship between customers’ perceptions of CSR and
confidence in various industries, including banking (Bugandwa et al., 2021; Ajina et al.,
2020; Pratihari and Uzma, 2019; Fatma et al., 2015; Zaman and Nadeem, 2019; Sindhu and
Arif, 2017). The results of previous research indicate that a company’s reputation for social
responsibility influences public confidence in the organisation. Studies frequently draw the
conclusion that banks must engage in CSR to enhance their reputation, bolster customers’
confidence (Fatma et al., 2015) and restore the faith that economic downturns generally
undermine (Sobhani et al., 2021).

On the other hand, one could argue that CSR activities which can either raise or dent
confidence of customers in a bank may vary depending on gender. However, no study has
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yet looked at how gender may moderate the link between CSR actions and consumers’ trust
in the Islamic banking sector. Based on existing available research on the disparities
between genders in how clients receive information and behave (Jones et al., 2017), as well
as promoting ideas (Sharma and Kiran, 2012), there are robust arguments favouring the
contention that gender-balanced CSR initiatives guide customers’ trust in banks. Banks will
find this information particularly helpful in their efforts to retain and satisfy clients and to
develop appropriate strategies for gaining customer trust. Given the aforementioned gap in
our knowledge, the following questions are asked: Is there any relationship between CSR
and consumers’ trust? Does gender influence the link between CSR and clients’ trust in
Islamic banks?

In an attempt to address these questions, this study empirically investigates the nexus
among CSR, customer’ trust and gender in people’s relationships with Somalia’s Islamic
banks. In the light of Somalia’s ongoing turnaround from instability and conflict, the CSR
scenario in the Somalia’s banking sector is still evolving and garnering considerable
academic interest. As a result, this study is exceptionally unique in the context of Somalia.
Since the beginning of time, Somalia has been a patriarchal nation in which men hold the
majority of power and women confront significant restrictions and gender-based challenges
(UNDP, 2022). The promotion of gender equality has made strides in recent years, but
significant obstacles still persist because of prevalent societal dynamics and gender roles
influenced by culture, which is in turn shaped by Islamic principles and nomadic values.
Thus, this study provides an intriguing context for examining the gender dimension in
relation to CSR and trust in Islamic banking, thereby providing a novel perspective on the
topic. In addition, this country was selected due to the fact that Somalia’s Islamic financial
services sector has experienced one of the highest rates of growth over the past decade,
and it currently has 13 Islamic banks, making the study more relevant (Warsame, 2016).
This kind of expansion has the potential to boost public acceptance of Islamic banking in
terms of its products and services. It is crucial to have empirical data on the link between
Islamic banks’ CSR activities and clients’ trust. The ability of Islamic banks to better
comprehend these interactions will assist managers and policymakers in providing better
services, sustaining customer relationships and expanding their global market share.

This study’s significance is supported by two distinct reasons. First, trust and CSR activities
moderated by gender have gotten very little, if any, consideration in the settings of nations
that are developing, particularly in the African context. Therefore, the most recent study on
this subject is Bugandwa et al.’s (2021) study, which focused solely on trust and CSR in the
African banking sector. Wilson (2007) suggests that the paucity of CSR-based studies may
be partially justified by a perplexing reasoning that leads some researchers to assert that
developing nations are unable to endure the high standard of CSR used by their advanced
economies counterparts. This study demonstrates that CSR studies are applicable in
developing nations, particularly in Africa and Somalia, where an active financial industry is
emerging. Second, this study focuses on Somalia, a country where armed conflict, a
lengthy period of poor economic governance and other political conflicts have jeopardised
the normal functioning of the financial system as well as eroding confidence in the banking
industry. Consequently, CSR may enable consumers to identify themselves with banks and
demonstrate greater confidence in them.

Therefore, this study also contributes to the knowledge in two ways. First, following Carroll
(1991), we conceptualise CSR from the standpoint of banking consumers using a
multidimensional scale. Even though the criteria used in this study have been identified in the
literature, the needs of society, product and employee responsibilities have been overlooked
or not addressed in developing nations in Africa, especially Somalia. Thus, this study aids
African CSR research. We demonstrate that banking CSR demands customer-centric
financial goods and services that add value. Banks must create and manage financial
services to attract customers. Thus, this study enhances Bugandwa et al. (2021) research on
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respecting the consumer’s perspective and increasing the possibility of meaningful and
implementable ideas. Second, we use gender as a moderating factor of CSR activities in the
Islamic banking sector. By examining CSR practises in this gender-dynamic, cultural and
religious context this study adds to the literature on CSR in Islamic banking and illuminates
how CSR initiatives affect male and female consumers’ trust-building processes. Thus, this
study will be first of its kind to initiate all financial institution associates to refocus their
evaluations of banks on CSR and become demanding about ecological and social issues,
gender equality, respectable labour and other ethical issues. Stakeholder demands may
cause banks to rethink how they perform. Finally, a study of this kind will help both
academics and practitioners concentrate their CSR investments and efforts more efficiently
and understand what is happening in the developing world. The study will further aid Islamic
banks in Somalia and policymakers in shaping their CSR strategies, increasing consumer
trust and promoting gender-inclusive practises in the financial sector.

2. Literature review
2.1 Theoretical background and hypothesis development

On the subject of what defines CSR, there is a wide range of literature (Aguinis and Glavas,
2012; Dahlsrud, 2008). Certain groups think of CSR as a one-dimensional concept
(Brammer et al., 2007; Goll and Rasheed, 2004; Lichtenstein et al., 2004; Vitell et al., 2010;
Wang et al., 2008). To emphasize that CSR is only presented in one dimension, the most
important instances in the area of CSR and Islamic banking are the asserted CSR programs
of Islamic banks (Dusuki and Abdullah, 2007; Maulan et al., 2016; Mostafa and EISahn,
2016) and specific social-led funding used as a stand-in for CSR (Menne, 2016). This
approach’s primary flaw is that it does not fully define the scope of CSR (Turker, 2009).
However, many authors support the multi-dimensionality of CSR (EI Akremi et al., 2018;
Fatma et al., 2014; Gallardo-Vazquez and Sanchez-Hernandez, 2014). The research in the
context of CSR and Islamic banking also heavily promotes the authors’ claim about the
multifaceted nature of CSR (Zafar et al., 2022; Amran et al., 2017; Aribi and Arun, 2015;
Belal et al.,, 2015; Darus et al., 2014; El-Halaby and Hussainey, 2016; Nobanee and Ellili,
2016; Platonova et al., 2018).

The Carroll (1979) model, sustainable development (van Marrewijk, 2003) and descriptive-
stakeholder theory (Donaldson and Preston, 1995; Freeman, 1984) are examples of valid
multi-dimensional theories. These three solid theories on the multifaceted nature of CSR have
been put out in a number of earlier research, and their authors have thoroughly examined
both their strengths and weaknesses (Fatma et al., 2014; Pérez et al., 2013; Turker, 2009).
The most important is Carroll’s (1979) model of CSR, which divides responsibility into four
categories: economic, legal, ethical and discretionary or charitable. Basic economic units in
society are the commercial institutions. Therefore, producing goods and services and making
a profit from their sale constitutes business’s main obligation. This presumption is the basis
for the other duties. Businesses also have a duty to uphold the laws that have been
established by society as guidelines for how economic activities should be conducted.
Beyond what is required by law, the society also has ethical expectations of corporate
entities. These ethical obligations, however, are not well defined and differ amongst
civilizations. Last but not least, a company’s decision to take on discretionary or philanthropic
responsibilities is entirely voluntary; these roles are motivated solely by a company’s desire to
fulfill a social responsibility; they are not mandated by law and are not even typically
expected to fall under the area of ethical responsibility. Soon after, Aupperle et al. (1985)
provided the first empirical support for this paradigm, and it has since been acknowledged in
several additional empirical investigations (Maignan, 2001; Maignan and Ferrell, 2000).

The Carroll CSR model, however, has also come under harsh criticism from the authors; chief
among its flaws is the fact that it does not distinguish between the business components that
are considered to be economically and socially beneficial. It is a well-known truth that
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corporations are formed for commercial and financial gain; in this instance, the economic
component should be viewed as the main motivation for the organization’s existence rather
than its obligation to the community (Turker, 2009, p. 413). Similarly, in a broader sense, CSR
illustrates the function of corporations in society that extends beyond just commercial
interests (Eells and Walton, 1974, p. 247). Pérez et al. (2013, p. 464) note that while the
Carroll model shares similarities with and deviates from solely focusing on the economic
component, which is considered one of its drawbacks. This perspective aligns with other
authors who have merged its dimensions, such as Podnar and Golob (2007), who combined
the ethical and philanthropic aspects. Although Carroll views generosity as a choice, the
Islamic notion views it as a social obligation and believers are obliged to engage in charitable
and philanthropic acts regardless of personal preference (Awang et al., 2018).

Both exchange theory and shareholder theory are based on the interaction between CSR
and trust. According to stakeholder theory, an institution is “a group or an individual who
can impact or be impacted by the accomplishment of the organisation’s mission” (Freeman,
1984, p. 46). Consequently, companies must be able to create connections and desires
with different parties or groups to get the desired return (Freeman et al., 2004).
Entrepreneurs anticipate that by becoming involved in socially responsible activities, they
will meet the requirements of stakeholders more effectively by obtaining their commitment
and trust. Social exchange theory emphasises the connections among stakeholders and
organisations so that businesses are seen as forums for valid and trusted transactions
(Cropanzano et al., 2002). Companies engaging in social responsibility activities will be
advantageous to various stakeholders, and as a result, client trust will improve (Kang and
Hustvedt, 2014).

The importance of theories such as Carroll's model, stakeholder theory and social
exchange theory in the Somali Islamic banking industry is due to their capacity to offer a
framework for recognising and assessing the distinct dynamics of CSR practices and their
influence on consumer trust in this particular setting. Carroll's CSR approach, which
categorises responsibilities into economic, legal, ethical and discretionary domains, is very
applicable in the Somali Islamic banking sector. This model serves to delineate the varied
societal obligations imposed on organisations, particularly Islamic banks. Islamic banks in
Somalia must have a thorough awareness of the cultural and religious norms that influence
community expectations. This knowledge is essential for them to effectively fulfil their roles
and responsibilities in the realm of CSR. Furthermore, by analysing the discretionary or
philanthropic endeavours undertaken by Islamic banks, we can get valuable understanding
of their impact on the socio-economic development of Somalia. Furthermore, within the
specific context of Somalia, where community bonds and connections hold great
importance, stakeholder theory provides valuable perspectives on how Islamic banks
engage with and address the requirements and anticipations of diverse stakeholders.
Through the identification and analysis of stakeholders in the Somali Islamic banking
business, such as Islamic bank consumers, we may get insight into the intricate web of
relationships that impact CSR practices and results. Comprehending this concept is crucial
for Islamic banks to establish confidence and credibility within their populations. Lastly,
social exchange theory highlights the mutual and reciprocal aspects of social interactions,
proposing that individuals and organisations participate in exchanges with the goal of
maximising their advantages. Within the Somali Islamic banking sector, where trust is of
utmost importance, the application of social exchange theory allows for an analysis of how
CSR initiatives contribute to the development and sustenance of trust between Islamic
banks and their clientele. Through active participation in socially responsible initiatives,
Islamic banks can bolster their standing and goodwill, cultivating trust and loyalty among
their clientele.

Therefore, in the context of Somali Islamic institutions, it is crucial to comprehend these
theoretical perspectives on CSR. It assists in situating the study on CSR activities,
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consumer trust and gender within Somalia’s distinctive cultural and religious context. By
incorporating these theories into the study’s design, this research aims to contribute to the
existing literature on CSR in the Somali Islamic banking industry and cast light on the
interplay between CSR, trust and gender in this particular context.

2.1.1 Corporate social responsibility. Zheng et al. (2022) depicted CSR in the banking
sector as the obligation to help societies and communities improve how they operate, with
respect to the environment, charitable causes, community projects, etc. It is expected of
venture capitalists and entrepreneurs to pay a fair wage to their employees, engage in
sound and ethical business practices and make a solid contribution to society’s well-being.
CSR responsibility generally refers to business efforts to save the environment through
better banking operations, such as products or services, but also improving people’s or
certain social groups’ lives and living standards. Banks are expected to now engage in
issues of sustainability and not just making a profit or business expansion.

Recent studies by Abdelmoety et al. (2022), Ahmad et al. (2022), Hassan et al. (2023),
Laguir et al. (2021), Li et al. (2022), Miralles-Quirds et al. (2019), Park (2019), Sana (2020)
and Zainuldin and Lui (2021) on CSR activities in various industries have attracted a great
deal of academic and policymaker interest. CSR theory has a long and extensive history,
with its roots in the Industrial Revolution. According to Barauskaite and Streimikiene (2021)
and Sharma (2019), CSR refers to the dedication of corporations to society-building
initiatives that go beyond their immediate business activities and profits. CSR denotes a
firm’'s accountability to a wide range of stakeholders, including its customers, suppliers,
workers and the public at large. Based on Ahmad et al. (2022), it is viewed that CSR
balances and combines business operations by using social, environmental and economic
considerations in such a way that benefits both individuals and societies. The thought of
CSR revolves around the interaction between commercial and social interests. For instance,
if Islamic banks are viewed as doing well for societies and communities, for example,
through the process of Zakat, they will find more support for their products and services.
Research conducted by Japutra et al. (2016) and Shin and Thai (2015) confirmed that CSR
assists with establishing a better image and public relations for a business entity, which
stems from fulfilling what clients expect and demand, and when this occurs, the “good
name” of a corporation will be spread.

On the client side, CSR activities are geared towards accomplishing well-being, altering
buyer behaviour and producing perfect customer trust in finance and banking firms. CSR
activities also aim to improve customers’ well-being and alter people’s attitudes to Islamic
banks (Shin and Thai, 2015; Japutra et al., 2016). On the other hand, trust has been
conceptualised in various ways in some studies. As stated by Choi and La (2013), trust is
confidence, faith or probability of an expected outcome regarding the credibility of an
exchange between partners that lead to guarantees of credibility, experience and intention.
In an effort to differentiate between trustworthiness and trust, Serdeshmukh et al.’s (2002)
model was a multifaceted one with which incorporated several behavioural techniques of
trustworthiness to investigate its impact on client trust. In their theoretical framework,
trustworthiness is viewed as a means of activating trust, as it is defined as encompassing
behaviours that demonstrate an incentive to honour customers’ interests.

2.1.2 Social product responsibility and trust. The nexus between socially responsible
products and trust should be favourable. According to Salmones et al. (2005), socially
responsible businesses can build client confidence by providing and establishing socially
responsible goods and services. Clients’ positive perceptions of a company will rise if they
observe banks or businesses making efforts to enhance social responsibility and
accountability (Kang and Hustvedt, 2014). Given that asymmetrical information can be harmful
to customers’ welfare, it is anticipated that clients will view all their financial transactions with
the firm as honest and comprehensible. Offering a socially responsible commodity enables
users to engage in transactions they are familiar with (Bugandwa et al., 2021). According to
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these perspectives, product liability permits consumers to protect themselves from careless or
reckless behaviour and over-indebtedness related to the financial banking system and
strengthens the sense of trust between banks and their customers. Industries that are
perceived as providing sustainable products will enjoy several benefits over those that do not:
“consumer perceptions of other valued attributes, which in turn impact product choice and
customer trust” (Luchs et al,, 2010, p. 19). According to a study involving six commercial
banks in the Democratic Republic of the Congo, social product responsibility has a positive
and substantial effect on client trust. Consequently, banks that develop and offer diverse items
rooted in social responsibility are more likely to instil client confidence (Bugandwa et al., 2021):

H1. Social product responsibility positively affects customers’ trust.

2.1.3 Social legal responsibility and trust. Bugandwa et al. (2021) examined the connection
between social legal responsibility and trust in a survey answered by 300 participants from
six commercial banks in the Democratic Republic of the Congo. Their study revealed that
social legal responsibility is crucial and greatly helps bank clients’ trust. User’s confidence
will increase when banks adhere to their own policies, procedures and national legislation
and regulations. It suggests that banks are able to enhance their long-term activities and
safeguard their funds against uncertain risks. As stated by Carroll (1991, p. 41), “legal
responsibilities represent a view of codified ethics in that they embody the fundamental
concepts of fair operations as established by legislators”. Clients may have more faith in
banks that comply with their requests because they are deemed more able to protect
deposits. Therefore, the CSR’s legal component is anticipated to increase client confidence
(Choi and La, 2013). Consequently, the legal obligation of Islamic banks is viewed as a
strategic advantage that enables them to obtain the backing of regulatory bodies and
weather macroeconomic recessions, in addition to demonstrating to customers that banks
are preserving their investments. With this in mind, the following hypothesis is posited:

H2. Social legal responsibility exerts a positive effect on customers’ trust.

2.1.4 Social needs responsibility and trust. Social needs responsibility refers to a superior
comprehension of the necessities of customers to improve their lives. Businesses must assign
resources to improve a specific community or, indeed, the wider society (Mandhachitara and
Poolthong, 2011). What a financial institution offers is more likely to improve its clients’
interests and, as a result, have a direct impact on people’s quality of life. Customers will react
favourably to social responsibility programs if they are successful and meaningful, thus
encouraging people to buy the institution’s services (Fatma and Rahman, 2016). Clients will
decide to conduct all of their financial dealings with one particular institution they are familiar
with and have a huge amount of confidence in. It is thought that financial institutions have the
greatest social responsibility because they must ensure what they offer to people are truly
reflective of what they want. This ensures sustained, solid ties between the company and its
clients. Consequently, communication and mutual comprehension will increase confidence
among the parties; “clients who communicate closely with suppliers are likely to value the
value provided and the expenses incurred by suppliers” (Tuli et al., 2007, p. 14). The
responsibility of supplying social necessities does have positive and significant influence on
client trust in banks (Bugandwa et al., 2021). Likewise, Kang and Hustvedt (2014) asserted
that clients’ positive evaluation of banks increases their trust in these institutions. This leads to
the following hypothesis being put forward:

H3. Social needs responsibility activities positively influence customers’ trust.

2.1.5 Social environmental responsibility and trust. According to prior studies, there is a
positive link between environmental social responsibility and trust. According to Pellizzoni
(2005), financial institutions that put money into resolving environmental issues will earn the
trust of various stakeholder and activist groups. This mainly relates to banks wanting to
curtail all adverse publicity, actions and consequences that stakeholders may experience,
but not all such adverse circumstances can be avoided. Banks that invest in environmental
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activities are viewed as having an altruistic attitude, which demonstrates that in addition to
their own self-interest, they are motivated by environmental and social welfare concerns
(Barron, 2001). So, banks share the same interests as their clients and societies in saving
the environment for the enjoyment of current and the next generations (Orlitzky et al., 2011).
Here the relevant hypothesis is put forward:

H4. Social environmental responsibility activities positively influence customers’ trust.

2.1.6 Employees’ social responsibility and trust. Social responsibility as carried out by
workers covers all aspects to do with employment and equipping workers who are given the
resources necessary to effectively deal with customers and people in the wider society.
Trust and workers’ social duties are thought to be positively correlated. The internal
marketing theory states that salespeople and how they do their jobs are positively
correlated with client trust in the vendor, which in turn is strongly positively correlated with
customer trust in the company (Bugandwa et al., 2021). Hence, workers who engage with
customers in an ethical way will earn clients’ trust because they are seen to act in the latter’s
interests (Choi and La, 2013). This translates into customers having trust in the staff who
work in the banking sector (McShane and Cunningham, 2012). Research conducted in the
Democratic Republic of the Congo investigated the nexus between CSR and trust in the
banking sector. It found that investing more in workers’ social responsibility activities has a
significant influence on client confidence and a corporation’s bottom line (Bugandwa et al.,
2021). The fifth hypothesis is documented here:

H5. Social employee responsibility activities positively influence customers’ trust.

2.1.7 Moderating impacts of gender on corporate social responsibility dimensions and cus-
tomers’ trust. The distinctions between the genders in terms of their behaviours and habits
have been extensively examined on numerous topics, with major theories trying to
understand the discrepancy. Gender roles are largely the result of social and biological
factors. The link between gender disparities and CSR has been studied. Numerous CSR-
based research on gender differences contend that women tend to behave more
sustainably and with greater ethical and environmental responsibility than men (Alonso-
Almeida, 2013; Aouina Mejri and Bhatli, 2014). Research conducted by Panwar et al. (2010)
demonstrates that gender differences are evident in terms of social responsibility.
According to the survey by Smith et al. (2001), women are more interested in corporate
moral responsibility than men. Moreover, in the survey performed by Elias (2004),
compared to male students, female students considered that social responsibility was more
crucial to effectiveness both before and after bankruptcies. The questionnaire answered by
908 customers of an Italian bank regarding their CSR expectations reported that the mean
assumptions of men and women did not significantly vary, although women reported higher
mean values than men (Calabrese et al., 2016). On the other hand, the CSR discussions in
the developing countries are continuously developing and attracting significant scholarly
interest as these nations continue their transition away from instability and lack of
development towards more sustainable and inclusive economic transitions (Dobers and
Halme, 2009). Prior studies analysed gender discrepancies in CSR expectations. However,
the moderating impact of gender discrepancies on CSR aspects and client trust in the
banking industry, and more precisely, Islamic banks, is lacking. In the context of Somalia as
a Muslim majority nation, this research is unique. In addition, culturally in Somalia, men have
been holding onto power for centuries, and women have faced obstacles because of this
power dynamic (UNDP, 2022). While there has been progress in recent years towards
gender equality, substantial barriers remain due to entrenched societal dynamics and
gender roles created by culture, which in turn are affected by Islamic ideals and nomadic
traditions. Thus, this research offers a fresh viewpoint on the problem by offering a
compelling setting in which to investigate the role of gender in the relationships between
CSR and trust in Islamic banking. Bugandwa et al. (2021) wrote that more evidence is
required to determine how gender influences the relationship between CSR and people’s
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trust in banks. Consequently, this study will analyse the moderating effect of gender
differences in CSR as it applies to Islamic banks in Somalia. The following hypothesis is
posited to answer this question:

H6. Gender has a moderating effect on CSR and customers’ trust in Islamic banks.

2.2 Empirical studies

On the other hand, the previous empirical studies conducted in the context of developing
countries in Africa, particularly Somalia, have not concentrated on the role of gender in the nexus
of CSR and customer’s trust in Islamic banks. A study carried out in Somalia investigated the
impact of brand loyalty and customer satisfaction on the quality of Islamic banking services
provided there, as well as the mediating function that trust plays. According to a study that
polled 370 consumers of Islamic banks in the Somalian towns of Mogadishu and Hargeisa, trust
is a key factor in whether or not customers continue to use Islamic banking’s various products
(Barre et al., 2023). Another study assessed the indices of business performance, such as
turnover and profitability, and the variables that contributed to the success of these institutions to
determine if the informal financial institutions in Somalia are successful. The study made use of
an empirical survey in which information was gathered from both the owners and customers of
Somalia’s informal financial institutions. According to the study’s findings, mutual trust is thought
to play a crucial role in the development of Somalia’s informal financial institutions (Nor, 2012).
The research examined how social responsibility and corporate governance impacted the
financial performance of banks in Mogadishu, Somalia. The results of the study show that
corporate governance had a significant influence on the financial performance of the banks in
Mogadishu, Somalia, whereas CSR had a nonsignificant impact (Abdulle, 2020). The study
concentrated on how Islamic microfinance impacted small and medium-sized enterprises in
Mogadishu. The survey concluded that one of the challenges for small company businesses is a
lack of customer and bank trust (Abdi and Uluyol, 2022). Therefore, this study will fill this gap by
investigating the link between CSR and the amount of trust customers have in Somali Islamic
banks. Furthermore, gender plays a role in CSR activities.

Empirical studies relating trust to CSR have combined research methodologies in which a
generated index of CSR is meant to reflect the gauge of trust. Such a technique depends on
interpretations of how various CSR dimensions affect institutional trust. Consequently, a
significant contribution made by this study is its examination of how each CSR component
affects trust. Gender plays a moderating role as it may lead to improved managerial
strategies regarding CSR and generate more confidence in what a bank does (see Figure 1).

3. Methodology
3.1 Data collection process and sampling design

Using a designed questionnaire strategy, the research collected data from relevant people
(Kelly, 2000), and this meant direct administration of the questionnaire to a bank’s clients in
Somalia. The study was only performed among clients who had used the bank’s services for
a minimum of one year, as they would have a greater understanding of the bank and be
able to ascertain both CSR activities and trust. The survey was done within the bank’s
branches and head office. To prevent bias or being identified in their responses,
participants were guaranteed that their comments would be kept completely confidential
and anonymous (Podsakoff et al., 2003). The first method was implemented after the study
team received formal permission to use it with clients. In this manner, customers were kept
informed while they awaited a service. If the formal authorisation was not granted, a second
method was applied. Surveyors were stationed throughout the bank and met with clients
after they had completed a transaction. From 10 February 2022 to 2 March 2022, a 20-day
survey was conducted. The study team distributed 450 questionnaires, of which 410 were
handed back after ongoing checking.
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Figure 1 Framework of the study
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3.2 Measurement scale and variables

Previously validated scales were adapted to assess the primary construct of interest. We
used five-point Likert scale measures that allowed responders to indicate how much they
concur with the statement from 1 to 5, which signified “strongly disagree” and “strongly
agree”, respectively. This is because trust was used to gauge trustworthiness (Sirdeshmukh
et al, 2002). The constructs of CSR were measured using 13 items adopted from
Bugandwa et al. (2021) and categorised into five themes: product responsibility, legal
responsibility, social needs responsibility, environmental responsibility and employees’
social responsibility. Specifically, we applied the SmartPLS3 software program that was
devised by Ringle et al. (2015). An ethics committee reviewed the questionnaire, and it was
subjected to a pre-test study before it was finalised. After designing the questionnaire, it
was first tested in a pilot survey consisting of 40 clients from three banks to ensure the
questions were valid, made sense and could be answered. The sample banks are selected
based on a criterion of the biggest Islamic banks that operate in all regions in Somalia.
According to the bank scope database, there are 13 full-fledged licensed Islamic banks in
Somalia. For the sake of consistency in the research sample, Islamic banks that do not
operate in all regions in Somalia are excluded.

3.3 Data analysis methods

The partial least squares-structural equation model (PLS-SEM) method was a good fit for
this study and especially to validate the model since it is sophisticated enough to evaluate
the projecting power of the model (Sarstedt et al., 2017). PLS-SEM has been effectively
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applied in other research done on the banking industry (Avkiran and Ringle, 2018; Avkiran
etal., 2018).

4. Results and data analysis
4.1 Descriptive statistics and correlation analysis

Descriptive statistics, according to Cooksey (2020), refer to the mean values of research
variables as they apply to participants. These variables were subdivided into mean and
standard deviation. According to Table 1, the mean and standard deviations were: social
product responsibility (mean = 3.59, SD = 0.86), social legal responsibility (mean = 3.02,
SD = 0.920), social needs responsibility (mean= 2.78, SD = 0.979), social environmental
responsibility (mean = 2.61, SD = 0.962), employees’ social responsibility (mean = 2.77,
SD = 0.991), trust (mean = 3.87, SD = 0.598) and gender (mean = 1.35, SD = 0.477). The
descriptive statistics reveal a high response rate because all of the variable’s results are
above average. In the inter-construct correlation study, Table 1 reveals that the correlation
among social employees and social environment (0.699) is the largest but still achieves a
level of acceptability as recommended by Cooksey (2020). As the values are under the rule
of thumb, there is no multicollinearity concern (Hair et al., 2017). Alternatively, the variance-
inflated factor and tolerance were evaluated to investigate the inter-item correlations,
revealing that correlation between all items is less than 5, following Tabachnick et al. (2013).
Therefore, the correlation analysis reveals there is no problem.

4.2 Assessment of the measurement and structural model

This study was undertaken using a two-way methodology consisting of a measuring model
and structural model analysis. Using these techniques, the measurement model helped to
ascertain the model’s validity and reliability. In contrast, the structural model was analysed
using the bootstrap method.

4.3 Assessment of the measurement model

The measurement model was assessed using several parameters (Figure 2). Internal
consistency reliability was inspected using Cronbach’s alpha (CA) and composite reliability
(CR). As shown in Table 2, they all exceeded the benchmark of 0.70 (Hair et al., 2017),
strongly suggesting acceptable reliability amongst the indicators. It is important to note here
that in reflective measurement model, indicators must be interrelated to portray substantial
outer loading values (Hair et al, 2017). Convergent validity was evaluated by average
variance extracted (AVE), which should be above 0.5; indicator loadings, which should be
greater than 0.6; and CR, which should be above 0.70 (Hair et al., 2017; Hair et al., 2020). In
this study, as shown in Table 2, convergent validity was achieved as all these thresholds were
achieved.

Table 1 Correlation analysis and descriptive statistics

Constructs Mean SD SPR SLR SNR SER SMR TRS GDR
Social product resp. 3.5951 0.8626 1

Social legal resp. 3.0211 0.9207 0.364** 1

Social Needs Resp. 2.7866 0.9797 0.241** 0.674** 1

Social environ. resp. 2.6183 0.9626 0.244** 0.442** 0.517** 1

Social employee resp. 2.7789 0.9911 0.314** 0.570** 0.510** 0.699** 1

Trust 3.8721 0.5981 0.307** 0.155** 0.243** 0.137** —0.011 1

Gender 1.35 0.477 —0.007 -0.017 0.005 0.091 —0.021 0.220** 1

Notes: **0.01 threshold of significance for correlation (two-tailed)
Source: Created by authors
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Figure 2 lllustration of the measurement model
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Table 2 Synopsis of the measurement model

Constructs Items Loadings Cronbach'’s alpha Composite reliability AVE

Social environment SER1 0.916 0.854 0.908 0.767
SER2 0.931

Social legall SLR1 0.873 0.827 0.895 0.740
SLR2 0.852
SLR3 0.857

Social employee SMR1 0.831

SMR2 0.921
SMR3 0.873

Social needs SNR1 0.914 0.715 0.873 0.775
SNR2 0.845
Social product SPR1 0.835 0.839 0.903 0.757
SPR2 0.883
SPR3 0.891
Trust TRSH 0.726 0.907 0.923 0.571
TRS2 0.839
TRS3 0.754
TRS4 0.795
TRS5 0.790
TRS6 0.743
TRS7 0.770
TRS8 0.667
TRS9 0.702

Source: Created by authors

4.4 Discriminant validity

According to Ab Hamid et al. (2017), discriminant validity refers to the level to which
constructions vary from one another. Due to its great sensitivity in detecting correlation
concerns, the heterotrait-monotrait (HTMT) ratio was used to evaluate the discriminant
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validity (Voorhees et al., 2016). The HTMT rule of thumb value is 0.90. Thus, if the HTMT
value is less than 0.90, then there is no correlation issue. Table 3 reveals that the total
correlations amongst all the variables were lower than the threshold. This confirmed there
was adequate discriminant validity.

4.5 Assessment of model fit

This paper uses model fit to evaluate the model’'s overall validity based on three factors.
This consists of the standardised root mean square residual (SRMR) Chi-square, as well as
the normed fit index (NFI). According to Hair et al. (2020), the threshold value is 0.080,
whereas SRMR levels for the saturated and estimated models are 0.075 and 0.075,
respectively. The NFI value for both the saturated and appraised models amounts to 0.727,
which is close to the benchmark value of 0.90, thus demonstrating a superior match.
Additionally, the Chi-square values for the saturated model and the predictable model are
1196.69 and 1196.69, respectively. The findings confirm that the model meets the
requirements for conducting this research, as indicated in Table 4 below.

4.6 Assessment of the structural model

The structural model may be used to test our hypotheses if the measurement model is
acceptable. To examine the structural model, Stone-Q?, Geisser's coefficient of
determination (R?) and path coefficients were used. These were obtained using the PLS-
SEM method based on SmartPLS 4. Following Streukens and Leroi-Werelds’' (2016)
recommendation for the PLS-SEM context, the boot-strapping method was carried out
using 10,000 randomly generated sub-samples to increase the degree of accuracy. This
was done to assess the statistical significance of the route coefficients. The model fits the
data well in the SRMR, with a value of 0.073, below the cutoff of 0.08 (Henseler, 2017; Hu
and Bentler, 1998). Last but not least, the R? coefficients show that the modelled constructs
explain a significant portion of trust variance, which is at a reasonable level considerably of
0.21 (Cohen, 1992). The value of Q% is 0.28, indicating that the model has predictive
relevance.

Table 3 Heterotrait-monotrait (HTMT) ratio

Constructs Social employee Social environment Social legal Social needs Social product Trust

Social employee

Social environment 0.831

Social legal 0.672 0.534

Social needs 0.649 0.672 0.872

Social product 0.373 0.293 0.438 0.311

Trust 0.175 0.230 0.308 0.330 0.423

Source: Created by authors

Table 4 Assessment of model fit

Criterias Saturated model Estimated model
SRMR 0.075 0.075
d_ULS 1.172 1.172
d_G 0.493 0.493
Chi-Square 1,196.691 1,196.691
NFI 0.727 0.727

Source: Created by authors
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Table 5 showed that the path coefficients (8) and t-value for the direct influence. It should
be noted that all the direct hypotheses tested in this study were significant, and hence,
supported. Specifically, hypothesis H7 demonstrates that social product responsibility is
significantly associated with trust in Islamic banks in Somalia (8 = 0.347; t = 5.643; p = <
0.01). The hypothesis is therefore supported. The outcome for hypothesis H2 indicates that
social legal responsibility has a significant association with trust in Islamic banks in Somalia
(B=0.119; t = 1.72; p = 0.044). It is also highlighted that this link may be influenced by
other variables. Furthermore, hypothesis H3 anticipated that social need responsibility is
positively associated with trust in Somalia’s Islamic banks. The outcome (Table 5, Figure 3)
demonstrated that social need responsibility had a significant link with trust in Islamic banks
(B=0.184, t = 3.182, p<0.01), hence confirming the hypothesis supported. Regarding the
influence of social environment responsibility on trust in Islamic banks in Somalia, the results
(Table 5, Figure 3) suggested a significant association between social environment
responsibility and trust in Islamic banks (8 = 0.132, { = 2.126, p = 0.018). Thus, H4
hypothesis was also supported. Likewise, Hypothesis H5 anticipated that employees’ social
responsibility is positively associated with trust in Somalia’s Islamic banks. As illustrated in
Table 5, there was a significant positive association between employees’ social
responsibility and trust in Islamic banks in Somalia (8 = 0.240, t = 1.924, p = 0.029),

Table 5 The outcome of the structural model

Hypothesis path Coef. SE t-value p-value LLCI ULCI Decision

Social product — trust 0.347 0.062 5.643 0.000 0.217 0.423 Supported
Social legal — trust 0.119 0.069 1.724 0.044 0.016 0.208 Supported
Social needs — trust 0.184 0.058 3.182 0.001 0.098 0.282 Supported
Social environment — trust 0.132 0.062 2.126 0.018 0.053 0.238 Supported
Social employee — trust 0.240 0.125 1.924 0.029 0.137 0.335 Supported

Source: Created by authors
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meaning that this particular hypothesis is supported. Therefore, all variables of CSR
activities proved to be influential in determining the trustworthiness of its Islamic banks in
Somalia.

4.7 Moderating analysis

After assessing the direct impact of this study, the indirect influence was analysed by using
gender as a moderator of the relationship between CSR activities and trust in Islamic banks
in Somalia. As shown in Figures 4 and 5, as an outcome of this interaction, the % improved
from 21% to 31%.

The findings reported in Table 6 suggest gender moderates the association between CSR
activities and Islamic banks’ trustworthiness in Somalia. As shown by the data, this indicates
that gender does to some extent affect the perception of CSR operations and people’s
confidence in Islamic banks in Somalia. Specifically, gender moderates the link between
social product and trust (8 = 0.428, t = 4.107, p = <0.001), social need and trust (8 =
0.263, t=2.150, p = 0.017), social environment and trust (8 = 0.210, t = 2.116, p = 0.018)
and social employee responsibility and trust (8 = 0.337, t = 2.466, p = 0.008). However,
only social legal responsibility was unaffected by gender in Somalia regarding clients’ trust
in Islamic banks (8= —0.186, t = 1.406, p = 0.081).

All the significant interactions were plotted in the interaction plot (Figure 6), as recommended
by Dawson (2014). Considering the steepness of the gradient, the figures indicated that
gender played a significant role in influencing these relationship.

5. Findings and discussions

Based on the analysis undertaken in this study, the results show that the model satisfies the
criteria established here. Trust in Islamic banks in Somalia is significantly and positively

Figure 4 Moderating effect (PLS algorithm)
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Figure 5 Moderating effect (bootstrapping)
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Table 6 Results of the moderating effect of gender

Confidence intervals

Relationships Coef. SE t-value p-value LLCI ULCl Decision
Gender x social environment — trust 0.210 0.099 2.116 0.018 0.051 0.343 Supported
Gender x social product — trust 0.428 0.104 4107 0.000 0.297 0.594 Supported
Gender x social legal — trust —0.186 0.132 1.406 0.081 —0.392 —0.001 Not supported
Gender x social employee — trust 0.337 0.137 2.466 0.008 0.145 0.516 Supported
Gender x social needs — trust 0.263 0.122 2.150 0.017 0.068 0.468 Supported

Source: Created by authors

related to social product responsibility. This was in line with earlier research like Bugandwa
et al. (2021), who discovered that social product responsibility had a positive and
significant influence on clients’ trust. Banks that create and offer a variety of products
anchored in social responsibility are more likely to inspire customers’ trust and confidence.
In addition, the outcomes displayed a significant and positive link between social legal
responsibility and trust in Islamic banks. This outcome is in line with work by Choi and La
(2013) which highlighted the importance of social legal responsibility and how it affects
bank customers’ trust. This illustrates how users’ confidence would rise when banks abide
by their own rules and those of the nation’s government. Furthermore, as predicted by the
hypotheses, a positive relationship between social needs responsibility and trust in
Somalia’s Islamic banks was discovered. Our findings corroborated earlier findings like
those of Bugandwa et al. (2021) and Kang and Hustvedt (2014), who observed that the
fulfilment of social demands has been shown to have a positive and significant influence on
client trust in the banking industry. It was also emphasised that it is effective to use positive
assessment to change customers’ perceptions, which also increases their trust in a bank.
As our hypotheses further predicted, employees’ social responsibility is positively related to
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Figure 6 | Moderating graphs
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trust in the Islamic banks, which echoes other research by Choi and La (2013), McShane
and Cunningham (2012) and Bugandwa et al. (2021). They discovered that workers’ social
responsibilities improve customers’ trust in the banking industry positively and significantly.
By investing more in employees’ responsibilities, a corporation greatly improves customer
trust in its business in a socially acceptable way.

However, our research further showed a connection between social environmental
responsibility and consumer trust in Islamic banks in Somalia. This finding is in agreement
with the work of Orlitzky et al. (2011) and Barron (2001), which found that the financial
institution with the highest level of trust is the one that promotes care for the environment.
This relationship is facilitated by the compatibility of Islamic banking practises with Somali
consumers’ beliefs, such as disclosing environmental impact assessments, the
establishment of openness and accountability, the improvement of reputation and the
power of word-of-mouth marketing. Islamic banks will probably see an increase in
consumer trust as they continue to put social environmental responsibility first, which will
encourage long-term relationships and sustainable growth in the financial sector. It is also
important to note that Somalia is prone to devastating weather conditions and precarious
climate that, at times, can devastate some of the most crucial sectors, such as livestock and
agriculture. It is a country routinely beset by either extreme drought or floods, leading to
famine and much infrastructure dislocation. Thus, the country’s financial institutions should
feel obligated to finance environment-related operations with or without any form of
government assistance and collaboration.

Our findings on the moderating influence of gender show that its differences attenuate the
association between social product and trust, social need and trust, social environment and
trust and employees’ social responsibility and trust. However, only social legal duties were
unaffected by gender variations in Somalia regarding clients’ faith in Islamic banks. This
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means that clients have little faith that Islamic financial institutions in Somalia will adhere to
both protective and non-protective laws pertaining to banking. Social legal duties include
adherence to Shariah principles, obedience to ethical standards and compliance with legal
requirements. Thus, this particular finding could imply that Somali customers, of either
gender, view these duties as essential elements of Islamic banking without noticing any
appreciable distinctions. Prior studies have investigated the effect of CSR activities on client
trust in Islamic banks (Shin and Thai, 2015; Japutra et al., 2016; Kang and Hustvedt, 2014;
Bugandwa et al., 2021). For instance, according to Shin and Thai (2015) and Japutra et al.
(2016), CSR efforts promote financial well-being, eco-friendly initiatives which influence
consumer buying behaviour and build customer trust in finance and banking organisations,
while social legal duty is vital and increases bank clients’ trust. Social product accountability
has a good and large effect on client trust (Bugandwa et al., 2021), and socially responsible
companies will benefit stakeholders and increase client trust (Kang and Hustvedt, 2014).
Therefore, it is evident from the study, findings that gender disparities moderate the
association between CSR activities and trust in Somalia’s Islamic banks. Consequently, this
study helps to strengthen the currently weak theoretical framework in CSR operations and
provides a guide for comprehending what trust in Islamic banks in Somalia and abroad
looks like. Lastly, this study’s synthesis expands our understanding of CSR activities and
contributes to the current literature on this subject. This work serves as a foundation for
future research and invites more academic arguments to further refine the proposed
hypotheses and how they can be evaluated in developing economies.

The banking industry in Somalia and other developing nations is recommended to invest heavily
in CSR activities and meet the needs and expectations of their customers. Receptive banks can
do more than just offer formal services and should help impoverished clients through charitable
or philanthropic initiatives. The role of banks in reducing poverty in underdeveloped countries is
to function as an economic and social development agent. They should be doing more to assist
their consumers of services and the wider population if they want to gain a great level of trust
and confidence. Trust underpins banking services. Customers will not continue with
transactions with their bank if they cannot deliver what people want.

Investing in CSR will boost banks’ reputations in developing nations, especially Somalia. In
post-conflict Somalia, where public faith in the banking system has plummeted in recent times,
the government must find some way to devise measures to alleviate this scepticism about
banks so that customers trust their services. In a nation with harsh and repeated drought
seasons, starvation and political/economic insecurity, responsible bank actions, including
planting trees, ensuring water supplies on a massive scale and being involved in environmental
awareness programmes, are essential. Access to loans must be simplified so that people can
safeguard their properties or lands. This requires a large-scale and real commitment of
Somalia’s Islamic banks to social responsibility and requires an overhaul of both the tax system
and preventing unfair competition. It can also be achieved through the bank’s unique attention
to its products and services, such as guaranteeing clients the right to withdraw their money at
any time (savings security) and properly clarifying lending and borrowing restrictions. Social
responsibility requires banks to embrace customer-focused social strategies by offering
affordable healthcare and education loans. The bank should also strive to meet its workers’
needs, such as a safe working environment, good pay and training as needed. Banks must
convey their socially responsible operations convincingly to the public if their business is to
survive as a trusted brand. Communication about the achievements of the banks’ CSR
programmes can be done through social media channels such as Facebook and Twitter,
which will demonstrate the level of commitment that banks have to important issues.

Lastly, it is suggested that bank managers and policymakers focus on building relationships
with various stakeholders throughout Somalia. One of the primary characteristics of bank
trust is each bank’s engagement with local players, including the government, big
enterprises and other banks (stakeholder orientation), but this must be compatible with
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people’s trust and what they want from CSR initiatives. This means the banks can only
acquire customers’ trust if and when they invest in community projects. Banks could form
strategic agreements with microfinance institutions to expand financial inclusion. This would
lessen end-of-month bank line-ups, boost customers’ perceptions of a bank’s sense of fair
play and compassion and strengthen the bank’s collaboration with other economic
stakeholders in the community.

7. Conclusions

CSR in the banking sector increases client trust and usage. CSR enables banks to preserve
their social and economic standing, their legitimacy and their sustainability. Hence, it is
essential to boost CSR efforts to increase clients’ confidence in Islamic banks in Somalia
and other developing nations. This research looked at the influence of CSR efforts on
customers’ trust in Islamic banks, as well as the moderating effect of gender on trust. This
study found that social product responsibility, social legal responsibility, social need
responsibility, social environment responsibility and employees’ social responsibility are
positively associated with customers’ confidence in Somalia’s Islamic banks. On the other
hand, gender variations modified the interaction between social product, social need and
employees’ social responsibility and social environment responsibility regarding trust.
Nevertheless, only social legal duty did not moderate gender in Somalia when it came to
having trust in Islamic banks. This discovery is particularly significant because it occurred in
a developing nation where research on CSR and trust is scarce. Banks that focus on
delivering all CSR obligations to consumers and society at large usually offer customer-
focused services and products, which can ensure the success of a market-oriented
management style. In this way, they can address clients’ requirements and improve their
overall economic and social well-being.

7.1 Theoretical implications

This study expands upon stakeholder and exchange theories within the realm of theoretical
implications. In this way, fill the knowledge gap by trying to enhance our understanding of
the relationship between the CSR initiatives and trust among customers of Islamic banking in
Somalia, a developing sub-Saharan African nation. It is worth noting that CSR applications
are relatively scarce in this particular context. Therefore, the use of stakeholder theory
provides valuable insights into the strategies that Islamic banks might use to enhance their
interactions with diverse stakeholders, such as consumers, to cultivate trust by means of
CSR initiatives. Moreover, the utilisation of exchange theory aids in conceptualising trust as a
mutually beneficial association between financial institutions and clientele, emphasising the
significance of CSR in cultivating this trust.

One notable addition of this study is its investigation of the specific effects of different
components of CSR, such as social products, social legal, social needs, social
environment and employees’ social responsibility, on customers’ trust. The meticulous
examination of data aids both managers and researchers in grasping the particular
dimensions of CSR that exert the greatest impact on trust. Moreover, through the
investigation of the moderating influence of gender, this research expands our
understanding of the impact of social variables on trust dynamics within the banking
industry. The expansion of stakeholder and exchange theories not only broadens their
scope of application but also presents new opportunities for future research. Subsequent
inquiries could potentially examine additional moderating factors, such as age or
educational attainment, to offer a more all-encompassing perspective on the process of
trust formation within this particular setting. Thus, the findings of this study have potential
implications for other industries and explore how similar ideas and theories could be
adapted or applied in diverse organisational contexts.

SOCIAL RESPONSIBILITY JOURNAL | VOL. 20 NO. 7 2024



7.2 Practical implications

This study has two main practical implications. Firstly, it offers valuable information to
policymakers who are involved in decision-making processes. Secondly, it provides
actionable insights specifically tailored for Islamic banking institutions that are functioning
within the context of Somalia.

The empirical evidence presented in the study reveals a definitive correlation between CSR
initiatives and the level of trust exhibited by customers in the Islamic banking sector in Somalia.
This finding holds significant implications for policymakers. The above statement emphasises
the need to formulate policy interventions that are informed by accurate information and are in
accordance with the genuine demands and preferences of customers. Policymakers have the
potential to facilitate the engagement of Islamic banks in socially responsible activities that truly
benefit society by customising legislation to promote CSR projects that align with the values
and preferences of the local community. The synchronisation of policy and practise would
enable banks to enhance their ability to establish confidence, creating a favourable
atmosphere for both financial institutions and their clientele.

This study provides various practical insights that Islamic banking institutions in Somalia
can extract. The study highlights the significant influence that Islamic banks can exert on
clients’ daily lives and their commitment to Islamic principles. Therefore, it is imperative for
banks to recognise their role not only as providers of financial services but also as
contributors to the overall welfare of their clients and the community. Furthermore, the study
suggests that allocating resources towards socially responsible initiatives yields benefits in
the form of increased customer loyalty and trust. Therefore, it is imperative for bank
management to properly spend resources to provide support for programmes that
showcase a strong dedication to the broader community. Developing and cultivating
strong, enduring relationships with consumers is of utmost importance, as this will enhance
trust and foster loyalty in the long run.

7.3 Limitations and scope of future research

The research has certain limitations. This study focuses on the banking sector; thus, similar
theoretical frameworks and concepts could be applied to different industries such as retail
or service. The participants are restricted to users of Islamic banks in Somalia. Thus, future
studies should involve a large number of Islamic finance and banking industry stakeholders
with larger samples. This could result in more precise and accurate outcomes, and if a
comparison with other regions or countries is made. Additional moderator variables, such
as level of education, age and income, should be considered in future research.
Furthermore, other studies should determine the group-specific differences using the
multigroup analysis. Despite the data being gathered by a questionnaire survey, it would
have been more comprehensive if interviews were also conducted so that qualitative data
was added to the quantitative set of answers. Adopting alternative methods or combining
them will provide much more complete evidence that the results are valid. In addition, using
other methods and software’s apart from SEM and SMART-PLS should be used by future
studies. The study also suggests that future studies should conduct longitudinal research,
where the data will be collected at different points in time.
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