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From traditional roots to digital bytes: Can
digitalizing ESG improves Ghanaian rural banks’
brand equity through stakeholder engagement,
and customer loyalty?
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Abstract: This study examines the impact of Digitalized Environmental, Social, and
Governance (DESG) practices on rural banks in Ghana, focusing on their relationship
with stakeholder engagement, customer loyalty, brand equity, and financial perfor-
mance. The study collected data from 724 respondents, including bank customers
and officials. The study finds that DESG practices directly and positively affect rural
banks’ brand equity using Partial Least Squares Structural Equation Modeling (PLS-
SEM). Additionally, stakeholder engagement indirectly and positively mediates the
relationship between DESG and brand equity. Meanwhile, customer loyalty signifi-
cantly mediates DESG and brand equity, and the combination of stakeholder
engagement and customer loyalty jointly and significantly mediates the relation-
ship between DESG and brand equity. Furthermore, DESG and brand equity indirectly
and significantly impact rural banks’ financial performance during the study. These
results underscore the essential role of digitalizing ESG practices in enhancing
banks’ brand equity and overall performance. As a result, the study recommends
that rural banks invest in digital infrastructure and platforms to enable effective
stakeholder engagement, customer loyalty programs, and ESG reporting.

Subjects: Environmental Economics; Finance; Business, Management and Accounting;
Industry & Industrial Studies;

Keywords: digital transformation: ESG practices; brand Equity; stakeholder engagement;
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1. Introduction
The importance of environmental, social, and governance (ESG) factors in promoting sustainable
and responsible business practices is increasingly recognized by companies worldwide. Financial
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institutions, particularly banks, play a significant role in promoting sustainable economic develop-
ment in the communities they serve. In Ghana, rural banks are a vital part of the country’s
financial system, providing essential banking services to rural communities. However, many rural
banks face challenges in maintaining customer loyalty and brand equity due to limited access to
technology and resources.

To address these challenges, this study investigated how rural banks could leverage the digita-
lization of ESG practices to enhance their brand equity and financial performance. The banking
sector’s crucial role in promoting sustainable economic development has been emphasized by
many researchers, such as Lins et al. (2017). According to Demirguc-Kunt and Levine (2000), banks
provide essential financial services for businesses and individuals to grow and develop in rural
communities. Adopting ESG practices can help banks reduce their environmental impact, improve
social outcomes, and ensure good governance, as highlighted by Deloitte (2020). There has been
a growing interest in recent years among researchers in how banks’ ESG practices affect their
brand equity globally. Deloitte (2020) defines brand equity as the integration of environmental,
social, and governance concerns into banks’ operations and decision-making processes. Experts
such as Carroll and Shabana (2010) and Goddard (2017) have highlighted the increased demand
from banks’ stakeholders for ESG practices to achieve ethical and socially responsible behavior.

Rural areas often have trouble accessing financial services, so rural banks are essential for
promoting financial inclusion and helping rural areas grow (Goddard, 2017). Despite facing various
challenges, such as limited access to digital financial services, rural banks in Ghana have the
potential to enhance service delivery and increase financial inclusion by digitalizing ESG practices
(Durugbo & Amankwah-Amoah, 2019). Studies have shown that ESG performance positively
impacts brand equity, which can contribute to a company’s financial performance by attracting
new customers and retaining existing ones (Ajour El Zein et al., 2019; Puriwat & Tripopsakul, 2022).
Additionally, the role of stakeholder engagement and customer loyalty in mediating the relation-
ship between ESG practices and brand equity has been recognized by several studies (Puriwat &
Tripopsakul, 2022).

Only a little research has been done on how ESG practices and brand equity work together in
rural Ghanaian banks. Nevertheless, findings from studies in emerging markets have suggested
that ESG disclosure is positively associated with a firm value (Aboud & Diab, 2018; Behl et al., 2022;
Y. Li et al,, 2018). In developing countries like Ghana, there is mounting evidence of the positive
impact of corporate social responsibility (CSR) on customer loyalty (G. K. Amoako, 2017; Anlesinya,
2016; Hussainey & Al-Najjar, 2012; Manokaran et al., 2018) Kotsantonis et al. (2016) and Tantawi
et al. (2012) demonstrated that the integration of ESG practices could improve a bank’s reputation
and brand equity. There still needs to be more research on how digitalization affects ESG practices
in rural banks, especially in developing countries like Ghana, despite the increasing significance of
ESG practices in the banking industry.

Ackah et al. (2014) and KPMG (2019) revealed that rural banks in Ghana are essential for rural
development and ensuring that underserved communities have access to financial services.
Nevertheless, these banks need more infrastructure and resources, making it hard to reach out to
their customers (Cobbinah et al., 2020). Digitalization can make rural banks more efficient and help
them reach more people, which can help them improve their ESG practices and serve their stake-
holders better (Domeher et al., 2014; Jibril et al., 2020; Mensah, 2017; F. A. Sarpong et al., 2022). With
the help of digital technologies, rural banks can learn about their customers’ needs and preferences
and tailor their services to meet those needs. This helps Ghana and other African countries develop
sustainably. Rural banks in Ghana are becoming more aware of digitizing their environmental, social,
and governance (ESG) practices to stay competitive and improve their brand equity. Digital technology
integration into ESG reporting processes is one common strategy rural Ghana banks use (Xia, 2022).
This includes using digital platforms to collect and analyze data on crucial ESG metrics like carbon
emissions and waste management practices (Appiah-Konadu et al.,, 2022).
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It is not just digitalization that can help rural banks in Ghana improve their ESG practices and
brand equity, but also stakeholder engagement. Researchers have shown that stakeholder
engagement significantly shapes a bank’s ESG practices and brand equity (Werther & Chandler,
2005). Stakeholder engagement involves a company’s interactions in response to the needs and
expectations of its stakeholders, such as customers, suppliers, regulators, and local communities
(Archie & Carroll, 2014). For rural banks in Ghanag, it means engaging with their stakeholders to
understand their needs and expectations better. Using digitalization to improve stakeholder
engagement through new communication channels and real-time feedback mechanisms
(Tandon et al., 2020), rural banks in Ghana can strengthen their ESG practices and brand equity
while better serving their stakeholders.

Along with digitalization and stakeholder engagement, customer loyalty is essential to improv-
ing ESG practices and brand value in Ghana’s rural banks. Studies in developing countries like
Ghana have shown that corporate social responsibility (CSR) positively impacts customer loyalty
(Hussainey & Al-Najjar, 2012). As such, rural banks in Ghana must strive to incorporate ESG
practices into their CSR strategies to improve customer loyalty and enhance their brand equity.
By leveraging digitalization and stakeholder engagement to understand better and respond to the
needs and expectations of their customers, rural banks can build strong relationships with their
customers and establish a loyal customer base. This can, in turn, enhance the bank’s reputation
and brand equity, leading to increased profitability and sustainability. In short, incorporating ESG
practices into CSR strategies and prioritizing customer loyalty is essential for rural banks in Ghana
to remain competitive and achieve long-term success.

This study contributes to the knowledge of how rural banks in Ghana can remain competitive
and sustainable by exploring the relationship between the digitization of ESG and brand equity and
its impact on financial performance. While previous studies conducted in Ghana on ESG focused on
SMEs, this study fills the gap within the Ghanaian setting. There is no study conducted on
digitalizing ESG among Ghanaian banks. The study further conducted a comparative analysis
using the four main sectors of Ghana. This enabled the researchers to understand how digitalizing
ESG could enhance the brand equity and financial performance of rural banks. The study’s main
findings were obtained through a reliable PLS-SEM method, revealing a positive effect of digital ESG
practices on rural bank brand equity in Ghana. The study focused mainly on rural areas due to their
limited access to technology in implementing ESG, especially within the banking sector. This can
lead to efficient and effective operations, resulting in cost savings and improved profitability. For
example, implementing a digital system for environmental risk management can help rural banks
identify and address potential environmental issues, reducing the risk of financial losses associated
with environmental damage. This study highlights the importance of stakeholder engagement and
customer loyalty in enhancing brand equity through digital ESG practices. The study focuses on the
impact of digitalization on ESG practices in rural banks in a developing country like Ghana. By
examining this topic, the study contributes to the existing literature on the impact of digital ESG
practices on brand equity. The study’s results offer valuable insights for rural banks, policymakers,
and stakeholders on the importance of digitalizing ESG practices to promote financial inclusion and
support rural development. Thus, this study can be a practical guide for organizations looking to
improve ESG practices and brand equity through digitalization.

The study comprises five main parts to facilitate readers’ comprehension of the research
process. In the second part, the researchers review prior studies related to the topic to establish
a strong foundation. The third section details the researchers’ methodology and offers insight into
their strategy. In the fourth part, the researchers present and analyze their findings, revealing the
influence of digital ESG practices on brand equity in rural banks. Lastly, in the concluding part, the
researchers summarized the study based on their findings, providing significant guidance for
policymakers, stakeholders, and rural banks seeking to enhance their ESG practices and brand
equity.
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2. Literature review

2.1. Conceptual framework

To better understand the impact of the digitalization of environmental, social, and governance
(ESG) practices on brand equity in rural banks in Ghana, a conceptual framework combining
stakeholder theory and a customer-based brand equity model can be employed. The Brand
Equity Model, initially proposed by Aaker (1991), posits that strong brand equity can lead to higher
brand loyalty and a more favorable brand image, resulting in increased sales and market share.
The model implies that digitalizing ESG practices in rural banks could positively impact brand
equity, increasing customer loyalty and stakeholder engagement. This notion is supported by
prior research, indicating that stakeholder engagement and customer loyalty can mediate brand
equity through digitalizing ESG practices. Adopting such a framework can offer valuable insights
into implementing digital ESG practices in rural banking in Ghana and promote sustainable devel-
opment in the region.

Furthermore, the Stakeholder Engagement and Customer Loyalty Mediation Model suggest that
stakeholder engagement mediates the relationship between ESG practices and customer loyalty.
According to Zumente and Bistrova (2021) and Archie and Carroll (2014), stakeholder engagement
positively impacts brand equity and customer loyalty. The stakeholder theory posits that organiza-
tions have multiple stakeholders, and their actions affect various stakeholders, including custo-
mers, employees, suppliers, shareholders, and the community. The customer-based brand equity
model emphasizes the importance of customer loyalty and engagement in creating brand equity.
By combining these models, this study explores the impact of digital ESG practices on brand equity
in rural banks in Ghana. It uses a robust and reliable PLS-SEM method to analyze data and finds
a positive effect of digital ESG practices on rural bank brand equity in Ghana. The study highlights
the importance of stakeholder engagement and customer loyalty in improving brand equity
through digitalizing ESG practices.

As we move towards a more digital world, the importance of environmental, social, and
governance (ESG) practices has increased. Deloitte (2020) highlights the significance of ESG
practices in creating value for stakeholders and establishing a strong brand image. In the context
of rural banks in Ghana, integrating ESG practices through digitalization can influence stake-
holders’ perceptions and engagement with the bank. This engagement, in turn, can impact the
level of customer loyalty and the overall brand equity of the bank. Research has shown that
corporate sustainability and ESG performance positively impact brand equity (Agus Harjoto &
Salas, 2017; Alcaide Gonzdlez et al., 2020).

Additionally, stakeholder engagement has positively impacted brand equity (Sartori et al., 2012;
H. M. D. Wang, 2010). ESG disclosure has also been found to positively impact firm value, an
essential component of brand equity (Lokko et al., 2021). These findings suggest that digitalizing
ESG practices in rural banks can positively impact their brand equity, particularly through the
mediating roles of stakeholder engagement and customer loyalty. By combining the brand equity
model and the stakeholder engagement and customer loyalty mediation model, we have
a comprehensive framework for studying how the digitalization of ESG practices impacts the
brand equity of rural banks in Ghana. This framework enables us to explore how stakeholder
engagement and customer loyalty mediate the relationship between the digitalization of ESG
practices and brand equity. Figure 1 illustrates this framework.

ESG practices positively impact rural banks’ brand equity by creating customer loyalty and
stakeholder engagement. Incorporating ESG practices into marketing and branding strategies
can enhance customer loyalty. Increased stakeholder engagement builds trust and a positive
reputation for the bank, boosting its brand equity. In Africa, ESG practices promote sustainable
development and responsible corporate behavior (Hussainey & Al-Nagjjar, 2012). In Ghana, ESG
practices help rural banks establish their brand and differentiate themselves in a competitive
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Figure 1. Conceptual
framework.
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market. Digitization makes it easier for rural banks to track and report ESG performance and
engage with stakeholders and customers on ESG issues. This has been clearly illustrated in
Figure 1. The framework explains the research hypotheses and the theory that guides their
formulation.

2.2. Conceptual review

2.2.1. Digitization of ESG of rural banks

Digitizing rural banks has become more critical in recent years because it can help more people
access money, promote sustainable development, and improve the quality of financial services
(Nayak, 2018). Digital technologies like mobile banking, online payments, and digital wallets can
help underserved communities access financial services (Adejumo et al., 2020; Nguyen et al., 2020;
Singh & Malik, 2019). This is especially true in rural areas with few bank branches. The digitalization
of rural banks in Africa and Ghana can boost financial inclusion, promote sustainable development,
and enhance the quality of financial services (Abor et al., 2022). However, the slow adoption of
digital technologies, particularly in remote areas, is a significant challenge due to the need for
more necessary infrastructure like reliable electricity and internet connectivity.

Additionally, lower levels of financial literacy in rural areas can make it difficult for customers to
effectively use digital banking services (Adejumo et al., 2020). Balancing the adoption of new
technologies with the preservation of traditional banking practices and values is another challenge
for rural banks. They must ensure that digitization does not lead to a loss of personal interaction
with customers, which is a crucial aspect of rural banking (Appiah & Gabrielsson, 2023). Digital
transformation is revolutionizing rural banking in Ghana and other African countries. Rural banks
can overcome geographical barriers and reach underserved communities by adopting digital
technologies such as mobile banking, online payments, and digital wallets. This leads to improved
financial inclusion and reduced costs for low-income customers (Nguyen et al., 2020). However,
rural banks must ensure that digital services are user-friendly and accessible to people with low
digital literacy, especially in remote areas.
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Stakeholders, particularly investors, and customers, are increasing pressure on businesses to be
more open and responsible. Hence, environmental, social, and governance (ESG) policies have
gained significance. Digitalization is one strategy that may be used to improve ESG procedures by
facilitating more efficient data collection, management, and distribution. According to KPMG
(2019), digitalizing ESG processes may benefit a company’s reputation, brand value, and financial
performance. Research demonstrates that organizations that digitalize ESG procedures appeal
more to sustainability-minded investors and consumers (Jung & Park, 2022). In addition, digitiza-
tion may enhance the openness and accountability of ESG reporting, resulting in increased
stakeholder participation and consumer loyalty. By effectively using digital tools and technology,
firms may fulfill the rising need for ESG transparency and produce favorable business results.

According to Rastogi et al. (2022) and Ayakwah et al. (2021), digitalization can enhance the
brand equity of rural banks in Ghana by improving their sustainability performance, transparency,
and stakeholder engagement. The use of digital technology may also enable these banks to
understand better and meet their customers’ preferences and expectations, resulting in increased
customer loyalty, as noted by C. J. Wang (2019). However, there are still challenges to be
addressed. Given the complexity and diversity of ESG data, it can be challenging to collect and
maintain accurate, trustworthy, and current data, as highlighted by Bansal and Pruthi (2021).
Moreover, organizations must ensure that their ESG practices align with their values and goals
while also understanding digital technology’s potential biases and limitations, as suggested by Liu
et al. (2020).

At rural banks in Ghana, the link between digitalizing ESG practices and brand equity is made
through stakeholder involvement and customer loyalty. Digital transformation may promote
stakeholder involvement, enhancing the firm’s reputation and brand equity (). Moreover, ESG
disclosure is favorably related to customer happiness, leading to greater customer loyalty (X. Li
et al., 2021). The use of digital technology in environmental, social, and governance (ESG) practices
may increase stakeholder participation and consumer happiness, hence enhancing brand equity
(X. Li et al., 2021; Malik et al., 2020; Pina & Dias, 2021; Wahyuni et al., 2020).

2.3. Empirical review

ESG practices directly affect a bank’s brand equity by encouraging customer loyalty and stake-
holder participation. ESG practices are becoming more critical as rural banks in Ghana try to build
their brand and stand out in a very competitive market. These hypotheses aim to examine the
possible influence of digitization of ESG practices on the brand equity of rural banks in Ghana,
along with the mediating roles of stakeholder involvement and customer loyalty. This study’s
results will shed light on the significance of ESG practices in the financial sector, especially for
rural banks in Ghana, and how digitization might boost their brand equity.

2.3.1. Digitalization of Environmental, Social, and Governance (ESG) practices positively affects
brand equity

In support of this idea, many studies have been done to show that ESG practices have a positive
effect on brand equity. Puriwat and Tripopsakul (2022) discovered that in both established and
developing markets, ESG performance had a favorable impact on brand equity. They observed
that ESG performance enhances the brand perception and consumer trust, increasing brand
equity. Moreover, Ben Salah and Ben Amar (2022) and Niu et al. (2022) discovered that business
sustainability had a beneficial effect on brand equity. Their research revealed that businesses that
participate in sustainable activities are viewed as socially responsible and dependable, which
ultimately helps to improve their brand equity, customer retention, and stakeholder participation.
As rural banks in Ghana attempt to create their brand and distinguish themselves in
a competitive market, ESG practices are becoming more crucial. These hypotheses aim to
examine the possible influence of digitization of ESG practices on the brand equity of rural
banks in Ghana, along with the mediating roles of stakeholder involvement and customer loyalty.
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This study’s results will shed light on the significance of ESG practices in the financial sector,
especially for rural banks in Ghana, and how digitization might boost their brand equity.

Similarly, Zhou (2022), Lestari and Adhariani (2022), and Laboure et al. (2021) discovered that
environmental, social, and governance (ESG) disclosure had a favorable impact on the value of
a company. They observed that ESG disclosure results in increased openness and accountability,
which have a beneficial effect on the brand equity of companies. According to these results, rural
Ghana banks’ digitization of ESG practices would favorably impact their brand equity. The digitiza-
tion of ESG practices may assist rural banks in enhancing their operational transparency and
accountability, reputation, and consumer confidence. This will have a beneficial effect on their
brand equity. Thus, the research hypothesized:

H, Digitalization of Environmental, Social, and Governance (ESG) practices of Rural Banks has
a positive effect on their brand equity in Ghana.

2.3.2. Stakeholder engagement mediates the relationship between the digitalization of ESG
practices and brand equity

Recent research has shown how vital stakeholder involvement is to a company’s brand equity
growth. It has been found that high levels of stakeholder engagement are suitable for brand
equity, while low levels of participation may hurt it. For instance, Archie and Carroll (2014) and
Sartori et al. (2012) demonstrated that stakeholder participation significantly influences brand
equity, increasing perceived brand value in developed markets. Similarly, Bhamra et al. (2018)
discovered that a company’s environmental, social, and governance (ESG) performance, particu-
larly in the areas of environmental and social responsibility, can enhance its image, build consumer
trust, and lead to higher brand equity in both established and developing markets.

Also, Puriwat and Tripopsakul found in 2012 that ESG disclosure in developing African markets
can positively affect business value, which is linked to better brand equity. The study shows how
important it is for stakeholders to help African businesses build brand equity. Additionally, Goddard
(2017) and Xia (2022) noted that financial inclusion, a form of stakeholder involvement, positively
impacts rural development in Ghana. This research highlights the importance of involving stake-
holders such as consumers and communities to support economic growth and development,
which can be tied to the brand equity of rural banks in Ghana. These studies suggest that
stakeholder participation, including ESG performance and financial inclusion, can significantly
impact a company’s brand equity (Liu et al., 2020, 2022). In particular, high levels of stakeholder
involvement have been shown to benefit rural banks’ brand equity in Ghana. Therefore, companies
should prioritize engaging their stakeholders and implementing socially responsible practices to
enhance brand equity.

H, Stakeholder engagement mediates the relationship between the digitalization of ESG practices
and the brand equity of Rural Banks in Ghana.

2.3.3. Customer loyalty mediates the relationship between the digitalization of ESG practices
and brand equity

The third study hypothesis says that digitalizing environmental, social, and governance (ESG)
activities in Ghana’s rural banks may affect customer loyalty, affecting brand equity. Several
studies have shown that customer loyalty is the link between corporate social responsibility
(CSR) and brand value. In the hotel industry, Kim and Lee (2015) discovered that customers who
saw a hotel as socially responsible were more loyal, which benefited the company’s brand equity.
Similarly, Bansal and Pruthi (2021), Zameer et al. (2019), Ajour El Zein et al. (2019), Guan et al.
(2021), and T. Tran et al. (2022) found that CSR engagement by banks boosted customer loyalty,
which was associated with more significant brand equity.
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Moreover, Africa-specific research has established the link between consumer loyalty and brand
equity. According to Agyei-Boapeah (2020), Appiah-Konadu et al. (2022)‘s study in Nigerian banks,
customer loyalty has a substantial impact on brand equity. Appiah-Konadu et al. observed in
Ghana that more significant customer satisfaction led to increased customer loyalty, which
positively affected a bank’s brand equity. In addition, Appiah and Gabrielsson (2023) and Agus
Harjoto and Salas (2017) discovered a significant correlation between customer loyalty and the
profitability of rural banks in Ghana. Our results highlight the significance of building customer
loyalty to enhance the success and growth of rural banks in Ghana and imply that customer loyalty
may positively impact their brand equity.

Hs : Customer loyalty mediates the relationship between the digitalization of ESG practices and
the brand equity of Rural Banks in Ghana.

2.3.4. Stakeholder engagement and customer loyalty jointly mediate the relationship between
the digitalization of ESG practices and the brand equity

The fourth study hypothesis argues that stakeholder engagement and customer loyalty jointly
moderate the association between the digitalization of environmental, social, and governance
(ESG) practices and brand equity of rural banks in Ghana. This hypothesis posits that the positive
impacts of digitizing ESG practices on brand equity may be mediated through stakeholder engage-
ment and customer loyalty.

Recent research shows that stakeholder engagement and consumer loyalty may affect the link
between corporate social responsibility (CSR) and brand equity. For instance, K. Amoako and
Boateng (2022) and X. Li et al. (2021) discovered that CSR initiatives were more likely to result in
loyal consumers valuing the bank’s interaction with stakeholders, enhancing brand equity.
Similarly, Malik et al. (2020) found that in the hotel industry, consumers who saw hotels as socially
responsible and engaged with stakeholders were more loyal, increasing brand equity. Researchers
such as Ackah et al. (2014), Adu and Okyere (2017), and Agyei-Boapeah (2020) investigated the
impact of the digitalization of ESG, stakeholder engagement, and customer loyalty on the brand
equity of Nigerian banks in an African environment. According to their study, stakeholder engage-
ment and customer loyalty significantly influence Nigerian banks’ brand equity. These results imply
that stakeholder participation and customer loyalty also impact the brand equity of rural banks in
Ghana.

Additionally, Anlesinya (2016), Appiah-Konadu et al. (2022), and Ayakwah et al. (2021) did
research in Ghana to investigate the impact of customer satisfaction and stakeholder participation
on customer loyalty in the banking industry. High levels of customer satisfaction and stakeholder
engagement led to increased customer loyalty, which had a favorable impact on the bank’s brand
equity, as shown by the findings. Together, these studies indicate that stakeholder engagement
and consumer loyalty may jointly function as mediators between ESG practices and brand equity.
In conclusion, the results corroborate the hypothesis that stakeholder engagement and customer
loyalty mutually moderate the link between the digitalization of ESG practices and brand equity in
rural banks in Ghana.

H, : Stakeholder engagement and customer loyalty jointly mediate the relationship between the
digitalization of ESG practices and brand equity of Rural Banks in Ghana.
2.3.5. Digitization of ESG and brand equity improves financial performance

The last hypothesis says that rural banks are more likely to do well financially if they put ESG and
brand equity first, use digitization initiatives, and encourage stakeholder participation and

Page 8 of 37



Sarpong et al., Cogent Business & Management (2023), 10: 2232159 O;K-: cogent Py b us | Nness & mana ge me nt

https://doi.org/10.1080/23311975.2023.2232159

customer loyalty. This idea is backed up by studies showing how digitization improves the perfor-
mance of rural banks in various ways.

First, digitization may improve banks’ environmental, social, and governance (ESG) performance
by making tracking and reporting environmental, social, and governance (ESG) indices easier. This
enables banks to identify improvement areas and establish goals to decrease their environmental
impact, boost their social responsibility, and enhance their governance processes (Bdtae et al,,
2020; Domeher et al., 2014; Nyantakyi et al., 2023). The research on rural banks in Ghana revealed
a correlation between ESG performance and financial success (Goddard, 2017). Hence, it can be
deduced that rural banks that prioritize sustainability and digitization are more likely to exhibit
superior financial performance.

Digitization has been shown to improve the brand equity of rural banks by making them more
visible, easier to get to, and better for customers. This effect on brand equity could bring in new
customers and strengthen relationships with existing ones, leading to more money. The research
on Vietnamese banks reveals that digital marketing tactics might enhance brand recognition,
hence enhancing the financial performance of rural banks. Digitalization may favor the financial
performance of rural banks by increasing their efficiency and lowering their expenses (Jibril et al.,
2020; Kotsantonis et al., 2016; Mensah, 2017; Niu et al., 2022). Deploying digital financial services
and automating regular processes may result in cost savings and productivity benefits. This
enhanced efficiency may lead to more excellent financial performance for rural banks.
Consequently, rural banks that prioritize sustainability and brand equity, employ digitization
techniques, and encourage stakeholder participation and customer loyalty would be more likely
to achieve financial success (Behl et al., 2022). Using digital tools and platforms, rural banks may
increase their competitiveness and resiliency in an increasingly digital and ESG-focused financial
sector, according to these studies.

Hs : Digitization of ESG and brand equity improves the financial performance of rural banks in
Ghana.

3. Research methodology

3.1. Research design

A quantitative research design was used to evaluate the study’s hypotheses and answer the
research questions. In particular, the study collected data from rural banks in Ghana using a cross-
sectional survey approach (Kwarteng et al., 2021; T. Sarpong & Sarpong, 2020; F. A. Sarpong et al,,
2020). One of the critical advantages of cross-sectional surveys is that they are relatively quick and
cost-effective compared to other survey designs (Makwetta et al., 2021; Osei-Mireku et al., 2020;
T. Sarpong et al., 2020). This research used the Partial Least Squares Structural Equation Modeling
(PLS-SEM) technique. PLS-SEM is an efficient method for examining the connections between latent
variables, such as brand equity, digitization of environmental, social, and governance (ESG) prac-
tices, stakeholder engagement, and consumer loyalty (Chin & Newsted, 1999; Sappor et al., 2023).
It is also helpful in investigating complicated interactions between latent variables in small to
moderate samples (Fornell & Larcker, 1981; Hair et al., 2013).

The research thoroughly examined the associations between the latent variables and acquired
information about the path coefficients, R?, and goodness-of-fit indices using PLS-SEM analysis (Kir
et al,, 2021; Owusu et al,, 2022). This study gave valuable insights into the mediating relationship
between stakeholder involvement and consumer loyalty, allowing for the successfully testing of
the research hypotheses. In addition, PLS-SEM is a robust and adaptable technique for investigat-
ing the intricate links between the digitization of ESG practices, stakeholder engagement, customer
loyalty, and brand equity in rural banks in Ghana.
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3.2. Sampling procedure

The target population for this research consists of customers and employees of rural banks in
Ghana. The rural banks considered for this study were registered under the Association of Rural
Banks, Ghana, which has over 144 rural and community banks with over 850 branch networks
offering financial services nationwide. The survey targeted all customers from rural banks. The
customers’ respondents were chosen based on the following criteria: they had to be at least 18
years old, hold an account with any rural bank in Ghana, conduct financial transactions with their
bankers, and be citizens of Ghana. Aside from the customers, key employees of the rural banks
were also engaged in the study.

Before distributing the questionnaire, respondents were given a consent form to read and sign to
register their interest in the study formally. Paper surveys and internet platforms (such as Google
Forms) were used to gather data to meet rural bank customers’ and officials’ hectic schedules. This
study’s data-gathering process lasted eight months, from June 2022 to January 2023. Google
Forms distributed the surveys to the selected banks, and the results were gathered and evaluated
using the necessary statistical tools. The questionnaire data was then used to evaluate the
hypotheses and draw conclusions on the links between the digitalization of environmental, social,
and governance (ESG) practices, stakeholder involvement, customer loyalty, and brand equity of
rural banks in Ghana. The sample size was calculated using a specified equation:

Z2«px(1-p)

n Py

(1)

The formula for estimating sample size without knowing the population size, using a 95% con-
fidence level and a margin of error of 5%, is:

. 1.962 0.5 (1—-0.5)

e 384 )

Where: n is the sample size, Z is the Z-value for the desired level of confidence (e.g., 1.96 for 95%
confidence), p is the estimated proportion of the population with the characteristic of interest
(expressed as a decimal), e is the desired margin of error (expressed as a decimal). Since we did
not have an accurate estimate of p, we adopted the common approach by assuming
a conservative value of 0.5, which represents maximum variability and ensures the largest sample
size (Lakens, 2022).

According to Lakens (2022) and Kline (2016), this research needed a minimum sample size of
384 participants. To adjust for missing data and get a sample size more representative of the
community, the researchers gathered data from 724 respondents, including customers and bank-
ing personnel. Kir et al. (2021) and Owusu et al. (2022) proposed a minimum sample size of 100 to
150 for doing Structural Equation Modeling (SEM). Thus, the present sample size is deemed
sufficient for SEM.

This research used convenience sampling because it made data collection from a population of
537 customers and 187 bank executives straightforward and accessible (Etikan et al., 2016). This
approach was selected owing to the ease and accessibility of the sample population, which is
pertinent to the issue of the study. Bank official’s such as executive and senior management, ESG
managers/officials and customer relationship managers were involved in the study to provided
details on the overall information on rural bank’s ESG strategies, monitoring compliance with ESG
standards, and engaging with stakeholders. These were people with access to bank’s commitment
to sustainable practices and stakeholder engagement through digitalizing ESG practices. Involving
customer relationship managers in the study provided valuable information on how digitalizing
ESG practices influences customer perception and loyalty towards the rural bank. Moreover,
customer of the rural banks were involved in the study to provide valuable insights into the impact
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of digitalization and ESG practices on brand equity, stakeholder engagement, and customer loyalty
through feedback and loyalty metrics.

3.3. Data collection instrument

The use of questionnaires as a data collection instrument has been widely accepted in various
fields of research, including the social sciences, health, and education (Fowler & Barry, 1993). This
study aims to examine the relationships between the digitalization of environmental, social, and
governance (ESG) practices, stakeholder engagement, customer loyalty, and brand equity in rural
banks in Ghana. We employed five-point Likert scale questionnaire items as our primary data
collection tool to measure the perceptions of rural banks’ official and customers in Ghana regard-
ing the impact of digitalization on ESG practices. (see Appendix A). Details of the variable defini-
tions has been explained below as illustrated in Table 1.

One of the common problems with data collection of this nature is the common method bias.
The common bias method is when a researcher assumes a variable is evenly distributed, which can
lead to flawed conclusions. Researchers such as Jordan and Troth (2020), Chang et al. (2010) may
address this problem with diagnostic tests such as Harman’s single-factor or the marker variable
approach. In addition, strategies like including control variables and aggregating data at a higher
level may be implemented. Yet, it is essential to avoid common method bias from arising in the
first place by using several data collection techniques and verifying the validity and reliability of the
measuring instruments. In this research, controlling factors such as the size, age, and location of
rural banks were incorporated to minimize the issue of the commonly used biased technique and
enhance the multicollinearity of the analysis.

4. Main results and discussions

The banking sector in Ghana is regulated by the Bank of Ghana and consists of 23 licensed banks that
serve approximately 17.5 million customers, both individuals and businesses. In addition, over 140
rural and community banks operate in Ghana to provide financial services to rural communities,
farmers, and small businesses. The banking sector in Ghana has been growing steadily over the past
decade, but it faces several challenges, such as high levels of non-performing loans, limited access to
credit for small and medium-sized enterprises, and a lack of financial inclusion in rural areas. To
address these issues, more data on the total banking sector in Ghang, including financial performance
indicators and customer demographics, is needed to inform strategies for improving stakeholder
engagement and customer loyalty in both rural and urban areas. Rural banks in Ghana play a vital
role in providing financial services to rural communities, but they face unique challenges, such as
limited resources and access to technology. However, digitalizing environmental, social, and govern-
ance (ESG) practices may provide an opportunity for rural banks to enhance their sustainability
performance, engage with stakeholders more effectively, and improve customer loyalty. The study
hence adopted primary data in collecting information on the relationship that existed between DESG,
stakeholder engagement, customer loyalty and financial performance of rural banks in Ghana.

Table 2 showed that a total of 724 people participated in the survey, with 317 of them being
male and 407 being female. The most common age group was 38-47, comprising 193 customers
and bank officials. This included 150 customers and 43 bank officials.

More than 27% of the total respondents were over 47 years old. The study again revealed that
189 respondents were between 28 and 37 years old, which made up 26% of all respondents. On
the other hand, the lowest age group was between 18 and 27 years old, representing just 21% of
the total participants.

Regarding education level, most respondents (37%) had at least a diploma degree, while only
33% had a minimum high school education. Almost one-third of respondents (30%) had com-
pleted their first degree or higher. The survey also revealed that 20% of the customer respondents
identified as public workers, 22% were entrepreneurs, and 36% worked in NGOs. This information is
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essential for rural banks in Ghana to understand their client base and tailor their digital strategies
to meet their needs.

The banks officials included 64 senior managers who hold key decision-making positions within
the bank. We further collected data from 67 ESG managers who are responsible for integrating
environmental, social, and governance considerations into their operations. Customer Relation
Managers constituted 30% of 187 rural banks’ officials involved in the study.

Surprisingly, the survey found that most customer respondents (32%) did much business with their
bank, while only 18% did very little business with their bank. This highlights the potential for digitiza-
tion to increase customer engagement and loyalty by making rural banking services more accessible
and convenient. The demographic data are significant since they provide a deeper insight into the
research participants. This information assists the researchers in determining why the respondents
answered the questions as they did. The study revealed that the majority (33%) of the respondents
were found in the southern sector of Ghana. This was followed by the eastern sector, with 26% of
respondents in this sector. For the northern sector, only 21% of the total respondents were involved in
the study. This was done to ensure the equal involvement of all four main sectors in Ghana.

The study further investigated the rural banks’ digitalized ESG among the four main sectors in Ghana
as seen in Figure 2. The study revealed that the rural banks in the southern sector achieved higher
performance in digitalizing ESG(M = 4.5), followed by the Eastern sectors, Western sector, and Norther
sector with a mean score of 3.9, 3.3 and 3.2. This implied that the rural banks in the southern sector of
Ghana have a higher level of digitalization of ESG practices than those in the other sectors. Hence,
there appear to be regional disparities in the level of digitalization of ESG practices in rural banks in
Ghana. The study suggests that rural banks in the other sectors of Ghana (Eastern, Western, and
Northern) may need to invest more resources and effort in digitalizing their ESG practices to catch up
with the banks in the southern sector. The R? suggest that variations in DESG among Ghanaian rural
banks could explain 38.67% performance of the four main sectors of the location of rural banks.

4.1. Pre-diagnostics test

To ensure the reliability and accuracy of our findings, we conducted a comprehensive pre-
diagnosis test that included many tests. They included analyzing descriptive statistics, confirming
normality, evaluating possible autocorrelation and multicollinearity concerns, and verifying con-
vergent and discriminant validity.

We used several metrics, such as composite reliability, factor loadings, average variance
extracted, Cronbach’s alpha coefficient, and Rho_ACP, to measure convergent validity. In addition
to the Fornell-Larcker criterion and the heterotrait-monotrait ratio, we assessed the discriminant
validity of the model. By undertaking these tests, we confirmed that our analysis was solid and
thorough and that our conclusions were dependable and genuine. This can be found in Figure 3.

4.1.1. Descriptive statistics

The descriptive statistics table summarizes the most important statistical measurements of the study’s
variables. This information in Table 3 is crucial in understanding the respondents’ overall perception of
the constructs. The table shows each variable’s average score (mean), highest and lowest values,
standard deviation (SD), excess kurtosis and skewness. The results revealed that respondents generally
had a positive perception of the constructs, with digitalized ESG (DESG) having the highest mean value
(4.21) and financial performance (FP) having the lowest mean value (3.58). The standard deviation
values, which indicate the spread of the data, ranged from 0.49 to 0.93, with financial performance (FP)
having the lowest value and digitalized ESG (DESG) having the highest value. The kurtosis values range
from 1.027 to 2.835, indicating that all constructs have heavier tails than the normal distribution. Finally,
the skewness values range from —0.428 to —0.103, meaning that all constructs are approximately
symmetrical. These statistics provide valuable insights into respondents’ perceptions and data distribu-
tion across the constructs.
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Table 1. Variable measurement

Variables

Acronym

Measurement

Items

Source

Digitalization of ESG

DESG

The study adopted
a five-point Likert
scale where (1=
strongly disagree to
5= strongly agree)
to measure
customers’ and
bank officials’
perceptions of DESG

Tripopsakul &
Puriwat, (2022)

Stakeholder
Engagement

SE

The study also
collected
information on
stakeholder
engagement of
rural banks from
the same
respondents on
a five-point Likert
scale where
(1=never, 5=
always).

Mitchell et al.
(1997); ATing et al.
(2021)

Customer Loyalty

CL

The study
measured customer
loyalty based on

a five-point Likert
scale (1= not at all,
5 = extremely).

Mitchell et al.
(1997); Ting et al.
(2021)

Brand Equity

BE

To calculate brand
equity, the study
used the “Brand
Equity
Questionnaire,”
which Keller
created in 1993 and
Tran, Nguyen, and
Tran modified in
P. K. T. Tran et al.
(2021). This was
also based on

a five-point Likert
scale, where
(1=strongly
disagree, 5=
strongly agree).

Keller (1993);
P. K. T. Tran et al.
(2021)

Financial
Performance

FP

The financial
performance of
firms was
measured using

a scale adapted
from Dandago and
Gololo’s (2020)
studies on financial
performance on

a five-point Likert
scale (1=very poor,
5 = very good).

Dandago and
Gololo’s (2020)

4.1.2. Multicollinearity and autocorrelation

Multicollinearity and autocorrelation are issues that can affect the accuracy and consistency of
results in PLS-SEM. In our study, we took steps to evaluate these issues by examining the tolerance
and variance inflation factor (VIF) values for each construct in the correlation matrix provided in
Table 4. The tolerance values show how much of a variable’s variance the other variables in the
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Table 2. Biographical information of respondents

Subscale Customers Bank Officials Total
Gender Male 231 86 317(44%)
Female 306 101 407(56%)
Age 18-27 118 32 150(21%)
28-37 129 60 189(26%)
38-47 150 43 193(27%)
Above 47 140 52 192(27%)
Educational Junior -Senior High 242 0 242(33%)
Background
Diploma 183 84 267(37%)
First degree and 113 103 216(30%)
above
Transactions per Very Often 172 - 172(32%)
month
Always 150 - 150(28%)
Not Often 118 - 118(22%)
Rarely 97 - 97(18%)
Occupation Public worker 107 - 107(20%)
Entrepreneur 118 - 118(22%)
NGOs 193 - 193(36%)
Others 118 - 118(22%)
Managerial position | ESG Managers - 67 67(36%)
Senior Management - 64 64(34%)
Customer Relation - 56 56(30%)
Manager
Working Experience | 1-5 years - 37 37(20%)
6-10 years - 79 79(42%)
Above 10 years - 71 71(38%)
Location of Bank Northern sector 118 36 154(21%)
Southern Sector 172 64 235(33%)
Eastern Sector 145 47 192(26%)
Western Sector 102 41 143(20%)

Notes: “-” means that the information is not available.

model can account for. The tolerance values in our table ranged from 0.727 to 1.539, which is
within the acceptable range and suggests that none of the variables are highly correlated (Hair
et al., 2017).

The VIF values show how much a coefficient’s variance has grown because of multicollinearity.
In our study, the VIF values ranged from 2.44 to 4.76, below the threshold of 5, indicating that
multicollinearity is not a significant issue in our model. We also examined the correlation matrix
and found that the highest correlation coefficient between any two variables was 0.405, which is
not significant enough to cause autocorrelation. Overall, our analysis suggests that multicollinear-
ity and autocorrelation are not major concerns in our model, strengthening our results’ validity and
reliability. To address the problem of multicollinearity further, we also analyzed each construct’s
cross-loadings and path coefficients and found no indication of excessive cross-loadings or route
coefficients.
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4.1.3. Validity and reliability

In this study, we wanted to ensure that the questions we used to measure the five constructs
(digitalized ESG, stakeholder engagement, customer loyalty, brand equity, and financial perfor-
mance) were reliable and valid. To do this, we used several measures to assess the quality of the

items, including factor

loading (FL), Cronbach’s alpha (CA), composite reliability (CR), rho_ACP, and

the average variance extracted (AVE). We found that all five constructs were acceptable in terms
of validity and reliability, with most of the questions meeting or exceeding the minimum threshold
values. For the digitalized ESG, we found that all the questions were very reliable and valid. Both
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stakeholder engagement and customer loyalty constructs had high levels of reliability, with all of
their questions meeting the minimum threshold values for reliability and validity. While the brand
equity construct was acceptable in terms of reliability, the convergent validity could have been
better due to low AVE scores. Lastly, the financial performance construct had sufficient reliability
and good convergent validity. Overall, the results suggest that the questions we used in this study
to measure the constructs were of good quality. However, some constructs performed better than
others regarding reliability and convergent validity. Please refer to Table 5 for a more detailed
summary of the results.

Using the Fornell-Larcker criteria and the Heterotrait-Monotrait (HTMT) ratio, the discriminant
validity analysis, a crucial test to determine the uniqueness of each construct, was undertaken. The
Fornell-Larcker criteria check whether each construct’s average variance extracted (AVE) is larger
than the shared variance between that construct and other constructs in the model. The findings
of this study as seen in Table 6 indicated that all constructs satisfy the Fornell-Larcker criteriq,
showing that each construct in the model is distinct from the others.

In addition, the Heterotrait-Monotrait (HTMT) ratio measures the correlation between items
within each construct to the correlation between each pair of constructs. All of the HTMT ratios
were lower than the required cutoff of 0.90 as indicated in Table 6, showing that the components
can tell things apart. This research proves that the measurements we use to test the character-
istics in our model are accurate and show that each construct is different. These results make our
model more reliable and valid, giving us more faith in the conclusions of the analysis.

4.2. Results from PLS-SEM

4.2.1. Measurement of the model: Model goodness and fitness

This section of the study aims to assess the validity of a Partial Least Squares Structural Equation
Modeling (PLS-SEM) model based on several criteria. PLS-SEM is a common technique for studying
complicated interactions between latent variables, and it may be used to evaluate theoretical
models in various areas (Ahakwa et al., 2021). Using R-squared, Adjusted R-squared, Goodness of
Fit Index, Root Mean Square Error of Approximation, Comparative Fit Index, and Tucker-Lewis
Index, we analyze the model fit in this article. The composition of these criteria may change based
on the study design and PLS-SEM software used, as seen in Figure 4.

We used several metrics, such as adjusted R%, Q2 and F?, to measure how well our proposed
models worked and how accurate they were. We also utilized recommended threshold values for
the goodness of fit index, as outlined in Table 7. In Model 1, which included control variables such
as firm size, firm age, and location, we observed an R? value of 0.286 and an adjusted R? of 0.304.
The Q? value was 0.259, indicating satisfactory predictive relevance, while the F? value was 0.381,
surpassing the recommended threshold of 0.35. These findings suggest that the model is both
predictive and has an acceptable level of goodness of fit.

Model 2 explored the direct impact of ESG on brand equity (BE), resulting in an R? value of 0.483
and an adjusted R? of 0.529. The Q2 value was 0.387, and the F? value was 0.368, indicating
a moderate level of predictive relevance. So, this model accurately predicts how ESG will directly
affect BE. However, the model’s direct effect of ESG on financial performance (FP) showed only
a slight variance (an R? value of 0.240 and an adjusted R? of 0.351). Although the Q? value was
0.473, the F? value was 0.439, which is below the recommended threshold, suggesting the model
may not have solid predictive relevance for the direct effect of ESG on FP. We also explored the
impact of BE on FP, resulting in an R? value of 0.582 and an adjusted R? of 0.596, with a Q* value of
0.279 and an F? value of 0.392, indicating moderate to good predictive relevance.

In Model 3, we investigated the mediation effect of stakeholder engagement (SE) and customer
loyalty (CL) on the relationship between ESG and BE. The Q? values were more significant than 0 for
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Table 6. Discriminant validity

Constructs DESG SE CL BE FP
Discriminant validity (Fornell-Larcker Criterial)

DESG 0.681

SE 0.402 0.692

CL 0.541 0.501 0.651

BE 0. 287 . 0.316 0.358 0.618

FP 0.667 0.218 0.152 0.351 0.639
Heterotrait-Monotrait Ratio (HTMT) Criterial

DESG 0.521

SE 0.201 0.783

L 0.362 0438 0312

BE 0.406 0.372 0.129 0.625

FP 0.277 0.286 0.248 0.391 0.407

all three indirect effect paths, indicating moderate to good predictive relevance. Specifically, the Q?
values were 0.429 for (SE » DESG - BE), 0.368 for (CL » DESG - BE), and 0.279 for (SE & CL » DESG -
BE), with corresponding F? values of 0.358, 0.419, and 0.391, respectively.

Finally, we analyzed the effect of both ESG and BE on FP, resulting in an R? value of 0.439 and an
adjusted R? of 0.583. The Q? value was 0.581, and the F? value was 0.460, indicating moderate
predictive relevance for the effect of ESG and BE on FP. Overall, our findings suggest that the
proposed models have good predictive relevance and an acceptable level of goodness of fit.
However, we noted weaker predictive relevance for some direct effect paths, highlighting the
continued research’s importance.

4.2.2. Hypothesis testing

Below is a discussion of the research findings examining the link between maximizing digitalizing
ESG and brand equity in rural banks in Ghana, with a particular emphasis on the role of stakeholder
involvement and customer loyalty as mediators. As shown in Table 8, the study’s findings shed
light on the considerable influence of numerous factors on the outcomes of interest.

Firm size, age, and location have been found as important control factors, with company size
and age having beneficial impacts on ESG and brand equity. It was also discovered that location
favorably impacted ESG, brand equity, and stakeholder involvement. According to Model 1, com-
pany size (B=0.691, t=9.278, 95% CI [0.273, 0.582], p < 0.05), firm age (B =0.348, t =8.492, 95% CI
[0.479, 0.783], p<0.05), and location (3=0.680, t=7.469, 95% CI [0.138, 0.469], p<0.05) are
significant predictors of the dependent variable (brand equity).

In Model 2, both the direct effect of maximizing DESG on brand equity (3=0.513,t=11.812, 95%
CI[0.692, 1.068], p0.05) and the direct effect of brand equity on financial performance (3=0.537, t
=13.478, 95% CI [0.473, 1.278], p<0.05) are significant, providing support for the hypothesized
relationships. In a similar line, the researchers discovered that the direct impact of boosting DESG
on financial success is statistically substantial ((3 =0.386, t =8.393, 95% CI [0.438, 0.800], p < 0.05).
These results highlight the importance of brand equity in fostering customer loyalty and rural
banks’ need to pursue ESG initiatives to strengthen their brand equity. This indicates that success-
ful stakeholder involvement and customer loyalty programs may amplify the beneficial benefits of
ESG on brand equity, highlighting the need for rural banks to implement such programs.

The third model investigates the moderating effects of stakeholder involvement and consumer
loyalty on the link between optimizing ESG and brand equity. The findings suggest that stakeholder
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Figure 4. Structural model

significance.

Structural Model Significance

Coefficient of Determination

al ) (R-Squared)

2 ‘ Effect Size (F-Square)

& ‘ Predicive Relevance( Q-Square)
i \ Goodness of Fit (GOF)

Table 7. Model goodness and fitness

Models R? R? _adj Q%>0 F2>0.35 | Goodness | Decision
of Fit

Model 1: Control variables

Firm Size 0.286 0.304 0.259 0.381 0.339

Firm Age

Location

Model 2: Direct Effect

DESG= BE 0.483 0.529 0.387 0.368 0.372 Supported

DESG= FP 0.240 0.351 0.473 0.439 Supported

BE= FP 0.582 0.596 0.279 0.392 Supported

Model 3: Mediation (Indirect Effect)

SE-> DESG-> 0.482 0.539 0.429 0.358 0.380 Supported

BE

CL-> DESG=> 0.282 0.384 0.368 0.419 Supported

BE

SE&CL> 0.379 0.439 0.279 0.391 Supported

DESG= BE

DESG & BE = 0.439 0.583 0.581 0.460 Supported

FP

Model Fitness:
Saturated Model: SRMR= 0.003, d_ULS=2.015,d_G= 1.239, Chi-Square= 3529.12, NFI= 0.928
Estimated Model: SRMR= 0.04, d_ULS=4.201, d_G= 2.018, Chi-Square= 2135.62, NFI=0.935

engagement (B =0.248, t=9.749, 95% CI [0.539, 0.632], p < 0.05), customer loyalty connections (B
=0.458, t=10.483, 95% CI [0.386, 0.473], p<0.05), and the combination of stakeholder engage-
ment and customer loyalty connections (B =0.683, t=12.683, 95% CI [0.582, 0.639], p < 0.05) all In
addition, the impact of optimizing ESG and brand equity on financial performance is statistically
significant (3=0.472, t=8.493, 95% CI [0.472, 0.494], p < 0.05).
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Table 8. Hypothesis testing

Relationship B T-Statistics Lower Upper Decision

Confidence Confidence

Interval Interval

Model 1-Contol Variables
Firm Size 0.691 9.278* 0.273 0.582
Firm Age 0.348 8.492* 0.479 0.783
Location 0.680 7.469*% 0.138 0.482
Model 2- Direct Effect
DESG= BE 0.513 11.812* 0.692 1.068 Supported
DESG= FP 0.386 8.393** 0.438 0.873 Supported
BE-> FP 0.537 13.478* 0.473 1.278 Supported
DESG= BE 0.603 12.730*% 0.483 1.029 Supported
Model 3-Mediation (Indirect Effect)
SE-> DESG=> BE 0.248 9.749* 0.539 0.632 Supported
CL-> DESG= BE 0.458 10.483* 0.386 0.473 Supported
SE&CL=> DESG=> 0.683 12.683* 0.582 0.639 Supported
BE
DESG & BE = FP 0.472 8.493* 0.472 0.494 Supported

* dk

%, p<.05, 0.1, respectively

According to the research, both ESG and brand equity were shown to influence financial
performance directly. This emphasizes the significance of integrating ESG and brand equity con-
cerns into the financial plans of rural banks, which has the potential to boost their overall financial
performance. Overall, this study’s results highlight the significance of digitization in rural banks to
enhance interest returns. The report highlights the need for rural banks in Ghana and abroad to
emphasize ESG initiatives, increase stakeholder involvement and customer loyalty ties, and include
brand equity considerations in their financial plans.

4.2.3. Additional analysis

In order to thoroughly understand the research hypotheses in the Ghanaian context, sub-groups
(northern, eastern, western, and southern sectors) analysis was further conducted to shed
additional light on the relationship between digitalization of ESG practices and brand equity in
rural banks in Ghana. By delving deeper into the data and exploring various sectors that may
impact this relationship, we can better understand how rural banks in Ghana can leverage
digitalization to enhance their ESG practices and, ultimately, their brand equity, as illustrated in
Table 9.

Based on the results presented in Table 9, a comparison can be made between the four sectors
regarding their goodness of fit and model fitness using the adjusted R%, Q* and F? values. The
adjusted R? indicates that the proportion of variance explained by the model was highest for the
Eastern sector (0.420), followed by the Southern sector (0.385), the Northern sector (0.328), and
the Western sector (0.142). This suggests that the model fits better for the Eastern and Southern
sectors, while it has less explanatory power for the Northern and Western sectors.

Again, a comparison was made using the models’ predictive power(Q? >0 value). This measures
the predictive ability of the model was above 0.35 for all four sectors. This indicates that the model

has good predictive power for all sectors.

Moving away from the above, the study further analyzed the effective size, where it was found
that F2 >0.35, which measures the overall fitness of the model, was above 0.35 for the Eastern and
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Table 9. Sub-group analysis of hypothesis

Relationship Northern Eastern Western Southern Decision

Sector Sector Sector Sector

(n=118) (n=145) (n=102) (n=172)
Model 1-Control Variables

B B B B

Firm Size 0.208* 0.078* 0.283* 0.229*
Firm Age 0.102 0.012** 0.182* 0.208*
Location 0.404* 0.419* 0.329* 0.301*
Model 2- Direct Effect
DESG= BE 0.238* 0.230* 0.104* 0.139* Supported
DESG= FP 0.402** 0.416 0.185* 0.202* Supported
BE= FP 0.182* 0.382* 0.105* 0.184** Supported
DESG= BE 0.491* 0.148** 0.149* 0.131** Supported
Model 3-Mediation (Indirect Effect)
SE-> DESG= BE 0.302 0.282** 0.201* 0.215* Supported
CL- DESG= BE 0.219** 0.502* 0.212** 0.209* Supported
SE&CL-> DESG=> 0.249* 0.683** 0.301* 0.012* Supported
BE
DESG & BE = FP 0.200** 0.493* 0.229* 0.019* Supported
R2 _adj 0.328 0.420 0.142 0.385
Q2>0 0.147 0.201 0.150 0.149
F2 >0.35 0.392 0.420 0.116 0.390
Goodness of Fit 0.352 0.384 0.204 0.367

*, **, *** denote p < 0.05, p < 0.1, p < 0.1 respective

Southern sectors, indicating good model fitness. However, it was below 0.35 for the Northern and
Western sectors, indicating poor model fitness. In light of these results, it can be concluded that
the Eastern and Southern sectors have higher goodness of fit and model fitness than the Northern
and Western sectors. It is important to note that the results are based on the specific variables and
hypotheses tested in this study and may not necessarily apply to other contexts or variables.

4.3. Discussions

Five leading research objectives guided the study. Based on the analysis of the study, it was
revealed that digitalizing ESG practices have a beneficial impact on brand equity. The link between
the digitization of ESG practices and brand equity is mediated through stakeholder engagement.
Also, the association between the digitization of ESG practices and the brand equity of rural banks
in Ghana is mediated through customer loyalty. Lastly, the link between the digitization of ESG
practices and brand equity is mediated through stakeholder involvement and customer loyalty.
Lastly, Ghanaian rural banks’ financial performance is enhanced by digitalizing ESG and brand
equity. Details of the results are discussed below:

Regarding the first objective, the study found a positive relationship between the digitalization of
ESG practices and brand equity. The outcome of this study is consistent with earlier findings that
customers are growing more socially and environmentally concerned and are more willing to
support businesses that promote ESG practices. The results show that organizations should
emphasize ESG digitalization initiatives as part of their overall sustainability strategy to increase
brand equity (Ben Salah & Ben Amar, 2022; Dicuonzo et al., 2022; Menicucci & Paolucci, 2023; Niu
et al,, 2022; Puriwat & Tripopsakul, 2022; Zhou, 2022). However, it is essential to recognize that ESG
digitization initiatives may not be sufficient to increase brand equity. To improve their brand image
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and reputation, businesses should also prioritize establishing trust and credibility with their stake-
holders through effective stakeholder engagement. For instance, a study by some scholars
(Laboure et al.,, 2021; Lestari & Adhariani, 2022; Mensah, 2017) revealed that customers perceive
companies with good ESG practices to be more trustworthy credible, leading to increased brand
equity.

Moreover, the digitalization of ESG contributes to banks’ enhanced brand perception and con-
sumer trust, resulting in increased brand equity. However, it is essential to highlight that not all
research has shown a correlation between ESG practices and brand equity. It can be asserted that
ESG disclosure positively impacts business reputation rather than brand equity. According to the
authors, brand equity is a smaller concept focusing on consumer impressions of a brand’s dis-
tinctive value proposition. In contrast, corporate reputation is a larger concept encompassing
perceptions of the company’s general character and conduct.

Findings from the second research objective identified stakeholder engagement as a critical
element in enhancing brand equity. The study found that the relationship between the digitization
of ESG by rural firms and their brand equity can be mediated by stakeholder engagement.
Stakeholder participation mediates the relationship between the digitalization of ESG practices
and brand equity. In other words, Archie and Caroll’s (2014) study supports the idea that stake-
holder participation mediates the connection between ESG digitalization and brand value. The
research indicates that effective stakeholder involvement may improve a company’s standing in
the eyes of its key constituencies. The study shows that stakeholder engagement may boost
a rural bank’s brand equity if it prioritizes ESG practices and uses digitalization efforts to improve
its ESG performance. By consulting with community members, rural financial institutions may learn
about the problems of their customers and other stakeholders. This might enhance their standing
in the eyes of their target audience and potential investors.

Additionally, the study by some scholars (Bhamra et al., 2018; Goddard, 2017; Liu et al., 2020,
2022; Puriwat & Tripopsakul, 2022; Xia, 2022) found that stakeholder engagement positively
influences brand equity. Companies prioritizing stakeholder engagement will likely see an increase
in brand equity and a competitive advantage in the market. Other researchers found no correlation
between stakeholder participation and brand equity. For instance, Turker discovered that stake-
holder participation did not affect brand equity. This shows that stakeholder participation’s effect
on brand equity depends on the context and stakeholder engagement. According to the research,
the findings suggest that stakeholder engagement is crucial to ESG digitization and brand equity.
Stakeholder engagement may boost brand image, consumer loyalty, and financial performance.
So, to reap the advantages of ESG digitalization, organizations must improve ESG processes and
involve stakeholders.

The third objective of the study was to investigate whether customer loyalty mediates the
relationship between the digitalization of ESG practices and brand equity. One of the most critical
factors in developing rural banks in Ghana is the loyalty of their customers. According to the
results, rural banks that invest in digital efforts to boost customer satisfaction are more likely to
keep their existing customers and attract new ones (P. K. T. Tran et al., 2021). The study found that
customer loyalty significantly mediates the relationship between the digitalization of ESG practices
and brand equity. This finding is consistent with previous research that has emphasized the
importance of customer loyalty in enhancing the value of a brand (Agus Harjoto & Salas, 2017;
Appiah & Gabrielsson, 2023; Bansal & Pruthi, 2021; Zameer et al., 2019). Our results suggest that
digitalizing ESG practices can enhance customer loyalty, improving brand equity. These investiga-
tions support the hypothesis that the relationship between the digitization of ESG practices and the
brand equity of rural banks in Ghana is mediated through customer loyalty. Rural banks in Ghana
may increase customer loyalty, boost brand awareness, and boost profits by emphasizing sustain-
ability and introducing digitalization efforts that enhance the consumer experience. This
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demonstrates why it is crucial to think like a customer while digitizing environmental, social, and
governance (ESG) activities.

Moreover, the fourth research finding suggests that stakeholder engagement and customer
loyalty jointly and positively mediate the relationship between the digitalization of ESG practices
and brand equity. The results support previous studies (K. Amoako & Boateng, 2022; X. Li et al,,
2021), where researchers affirmed that banks in Ghana have a positive association between their
ESG practices and brand equity, which is mediated via stakeholder involvement and consumer
loyalty. According to the findings, financial institutions may improve brand equity by placing
a premium on sustainable practices, particularly those actively seeking stakeholder participation
and customer loyalty. Stakeholder engagement affects brand equity differently depending on the
situation (Ackah et al., 2014; Malik et al., 2020). So, organizations must do detailed needs assess-
ments and establish unique engagement methods to build stakeholder confidence. One must
know the area’s history, culture, and social dynamics to achieve this. According to the reviewed
and contrasted empirical data, stakeholder participation in ESG digitalization projects may improve
brand equity. Stakeholder involvement may boost brand image, consumer loyalty, and financial
performance. Stakeholder participation may affect brand equity depending on the context and
degree. So, firms must carefully examine stakeholder requirements and expectations and establish
specific engagement methods to generate trust and confidence.

The last goal was determining how digitizing ESG and brand equity improves financial perfor-
mance. This supports prior findings suggesting that ESG practices improve financial success
(Anlesinya, 2016; Appiah-Konadu et al., 2022; Ayakwah et al., 2021; Buallay, 2019; El Khoury
et al, 2023). Our results suggest that digitalization may increase brand equity and financial
performance. Digitalizing ESG practices have cost implications. Stakeholder engagement and
customer loyalty link ESG digitalization to brand equity. Our results reinforce the importance of
stakeholder participation and customer loyalty in building brand equity. These studies strongly
support the idea that digitalizing ESG and brand equity may improve rural bank financial perfor-
mance in Ghana. Rural banks in Ghana may improve their financial performance by emphasizing
sustainability and digitization.

5. Conclusions

To sum up, this research aimed to look at how digitalization might improve environmental, social,
and governance (ESG) metrics and brand equity in rural banks in Ghana, with an eye on how these
metrics can mediate stakeholder involvement and customer loyalty. The research showed that
rural banks’ brand equity in Ghana increased as their ESG policies became more digital. This link
was moderated by stakeholder involvement and consumer loyalty, and the combined mediating
impact of these two variables was also found to be statistically significant. Digitalization of ESG
and brand equity were also proven to impact the financial performance of rural banks positively.
Significant ramifications for rural banking in Ghana and elsewhere are found in this research. The
research shows how digitization may help boost ESG practices and brand equity, which can boost
financial results. As a mediator between ESG practices and brand equity, the report highlights the
importance of rural banks prioritizing stakeholder involvement and customer loyalty programs. The
research offers helpful information for rural banks that want to strengthen their environmental,
social, and governance (ESG) standards, build customer loyalty, and increase profits. Some prac-
tical implications of this research topic could include the following:

Firstly, the findings of this study could help rural banks in Ghana leverage and improve the use of
digital devices such as mobile banking, online portals, and social media to enhance customer
engagement and experience. This will increase rural banks’ customers’ access to financial services
and provide convenience, which could reduce transaction costs and improve comfort for
customers.
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Secondly, the decision by firms to digitalize ESG practices by enhancing their bank’s reputation
and increasing its attractiveness to environmentally conscious customers. This includes banks such
as rural banks’ decision to invest in projects geared towards improving their ESG and financial
performance.

Thirdly, the study’s findings suggest the need for rural banks to engage with their stakeholders,
such as customers, employees, and local communities, by leveraging digital platforms. Continuous
efforts to engage with their stakeholder could foster a sense of community and encourage
customer loyalty. For instance, rural banks could benefit from digitization through social media
to solicit customer feedback and address their concerns in real time.

Lastly, besides those above, rural banks can further enhance their ESG performance and stake-
holder engagement, improving their brand equity. This will give them a positive brand image that
can attract new customers, increase customer retention, and enhance their financial performance.

Overall, this research topic has practical implications for rural banks in Ghana looking to enhance
their ESG performance, stakeholder engagement, and brand equity through digitalization. One
possible theoretical significance is a better grasp of how stakeholder involvement may pave the
way for the acceptance and implementation of environmental, social, and governance (ESG)
policies, which influence consumer loyalty. In addition, this discussion added to the expanding
body of work on how digitization and sustainability practices interact, especially in developing
economies like Ghana. It can shed light on how rural banks might use digital technology to have
a positive social and environmental effect while also boosting their bottom line and public
standing.

6. Recommendations, limitations, and suggestions for further studies

6.1. Recommendations

The study’s results show that Ghana’s rural banks would benefit from digitizing their ESG pro-
cesses, boosting both their brand value and bottom line. Financial institutions should focus on
making good stakeholder engagement and customer loyalty programs so that their ESG initiatives
positively affect their brand equity. By investing in digital infrastructure and platforms, rural banks
can improve their stakeholder engagement, customer loyalty programs, and environmental, social,
and governance (ESG) reporting. Also, they should keep their stakeholders informed of their ESG
activities and developments to earn their confidence and support.

As the research demonstrated a strong correlation between ESG, brand equity, and financial
success, rural banks may want to include these concepts in their financial plans. This may be done
by boosting the bank’s brand equity and investing in creating financial goods and services that
align with ESG principles. The above suggestions can only come to fruition if rural banks in Ghana
put money toward modernizing their ESG procedures for the digital age. Using today’s available
technology and software solutions to improve data collection, processing, and reporting is possi-
ble. As a result, ESG procedures will become more effective, and the expenses and mistakes usually
associated with them will also be reduced. In addition, it is recommended that rural banks in
Ghana emphasize stakeholder participation by identifying and including essential stakeholders,
including staff, customers, suppliers, and the community, in decision-making processes linked to
ESG practices. Regular feedback systems, training and awareness initiatives, and inclusive decision-
making methods are all ways to achieve this goal.

Also, rural banks should try to make their customers more loyal by emphasizing customer
service, customized offerings, and reaching out to the community. Brand recognition and customer
loyalty for rural banks will rise as a result. The digitization of environmental, social, and governance
(ESG) practices and brand equity is complicated. Rural banks would do well to adopt a holistic
strategy that considers the combined mediating effects of stakeholder engagement and customer
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loyalty links on this topic. Incorporating these two considerations into ESG processes and using
data-driven methods to monitor and assess their impact on brand value are two ways to achieve
this goal. The research concludes by stressing the significance of ESG and brand equity concerns in
rural banks’ financial strategies. When choosing where to invest or lend money, rural banks should
emphasize environmental, social, and governance (ESG) initiatives and evaluate the possible effect
on brand equity and financial performance. To accomplish this, one might use a “triple bottom
line” strategy that values not just monetary gain but also social and environmental impact.

6.2. Limitations and area of further studies

Many caveats should be considered despite the study’s valuable findings. First, the research only
looks at rural banks in Ghana, which may make the results less applicable to other situations. Also,
convenience sampling may inject bias into the sample. Future research can overcome these
restrictions by using a larger sample size and expanding their investigation into the effect of ESG
practices on brand equity. Even though this research shows mediating results between stakeholder
involvement and customer loyalty, more research needs to be done to find out how they work.

Future studies could be helped by researching how stakeholders are involved and how loyal
customers affect brand equity. As the report concludes, digitization is essential for optimizing the
beneficial effects of ESG policies on brand equity and financial success. However, the exact digital
tools and platforms that may aid in this process have yet to be investigated. The digital technol-
ogies and tactics that might help digitize ESG practices in rural banks could be the subject of future

study.

Funding
The author(s) reported there is no funding associated with
the work featured in this article.

Author details

Francis Atta Sarpong®

ORCID ID: http://orcid.org/0000-0002-4733-5380

Peter Sappor?

E-mail: peter.sappor@uds.edu.gh

ORCID ID: http://orcid.org/0009-0009-1957-8009

George Nyantakyi®

Isaac Ahakwa®

ORCID ID: http://orcid.org/0000-0002-7597-4227

Owusu Esther Agyeiwaa®

ORCID ID: http://orcid.org/0000-0002-5789-2084

Benjamin Blandful Cobbinah®

1 School of Finance, Zhongnan University of Economics and
Law, Wuhan, P.R. China.

2 Department of Accounting, University for Development
Studies, Tamale, Ghana.

3 School of Accounting, Zhongnan University of Economics
and Law, Wuhan, P.R. China.

“ School of Management, University of Science and
Technology of China, Hefei, P.R. China.

> School of Management, Jiangsu University, Zhenjiang,
Jiangsu, P.R. China.

6 School of Economics, Shenzhen University, Shenzhen, P.
R. China.

Disclosure statement
No potential conflict of interest was reported by the
author(s).

Authors’ contribution

Francis Atta Sarpong; Conceptualization, literature review and
final manuscript, Peter Sappor; Literature Review, Discussion,
Proof Reading, George Nyantakyi; Analysis and Discussion,
Isaac Ahakwa; Literature and proofreading, Owusu Esther
Agyeiwaga; Investigation and conceptualization, Benjamin
Blandful Cobbinah; data collection and visualization.

Consent to participate
Approved

Consent to publish
All authors reviewed and approved the manuscript for
publication.

Ethics approval
Was sorted

Citation information

Cite this article as: From traditional roots to digital bytes:
Can digitalizing ESG improves Ghanaian rural banks’ brand
equity through stakeholder engagement, and customer
loyalty?, Francis Atta Sarpong, Peter Sappor, George
Nyantakyi, Isaac Ahakwa, Owusu Esther Agyeiwaa &
Benjamin Blandful Cobbinah, Cogent Business &
Management (2023), 10: 2232159.

References

Aaker, D. A. (1991). Managing brand equity: Capitalizing
on the value of a brand name. New York: The Free
PressAgarwal, MK & VR Rao, 1997. An empirical
comparison of consumer-based measures of brand
equity. Marketing Letter, 7(3), 237-247.

Abor, J. Y., Agoba, A. M., Mumuni, Z., & Yawson, A. (2022).
Monetary policy, central banks’ independence, and
financial development in Africa. In The economics of
banking and finance in Africa: Developments in
Africa’s financial systems (pp. 227-267). Springer
International Publishing.

Aboud, A., & Diab, A. (2018). The impact of social, envir-
onmental and corporate governance disclosures on
firm value: Evidence from Egypt. Journal of
Accounting in Emerging Economies, 8(4), 442-458.
https://doi.org/10.1108/JAEE-08-2017-0079

Ackah, D., Kondegri, M. P., & Agboyi, M. R. (2014). The role
and impact of rural banking on SMES (Small Medium
Enterprise) in Ghana. Global Journal of Management
Studies and Researches, 1(5), 311-323.

Page 28 of 37


https://doi.org/10.1108/JAEE-08-2017-0079

Sarpong et al., Cogent Business & Management (2023), 10: 2232159 O;K-: Cogent Py b us | Nness & mana geme nt

https://doi.org/10.1080/23311975.2023.2232159

Adejumo, O. 0., Adejumo, A. V., & Aladesanmi, T. A.
(2020). Technology-driven growth and inclusive
growth-implications for sustainable development in
Africa. Technology in Society, 63, 101373. https://doi.
0rg/10.1016/j.techsoc.2020.101373

Ady, E. O., & Okyere, I. A. (2017). Digital financial inclusion
and environmental sustainability: An investigation into
the Ghanaian banking sector. Journal of Sustainability
Science and Management, 12(2), 115-128.

Agus Harjoto, M., & Salas, J. (2017). Strategic and insti-
tutional sustainability: Corporate social responsibility,
brand value, and Interbrand listing. Journal of
Product & Brand Management, 26(6), 545-558.
https://doi.org/10.1108/JPBM-07-2016-1277

Agyei-Boapeah, K. (2020). The impact of digitalization on cor-
porate social responsibility: A case study of rural banks in
Ghana. Journal of Social Responsibility, 15(2), 1-12.

Ahakwa, L., Yang, J., Tackie, E. A., & Atingabili, S. (2021).
The influence of employee engagement, work envir-
onment and job satisfaction on organizational com-
mitment and performance of employees: A sampling
weights in PLS path modelling. SEISENSE Journal of
Management, 4(3), 34-62.

Ajour El Zein, S., Consolacion-Segura, C., & Huertas-
Garcia, R. (2019). The role of sustainability in brand
equity value in the financial sector. Sustainability, 12
(1), 254. https://doi.org/10.3390/su12010254

Alcaide Gonzdalez, M. A., De La Poza Plaza, E., &
Guadalajara Olmeda, N. (2020). The impact of cor-
porate social responsibility transparency on the
financial performance, brand value, and sustainabil-
ity level of IT companies. Corporate Social
Responsibility and Environmental Management, 27(2),
642-654. https://doi.org/10.1002/csr.1829

Amocako, G. K. (2017). Using corporate social responsibility
(CSR) to build brands: A case study of Vodafone Ghana
Ltd Doctoral dissertation, London Metropolitan
University.

Amoako, K., & Boateng, E. (2022). Analysis of the effec-
tiveness of corporate social responsibility in brand
marketing with AAKER brand equity and daisy wheel
models. Technium Social Sciences Journal, 30, 484.
https://doi.org/10.47577/tssj.v30i1.6089

Anlesinya, A. L. E. X. (2016). An assessment of the med-
iation role of strategic orientation on corporate social
responsibility strategy and business value nexus:
Evidence from multinational companies in Ghana.
University of Ghana, available at: http://ugspace.ug.
edu./handle/123456789/21308.

Appiah, E., & Gabrielsson, P. (2023). Digitalization and
early internationalization: Systematic literature
review analyses.

Appiah-Konadu, P., Apetorgbor, V. K., & Atanya, O. (2022).
Non-financial reporting regulation and the state of
sustainability disclosure among banks in
Sub-Saharan Africa (SSA): A literature review on
banks in Ghana and Nigeria. Management and
Leadership for a Sustainable Africa, Volume 2: Roles,
Responsibilities, and Prospects, 2, 55-72.

Archie, B., & Carroll, B. (2014). Business & society: Ethics,
sustainability, and stakeholder management. CL-
South-Western Cengage Learning.

Ayakwah, A., Damoah, I. S., & Osabutey, E. L. (2021).
Digitalization in Africa: The case of public programs in
Ghana. Business in Africa in the Era of Digital
Technology: Essays in Honour of Professor William
Darley, 7-25.

Bansal, R., & Pruthi, N. (2021). Role of customer engage-
ment in building customer loyalty-A literature review.
Samvakti Journal of Research in Business

Management, 2(2), 1-7. https://doi.org/10.46402/
2021.01.9

Bdtae, O. M., Dragomir, V. D., & Feleagd, L. (2020).
Environmental, Social, Governance (ESG), and finan-
cial performance of European banks. Journal of
Accounting and Management Information Systems,
19(3), 480-501. https://doi.org/10.24818/jamis.2020.
03003

Behl, A., Kumari, P. R., Makhija, H., & Sharma, D. (2022).
Exploring the relationship of ESG score and firm value
using cross-lagged panel analyses: Case of the
Indian energy sector. Annals of Operations Research,
313(1), 231-256. https://doi.org/10.1007/s10479-
021-04189-8

Ben Salah, O., & Ben Amar, A. (2022). Does corporate
social responsibility affect dividend policy? Empirical
evidence in the French context. Journal of Global
Responsibility, 13(3), 268-289. https://doi.org/10.
1108/JGR-10-2021-0082

Bhamra, R., Tan, K. H., & Dutta, S. (2018). The impact of
corporate sustainability on organizational pro-
cesses and performance. International Journal of
Operations & Production Management, 38(1),
168-192.

Buallay, A. (2019). Is sustainability reporting (ESG) asso-
ciated with performance? Evidence from the
European banking sector. Management of
Environmental Quality, 30(1), 98-115. https://doi.org/
10.1108/MEQ-12-2017-0149

Carroll, A. B., & Shabana, K. M. (2010). The business case
for corporate social responsibility: A review of con-
cepts, research and practice. International Journal of
Management Reviews, 12(1), 85-105. https://doi.org/
10.1111/j.1468-2370.2009.00275.x

Chang, S.-J., Van Witteloostuijn, A., & Eden, L. (2010).
From the editors: Common method variance in
international business research. Journal of
International Business Studies, 41, 178-184.

Chin, W. W., & Newsted, P. R. (1999). Structural equation
modeling analysis with small samples using partial
least squares. Statistical Strategies for Small Sample
Research, 1(1), 307-341.

Cobbinah, B. B., Cheng, Y., Milly, N., & Sarpong, F. A.
(2020). Relationship between determinants of
financial assistance and credit accessibility of small
and medium-enterprises (Sme’s): A case study of
sme’s in takoradi metropolis in the western region
of Ghana. Open Journal of Business and
Management, 9(1), 430-447. https://doi.org/10.
4236/0jbm.2021.91023

Dandago, K. L., & Gololo, I. A. (2020). Corporate social
responsibility and earnings management in the
Nigerian listed industrial goods companies. The
Millennium University Journal, 5(1), 15-27.

Deloitte. (2020). Banking and capital markets outlook:
Reimagining transformation. Retrieved from https://
www?2.deloitte.com/us/en/insights/industry/financial-
services/banking-industry-outlook.html

Demirguc-Kunt, A., & Levine, R. (2000, October). Bank
concentration: Cross-country evidence. World Bank
Global Policy Forum Working Paper.

Dicuonzo, G., Donofrio, F., Iannuzzi, A. P., & Dell’atti, V.
(2022). The integration of sustainability in corporate
governance systems: An innovative framework
applied to the European systematically important
banks. International Journal of Disclosure &
Governance, 19(3), 249-263. https://doi.org/10.1057/
s41310-021-00140-2

Domeher, D., Frimpong, J. M., & Appiah, T. (2014).
Adoption of financial innovation in the Ghanaian

Page 29 of 37


https://doi.org/10.1016/j.techsoc.2020.101373
https://doi.org/10.1016/j.techsoc.2020.101373
https://doi.org/10.1108/JPBM-07-2016-1277
https://doi.org/10.3390/su12010254
https://doi.org/10.1002/csr.1829
https://doi.org/10.47577/tssj.v30i1.6089
http://ugspace.ug.edu./handle/123456789/21308
http://ugspace.ug.edu./handle/123456789/21308
https://doi.org/10.46402/2021.01.9
https://doi.org/10.46402/2021.01.9
https://doi.org/10.24818/jamis.2020.03003
https://doi.org/10.24818/jamis.2020.03003
https://doi.org/10.1007/s10479-021-04189-8
https://doi.org/10.1007/s10479-021-04189-8
https://doi.org/10.1108/JGR-10-2021-0082
https://doi.org/10.1108/JGR-10-2021-0082
https://doi.org/10.1108/MEQ-12-2017-0149
https://doi.org/10.1108/MEQ-12-2017-0149
https://doi.org/10.1111/j.1468-2370.2009.00275.x
https://doi.org/10.1111/j.1468-2370.2009.00275.x
https://doi.org/10.4236/ojbm.2021.91023
https://doi.org/10.4236/ojbm.2021.91023
https://www2.deloitte.com/us/en/insights/industry/financial-services/banking-industry-outlook.html
https://www2.deloitte.com/us/en/insights/industry/financial-services/banking-industry-outlook.html
https://www2.deloitte.com/us/en/insights/industry/financial-services/banking-industry-outlook.html
https://doi.org/10.1057/s41310-021-00140-2
https://doi.org/10.1057/s41310-021-00140-2

Sarpong et al., Cogent Business & Management (2023), 10: 2232159
https://doi.org/10.1080/23311975.2023.2232159

banking industry. African Review of Economics and
Finance, 6(2), 88-114.

Durugbo, C., & Amankwah-Amoabh, J. (2019). Global sus-
tainability under uncertainty: How do multinationals
craft regulatory policies? Corporate Social
Responsibility and Environmental Management, 26(6),
1500-1516. https://doi.org/10.1002/csr.1764

El Khoury, R., Nasrallah, N., & Alareeni, B. (2023). ESG and
financial performance of banks in the MENAT region:
Concavity-convexity patterns. Journal of Sustainable
Finance & Investment, 13(1), 406-430. https://doi.
0rg/10.1080/20430795.2021.1929807

Etikan, 1., Musaq, S. A., & Alkassim, R. S. (2016). Comparison
of convenience sampling and purposive sampling.
American Journal of Theoretical and Applied
Statistics, 5(1), 1-4.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural
equation models with unobservable variables and
measurement error. Journal of Marketing Research,
18(1), 39-50. https://doi.org/10.1177/
002224378101800104

Fowler, F. J., Jr., & Barry, M. J. (1993). Quality of life
assessment for evaluating benign prostatic hyper-
plasia treatments. European Urology, 24(1), 24-27.
https://doi.org/10.1159/000474370

Goddard, J. (2017). Financial inclusion and rural develop-
ment in Ghana. Journal of International Development,
29(5), 646-657. https://doi.org/10.1002/jid.3267

Guan, J., Wang, W., Guo, Z., Chan, J. H,, & Qi, X. (2021).
Customer experience and brand loyalty in the
full-service hotel sector: The role of brand affect.
International Journal of Contemporary Hospitality
Management, 33(5), 1620-1645. https://doi.org/10.
1108/1JCHM-10-2020-1177

Hair, J. F., Jr., Matthews, L. M., Matthews, R. L., &
Sarstedt, M. (2017). PLS-SEM or CB-SEM: Updated
guidelines on which method to use. International
Journal of Multivariate Data Analysis, 1(2), 107-123.
https://doi.org/10.1504/1JMDA.2017.087624

Hair, J. F,, Ringle, C. M., & Sarstedt, M. (2013). Partial least
squares structural equation modeling: Rigorous
applications, better results and higher acceptance.
Long Range Planning, 46(1-2), 1-12. https://doi.org/
10.1016/j.lrp.2013.01.001

Hussainey, K., & Al-Ngjjar, B. (2012). Understanding the
determinants of RiskMetrics/ISS Ratings of the qual-
ity of UK companies’ corporate governance practice.
Canadian Journal of Administrative Sciences/Revue
Canadienne des Sciences de L’administration, 29(4),
366-377. https://doi.org/10.1002/cjas.1227

Jibril, A. B., Kwarteng, M. A., Chovancovd, M., & Bode, J.
(2020). Do socio-economic factors impede the
engagement in online banking transactions?
Evidence from Ghana. Banks and Bank Systems, 15
(4), 1-14. https://doi.org/10.21511/bbs.15(4).2020.01

Jordan, P. J., & Troth, A. C. (2020). Common method bias
in applied settings: The dilemma of researching in
organizations. Australian Journal of Management, 45
(1), 3-14. https://doi.org/10.1177/
0312896219871976

Jung, J. H,, & Park, H. S. (2022). A study on the effect of
corporate ESG activities on business performance:
Focusing on the moderating effect of corporate values
perception. Industry Promotion Research, 7(2), 15-29.

Keller, K. L. (1993). Conceptualizing, measuring, and
managing customer-based brand equity. Journal of
Marketing, 57(1), 1-22. https://doi.org/10.1177/
002224299305700101

Kim, E. E. K., & Lee, C. H. (2015). How do consumers
process online hotel reviews? The effects of eWOM

- cogent.-business & management

consensus and sequence. Journal of Hospitality &
Tourism Technology, 6(2), 113-126.

Kir, K. F., Sarpong, F. A., Dazagbyilo, Y. Y. K., & Boukari, M.
(2021). Research on the effects of influencing factors
of international students on employability: A case
study in China. Open Journal of Business and
Management, 9(4), 1942-1964. https://doi.org/10.
4236/0jbm.2021.94105

Kline, R. B. (2016). Principles and practices of structural
equation modelling. The Guilford Press.

Kotsantonis, S., Pinney, C., & Serafeim, G. (2016). ESG inte-
gration in investment management: Myths and realities.
Journal of Applied Corporate Finance, 28(2), 10-16.

KPMG. (2019). ESG in banking: Navigating the path to
sustainability. https://www.kpmg.com/global/en/
issuesandinsights/articlespublications/esg-in-
banking-navigating-the-path-to-sustainability.pdf

Kwarteng, J. T., Sappor, P., & Namaziandost, E. (2021).
Preservice teachers’ Self-efficacy in teaching cost
accounting. Education Research International, 2021,
1-11. https://doi.org/10.1155/2021/9140161

Laboure, M. H. -, Miiller, M., Heinz, G,, Singh, S., &
Kohling, S. (2021). Cryptocurrencies and cbdc: The
route ahead. Global Policy, 12(5), 663-676. https://
doi.org/10.1111/1758-5899.13017

Lakens, D. (2022). Sample size justification. Collabra:
Psychology, 8(1), 33267. https://doi.org/10.1525/colla
bra.33267

Lestari, N. I. G., & Adhariani, D. (2022). Can intellectual
capital contribute to financial and non-financial per-
formances during normal and crisis situations?.
Business Strategy & Development.

Li, Y., Gong, M., Zhang, X. Y., & Koh, L. (2018). The impact
of environmental, social, and governance disclosure
on firm value: The role of CEO power. The British
Accounting Review, 50(1), 60-75. https://doi.org/10.
1016/j.bar.2017.09.007

Li, X., Liu, J., & Su, X. (2021). Effects of motivation and
emotion on experiential value and festival brand
equity: The moderating effect of self-congruity.
Journal of Hospitality & Tourism Management, 49,
601-611. https://doi.org/10.1016/j.jhtm.2021.11.015

Lins, K. V., Servaes, H., & Tamayo, A. (2017). Social capital,
trust, and firm performance: The value of corporate
social responsibility during the financial crisis. The
Journal of Finance, 72(4), 1785-1824. https://doi.org/
10.1111/jofi.12505

Liu, Y., Hultman, M., Eisingerich, A. B., & Wei, X. (2020).
How does brand loyalty interact with tourism desti-
nation? Exploring the effect of brand loyalty on place
attachment. Annals of Tourism Research, 81, 102879.
https://doi.org/10.1016/j.annals.2020.102879

Liu, Y., Kim, C. Y., Lee, E. H., & Yoo, J. W. (2022).
Relationship between sustainable management
activities and financial performance: Mediating
effects of non-financial performance and moder-
ating effects of institutional environment.
Sustainability, 14(3), 1168. https://doi.org/10.3390/
su14031168

Lokko, G. W., Li, Y., Sarpong, F. A., & Akwetteh, L. N.
(2021). Management share proprietory and firm
value: Are there peculiar determinants? Open Journal
of Business and Management, 9(6), 2653-2673.
https://doi.org/10.4236/0jbm.2021.96146

Makwetta, J. J., Deli, Y., Sarpong, F. A,, Sekei, V. S.,

Khan, K. Z., & Meena, M. E. (2021). Effects of
empowering leadership on employee voice behavior:
The mediating role of psychological empowerment.
Psychology & Behavioral Sciences, 10(4), 125-133.
https://doi.org/10.11648/j.pbs.20211004.11

Page 30 of 37


https://doi.org/10.1002/csr.1764
https://doi.org/10.1080/20430795.2021.1929807
https://doi.org/10.1080/20430795.2021.1929807
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1159/000474370
https://doi.org/10.1002/jid.3267
https://doi.org/10.1108/IJCHM-10-2020-1177
https://doi.org/10.1108/IJCHM-10-2020-1177
https://doi.org/10.1504/IJMDA.2017.087624
https://doi.org/10.1016/j.lrp.2013.01.001
https://doi.org/10.1016/j.lrp.2013.01.001
https://doi.org/10.1002/cjas.1227
https://doi.org/10.21511/bbs.15(4).2020.01
https://doi.org/10.1177/0312896219871976
https://doi.org/10.1177/0312896219871976
https://doi.org/10.1177/002224299305700101
https://doi.org/10.1177/002224299305700101
https://doi.org/10.4236/ojbm.2021.94105
https://doi.org/10.4236/ojbm.2021.94105
https://www.kpmg.com/global/en/issuesandinsights/articlespublications/esg-in-banking-navigating-the-path-to-sustainability.pdf
https://www.kpmg.com/global/en/issuesandinsights/articlespublications/esg-in-banking-navigating-the-path-to-sustainability.pdf
https://www.kpmg.com/global/en/issuesandinsights/articlespublications/esg-in-banking-navigating-the-path-to-sustainability.pdf
https://doi.org/10.1155/2021/9140161
https://doi.org/10.1111/1758-5899.13017
https://doi.org/10.1111/1758-5899.13017
https://doi.org/10.1525/collabra.33267
https://doi.org/10.1525/collabra.33267
https://doi.org/10.1016/j.bar.2017.09.007
https://doi.org/10.1016/j.bar.2017.09.007
https://doi.org/10.1016/j.jhtm.2021.11.015
https://doi.org/10.1111/jofi.12505
https://doi.org/10.1111/jofi.12505
https://doi.org/10.1016/j.annals.2020.102879
https://doi.org/10.3390/su14031168
https://doi.org/10.3390/su14031168
https://doi.org/10.4236/ojbm.2021.96146
https://doi.org/10.11648/j.pbs.20211004.11

Sarpong et al., Cogent Business & Management (2023), 10: 2232159
https://doi.org/10.1080/23311975.2023.2232159

Malik, M. S., Irfan, M., & Shahzadi, F. (2020). The impact of
corporate brand equity and brand credibility on cus-
tomer satisfaction in Islamic banks. PalArch’s Journal
of Archaeology of Egypt/egyptology, 17(10),
4228-4244.

Manokaran, K., Ramakrishnan, S., Hishan, S., & Soehod, K.
(2018). The impact of corporate social responsibility
on financial performance: Evidence from Insurance
firms. Management Science Letters, 8(9), 913-932.
https://doi.org/10.5267/j.msl.2018.6.016

Menicucci, E., & Paolucci, G. (2023). ESG dimensions and
bank performance: An empirical investigation in
Italy. Corporate Governance the International Journal
of Business in Society, 23(3), 563-586. https://doi.org/
10.1108/CG-03-2022-0094

Mensah, G. A. (2017). The effect of information and com-
munications technology on financial performance of
rural banks in Ghana [Doctoral dissertation].

Mitchell, R. K., Agle, B. R., & Wood, D. J. (1997). Toward
a theory of stakeholder identification and salience:
Defining the principle of who and what really counts.
The Academy of Management Review, 22(4),
853-886. https://doi.org/10.2307/259247

Nayak, R. (2018). A conceptual study on digitalization of
banking-issues and challenges in rural India.
International Journal of Management, IT &
Engineering, 8(6), 186-191.

Nguyen, T. T., Nguyen, H. T., Mai, H. T., & Tran, T. T. M.
(2020). Determinants of digital banking services in
Vietnam: Applying utaut2 model. Asian Economic and
Financial Review, 10(6), 680-697. https://doi.org/10.
18488/journal.aefr.2020.106.680.697

Niu, S., Park, B. I., & Jung, J. S. (2022). The effects of digital
leadership and ESG management on organizational
innovation and sustainability. Sustainability, 14(23),
15639. https://doi.org/10.3390/su142315639

Nyantakyi, G., Atta Sarpong, F., Adu Sarfo, P., Uchenwoke
Ogochukwu, N., & Coleman, W. (2023). A boost for
performance or a sense of corporate social respon-
sibility? A bibliometric analysis on sustainability
reporting and firm performance research (2000-
2022). Cogent Business & Management, 10(2),
2220513. https://doi.org/10.1080/23311975.2023.
2220513

Osei-Mireku, G., Wang, X., Lartey, J., & Sarpong, F. (2020).
Individual differences in experiencing occupational
stress—A case study on nurses of Tamale Teaching
Hospital (TTH). Open Journal of Business and
Management, 8(4), 1657. https://doi.org/10.4236/
0jbm.2020.84105

Owusu, P. R., Asiedu, E. P, Ji, J., & Sarpong, F. A. (2022).
Innovation and evaluation of technology acceptance
model (Tam) in S-Commerce: A case of social media
platforms in Ghana. Journal of Computer and
Communications, 10(3), 100-124. https://doi.org/10.
4236/jcc.2022.103007

Pina, R., & Dias, A. (2021). The influence of brand experi-
ences on consumer-based brand equity. Journal of
Brand Management, 28(2), 99-115. https://doi.org/10.
1057/s41262-020-00215-5

Puriwat, W., & Tripopsakul, S. (2022). From ESG to DESG:
The impact of DESG (Digital Environmental, Social,
and Governance) on customer attitudes and brand
equity. Sustainability, 14(17), 10480. https://doi.org/
10.3390/su141710480

Rastogi, S., Sharma, A., Pinto, G., & Bhimavarapu, V. M.
(2022). A literature review of risk, regulation, and
profitability of banks using a scientometric study.
Future Business Journal, 8(1), 28. https://doi.org/10.
1186/s43093-022-00146-4

- cogent.-business & management

Sappor, P., Atta Sarpong, F., & Ahmed Seidu Seini, R.
(2023). The adoption of IFRS for SMEs in the northern
sector of Ghana: A case of structural equation
modeling. Cogent Business & Management, 10(1),
2180840. https://doi.org/10.1080/23311975.2023.
2180840

Sarpong, T., & Sarpong, F. A. (2020). Student-teachers atti-
tude in Atebubu College of education towards the
teaching profession at the primary school level in Ghana.
American Journal of Educational Science, 6(2), 5-13.

Sarpong, T., Sarpong, F. A., & Asor, A. 0. (2020). The
influence of activity-based teaching method used in
teaching social studies on students retention and
academic performance: A quasi-experimental study
of selected junior high school students in Sekyere
South District of Ashanti Region, Ghana. Open Journal
of Social Sciences, 8(12), 238. https://doi.org/10.4236/
j$s.2020.812018

Sarpong, F. A., Wang, J., Cobbinah, B. B., Makwetta, J. J., &
Chen, J. (2022). The drivers of energy efficiency
improvement among nine selected West African
countries: A two-stage DEA methodology. Energy
Strategy Reviews, 43, 100910. https://doi.org/10.
1016/j.esr.2022.100910

Sarpong, F. A., Wang, J., Sarpong, T., & Osei-Mireku, G.
(2020). What is the impact of business teacher’s
physiognomies on senior high students’ academic
performance in the Kumasi metropolis of Ghana?
Open Journal of Business and Management, 8(6),
2761. https://doi.org/10.4236/0jbm.2020.86171

Sartori, A., Mottironi, C., & Corigliano, M. A. (2012). Tourist
destination brand equity and internal stakeholders:
An empirical research. Journal of Vacation Marketing,
18(4), 327-340. https://doi.org/10.1177/
1356766712459689

Singh, R., & Malik, G. (2019). Impact of digitalization on
Indian rural banking customer: With reference to
payment systems. Emerging Economy Studies, 5(1),
31-41. https://doi.org/10.1177/2394901519825912

Tandon, A., Gupta, A., Goel, P., & Singh, V. K. (2020).
Impact of digitisation on entrepreneurial ecosys-
tems: An Indian perspective. International Journal of
Business & Globalisation, 25(2), 154-169. https://doi.
0rg/10.1504/1JBG.2020.107887

Tantawi, P., Youssef, A., & Maria SJ, J. F. (2012). The
importance of corporate social performance in place
branding of retail banks in Egypt. African Journal of
Economic and Management Studies, 3(1), 77-94.
https://doi.org/10.1108/20400701211197294

Ting, D. H., Abbasi, A. Z., & Ahmed, S. (2021). Examining
the mediating role of social interactivity between
customer engagement and brand loyalty. Asia Pacific
Journal of Marketing & Logistics, 33(5), 1139-1158.

Tran, P.K. T.,Nguyen, V. K., & Tran, V. T. (2021). Brand equity
and customer satisfaction: A comparative analysis of
international and domestic tourists in Vietnam. Journal
of Product & Brand Management, 30(1), 180-194.
https://doi.org/10.1108/JPBM-08-2019-2540

Tran, T., Taylor, D. G., & Wen, C. (2022). Value co-creation
through branded apps: Enhancing perceived quality
and brand loyalty. Journal of Research in Interactive
Marketing, 17(4), 1-19. https://doi.org/10.1108/JRIM-
04-2022-0128

Tripopsakul, S., & Puriwat, W. (2022). Understanding the
Impact of ESG on Brand Trust and Customer
Engagement. Journal of Human, Earth, and Future, 3
(4), 430-440.

Wahyuni, S., Akbar, T., & Sukarno, E. (2020, April). The role
of brand equity in influencing rural bank depositors.
In 1st Annual Management, Business and Economic

Page 31 of 37


https://doi.org/10.5267/j.msl.2018.6.016
https://doi.org/10.1108/CG-03-2022-0094
https://doi.org/10.1108/CG-03-2022-0094
https://doi.org/10.2307/259247
https://doi.org/10.18488/journal.aefr.2020.106.680.697
https://doi.org/10.18488/journal.aefr.2020.106.680.697
https://doi.org/10.3390/su142315639
https://doi.org/10.1080/23311975.2023.2220513
https://doi.org/10.1080/23311975.2023.2220513
https://doi.org/10.4236/ojbm.2020.84105
https://doi.org/10.4236/ojbm.2020.84105
https://doi.org/10.4236/jcc.2022.103007
https://doi.org/10.4236/jcc.2022.103007
https://doi.org/10.1057/s41262-020-00215-5
https://doi.org/10.1057/s41262-020-00215-5
https://doi.org/10.3390/su141710480
https://doi.org/10.3390/su141710480
https://doi.org/10.1186/s43093-022-00146-4
https://doi.org/10.1186/s43093-022-00146-4
https://doi.org/10.1080/23311975.2023.2180840
https://doi.org/10.1080/23311975.2023.2180840
https://doi.org/10.4236/jss.2020.812018
https://doi.org/10.4236/jss.2020.812018
https://doi.org/10.1016/j.esr.2022.100910
https://doi.org/10.1016/j.esr.2022.100910
https://doi.org/10.4236/ojbm.2020.86171
https://doi.org/10.1177/1356766712459689
https://doi.org/10.1177/1356766712459689
https://doi.org/10.1177/2394901519825912
https://doi.org/10.1504/IJBG.2020.107887
https://doi.org/10.1504/IJBG.2020.107887
https://doi.org/10.1108/20400701211197294
https://doi.org/10.1108/JPBM-08-2019-2540
https://doi.org/10.1108/JRIM-04-2022-0128
https://doi.org/10.1108/JRIM-04-2022-0128

Sarpong et al., Cogent Business & Management (2023), 10: 2232159
https://doi.org/10.1080/23311975.2023.2232159

Conference (AMBEC 2019) (pp. 134-137). Atlantis
Press.

Wang, C. J. (2019). From emotional labor to customer
loyalty in hospitality: A three-level investigation with
the JD-R model and COR theory. International Journal
of Contemporary Hospitality Management, 31(9),
3742-3760. https://doi.org/10.1108/1JCHM-01-2019-
0072

Wang, H. M. D. (2010). Corporate social performance and
financial-based brand equity. Journal of Product &
Brand Management, 19(5), 335-345. https://doi.org/
10.1108/10610421011068577

Werther, W. B., Jr., & Chandler, D. (2005). Strategic cor-
porate social responsibility as global brand
insurance. Business Horizons, 48(4), 317-324. https://
doi.org/10.1016/j.bushor.2004.11.009

Xia, J. (2022). A systematic review: how does organisa-
tional learning enable ESG performance (from 2001

- cogent.-business & management

to 2021)? Sustainability, 14(24), 16962. https://doi.
0rg/10.3390/su142416962

Zameer, H., Wang, Y., Yasmeen, H., & Ahmed, W. (2019).
Modeling the role of service quality, customer satis-
faction and customer loyalty in building service
brand equity. International Journal of Asian Business
and Information Management (IJABIM), 10(2), 55-72.
https://doi.org/10.4018/IJABIM.2019040103

Zhou, M. (2022, December). Research on the investment
banking transformation in the post-epidemic Era. In
2022 International Conference on Economics, Smart
Finance and Contemporary Trade (ESFCT 2022) (pp.
1223-1232). Atlantis Press.

Zumente, 1., & Bistrova, J. (2021). ESG importance for
long-term shareholder value creation: Literature vs.
practice. Journal of Open Innovation: Technology,
Market, and Complexity, 7(2), 127. https://doi.org/10.
3390/joitmc7020127

Page 32 of 37


https://doi.org/10.1108/IJCHM-01-2019-0072
https://doi.org/10.1108/IJCHM-01-2019-0072
https://doi.org/10.1108/10610421011068577
https://doi.org/10.1108/10610421011068577
https://doi.org/10.1016/j.bushor.2004.11.009
https://doi.org/10.1016/j.bushor.2004.11.009
https://doi.org/10.3390/su142416962
https://doi.org/10.3390/su142416962
https://doi.org/10.4018/IJABIM.2019040103
https://doi.org/10.3390/joitmc7020127
https://doi.org/10.3390/joitmc7020127

Cod
.

&

Sarpong et al., Cogent Business & Management (2023), 10: 2232159

https

cogentbusiness & management

//doi.org/10.1080/23311975.2023.2232159

(panunuo))

pasu Ul 950y}
03 djay sapinoid pup
yimoib d1uouoda pup
|p120s suoddns jupng INO

£9530

Ayunuwiwiod Jno ul

941] Jo Aypnb pup bulaq
-Jlom wi)-buo) syl

0} $9INQIIUO0I 3UDQ INQ

99s3d

SUONIPDJ] puUD 4N ND
]020] SaN|DA JUDG INO

§9s3a

31SbM JO |osodsip
Jadoud pup burpAdal 03
Po11IWILIOD SI UDg INO

¥9s3d

ssauIsng PNpUod
03 s|oua1IDW AJpusiiy
-029 $3sN JUDq INO

€953a

“JUSWILOJIAUD
ay3 buiwipy
INOYIM S324N0SJ
9ADS 03 Abojouyday
S3sN jupq INO

¢9s3a

91SDM 9dNPal
puD JUBWIUOJIAUS BY}
129104d 01 ABojouydal

$asn yunq JNQO

19s3a

€

(9246p Ajbuoiys =g ‘9916p=4 ‘@ins jou=¢ ‘@a.b6psIp=¢ ‘@a.6psIp A|buosys =T)

31035 LI

[4

(9$3Q) @2uDUIDA0D)

puD |DID0S |DUBWIUOAIAUT JO uonlDZIPUBIQ

Sway]

sapo)

aiipuuonsany :y xipuaddy

Page 33 of 37



Cod
.

&

Sarpong et al., Cogent Business & Management (2023), 10: 2232159

cogent--business & management

/10.1080/23311975.2023.2232159

//doi.org

https:

(panuiuod)

yunqg Aw Aq sao11004d
5S3 UO UOJ3ID}NSU0D

pup juswabobus

J0 1913] Y3 YHM paysiips
2JD SI9P|OYADIS

43S

supq Aw ul sa21300.d
DS 01 paInjas $$920.d
Bupipwi-uoisap ayy uo
2ousnyul nbulUDEW D
9ADY SI9PIO0YIHDIS

€3S

s9213004d
053 buipipbai yung Aw
wioiy Aouaipdsupay pup
UoIIDIIUNUILWIOD JO 19A3)
943 YIIm palsiips Wb |

s

Appuaindsupiy

pub Ajandaye
sa211o04d ST SH
$91D2IUNWWIOD 3upq Al

T3as

(3s) 3uawabobu3 sapjoyapis

(sAomp=g ‘usljo=4 ‘sawndwos=¢ ‘A}94pi=¢ ‘49AdU =T)

‘SIaployaypIs
puD ‘siapjoyaioys
‘s1auyind Jno jo
buiag-1lom ay3 saznuoud

puD S3N|DA YUDQ JNO 69s3d
‘suonpJado
Jno uj uoidniiod
BuipioAD pup s|oap!
1p21Y32 buipioydn o3
P313WWIOD S} quDq INQ 89530
91DdS MM Swal[ sapo)

(panupuo))

Page 34 of 37



Cod
.

&

Sarpong et al., Cogent Business & Management (2023), 10: 2232159

cogent--business & management

/10.1080/23311975.2023.2232159

//doi.org

https:

(panuiuod)

&unq

DanJ unoA 03 A} pAo) JnoA
anoiduwll s3313004d HS3
40 uonozZIPUBIP By} $307

S1

$53Nss| DSI Yum
Juswabobua INoA 134D
sa21100.4d DS3 subq
1DanJ UnoA ojul sj0o0}
1pHBIP Jo uonpibaul
3y} S20p MOH

1

&unq
0anJ unoA ul 3snay anoA
aspaJdul s221300.4d 9S3

4O uoipzIPIBbIP 3Y3 S20(Q

€1

$unq |pnJ InoA

40 s9213904d HS3 |DIBIP
3Y1 1N0gD Uo;DWIOUI
S| 9]qISS9OD MOH

[4 ]

&unq

1pans unoA jo ssonopud
953 10HBIP aY3 Yum
NoA 24D palsIIDS MOH

1

S Y € [4 T

(1J) £3pAo7 18wo3sn)

(KApwaaixa=g ‘Aybiy=+ ‘Ajap1apow=¢

‘Anybris=g N 1o 10U =1)

SI9P0YdNDIS
03 s92130p4d

DS3 S} Jo podwl pup
ssaiboid ayy uo spodai
Aupjnbal yupg A

S3s

3)02s URYI

(panupuo))

swaM

sapo)

Page 35 of 37



Cod
.

&

Sarpong et al., Cogent Business & Management (2023), 10: 2232159

cogent--business & management

/10.1080/23311975.2023.2232159

//doi.org

https:

(panuiuod)

19)IDW
9Y3 Ul ssauaAzadwod
S11 pasuanyul

Kjaniisod soy yunq
Jo4nJ Uno Ui sa213004d
953 Jo uonpzIENBIP By | 839

uoipIndais syubq

1DanJ Jno panoidudl

soy sa213004d DS Uno

Ul 5100 J03BIP JO BN By | £39

yupq |pINJ
ino jo uondadiad jpiano
ay3 s3994p Ajaniisod
s9213004d HS3 UNO

ul 5100} Jo3BIp Jo Bsn By | 93d

syubq Jaylo
0} paindwiod s9213004d
DS JO SULIBY Ul |]am

suiloyiad yupg |pint INQ 53g
syunq
Jayjo 03 paindwiod
anbiun si yung joinJ IO 439
SJ9Y30 01 3uDQ 1PINJ
JNO PUBLIWIOIAJ PINOM T €39
}UDQ 104NJ N0 SPIDMO]
sbuijeay annisod aapy 1 &t
¥UDG 10JNJ JNO JO dWDU
3Y3} YHM JDIILID) WD | 139
S Y € z 1 (39) finb3 punig

(@246p fjbuoays =g ‘@a4b6p=4 ‘@ins Jou=¢ ‘@a.1bpsIp=¢ ‘@3416psIp Ajbuols =T)

3|02S MA|I sapo)

(panupuo))

Page 36 of 37



Cod
.

&

Sarpong et al., Cogent Business & Management (2023), 10: 2232159

cogent--business & management

/10.1080/23311975.2023.2232159

//doi.org

https:

¢4pak snoinaid

ayy Joy onpi Aouadiyye
SUDQ |DINJ INoA

9)pJ4 NoA pjnom MmoH Ldd

¢4pak snoinaid

9y 104 }uDq |DINJ

InoK Joy oypJ Aopnbapo
103dD2 3Y3 SDM IDYM 9d4

2409k snoinaud

ay3 Joy Aypnb

19SSD SUDQ |DINJ INOA
91DJ NoA pjnom MoH Sdd

DA snoinaid

3y} J0j 3uDq JoJnJ
InoK Joj oips ysodap
-03-UDO] 3y} SOM DU 4d4

24pak snoinaid

ay3 Joy (30¥) A3nba uo
uinjas suUDq joJnJ INoA
91pJ NoA pjnom MmoH €dd

;4pak snoinaid
3y1 o} (YOY) S19SSb Uo
uin3al suDg joint Inok

9104 NOA pjnom MoH dd

;4pak snoinaid
3U1 J04 YuDq 104NJ INOA Jo
Jj04d 39U BY3 SOM IDYM Tdd

S Y € 4 T (d4) ®>upw.io4idd |pIdUDULY

(poob K1an=g ‘poob=4 ‘@bpianp=¢ ‘100d=g ‘100d Kian =T)

3|02S MA|I sapo)

(panupuo))

Page 37 of 37



	1.  Introduction
	2.  Literature review
	2.1.  Conceptual framework
	2.2.  Conceptual review
	2.2.1.  Digitization of ESG of rural banks

	2.3.  Empirical review
	2.3.1.  Digitalization of Environmental, Social, and Governance (ESG) practices positively affects brand equity
	2.3.2.  Stakeholder engagement mediates the relationship between the digitalization of ESG practices and brand equity
	2.3.3.  Customer loyalty mediates the relationship between the digitalization of ESG practices and brand equity
	2.3.4.  Stakeholder engagement and customer loyalty jointly mediate the relationship between the digitalization of ESG practices and the brand equity
	2.3.5.  Digitization of ESG and brand equity improves financial performance


	3.  Research methodology
	3.1.  Research design
	3.2.  Sampling procedure
	3.3.  Data collection instrument

	4.  Main results and discussions
	4.1.  Pre-diagnostics test
	4.1.1.  Descriptive statistics
	4.1.2.  Multicollinearity and autocorrelation
	4.1.3.  Validity and reliability

	4.2.  Results from PLS-SEM
	4.2.1.  Measurement of the model: Model goodness and fitness
	4.2.2.  Hypothesis testing
	4.2.3.  Additional analysis

	4.3.  Discussions

	5.  Conclusions
	6.  Recommendations, limitations, and suggestions for further studies
	6.1.  Recommendations
	6.2.  Limitations and area of further studies

	Funding
	Author details
	Disclosure statement
	Authors’ contribution
	Consent to participate
	Consent to publish
	Ethics approval
	References
	Questionnaire

