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ABSTRACT 

The growing interest to build a brand has made commercial banks think diversely which has 

led to the interest in Corporate Social Responsibility (CSR). Henceforth, to add to the 

growing scholarly debate in this dominion, this research was set out. That is, it was set out to 

investigate the extent to which selected CSR activities can be used by commercial banks to 

build distinct brands using CERUDEB as a case study. Given the qualitative nature of this 

research study, data source triangulation was used to ascertain whether data that was 

gathered remained unchanged in different contexts. The study focused on a case study 

research design, which was found to be appropriate. 30 participants were engaged for this 

study using a set of unstructured interview guides and a response rate of 100% was realised. 

Data aggregation was done basing on the grounded theory and thereafter, the data was 

analysed using the adaptive theory approach. Findings reveal that there is a significantly 

positive relationship between CSR and Brand Building as clearly tabulated and illustrated in 

chapter 4. It is upon these findings that the relevant conclusions were drawn. CERUDEB as 

the case study was found to be a relevant and a corresponsive choice for this research. The 

study clearly revealed that CERUDEB that started nearly as an NGO actually maintained its 

focus on CSR throughout the years it has so far existed for the well being of the people it 

serves and the communities at large. Therefore, upon this background of CSR, more and 

more has continuously been done by CERUDEB in line with CSR and the results are evident. 

Due to these efforts CERUDEB has emerged as one of the top performing commercial banks 

in Uganda even surpassing the performance of the long existing international commercial 

banks operating in Uganda. Furthermore, CERUDEB that initially started as a micro finance 

company lending to the poor and assisting them in various financial abilities has grown and 

built a brand in the banking industry. A brand that is highly appreciated for its efforts to 

transform the lives of the rural people and not only focus on reaping profits. 
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CHAPTER 1: INTRODUCTION 

1.0 Introduction 

This chapter focused on background of the study, statement of the problem, purpose of the 

study, research objectives and questions, significance of the study, conceptual framework and 

scope of the study. 

1.1 Background to the study 

Internationally, commercial banks play critical roles in the development of any economy as 

they seek their profit motives (Paulik, Kombo, & Kljucnikov, 2015). These roles include 

creation of employment, improving livelihood of communities, empowerment of the illiterate 

and focus on health gaps. These roles are collectively regarded as Corporate Social 

Responsibility (CSR). In as much as CSR is vital in all business arenas, it seems to be 

extremely important in the commercial banking sector (Balmer, 2017). The Grameen 

Foundation, founded in 1997 by Professor Muhammad Yunus in Bangladeshi was the entry 

point of CSR in rural driven commercial banks such as the Grameen Bank and Janata Bank 

Limited (JBL) in Bangladesh. JBL’s purpose of existence has contributed to the amelioration 

of the social life of the destitute people, infrastructure, environment etc., as discussed by the 

citizenship theory making it one of the leading state-owned commercial banks in Bangladesh. 

Due to this purpose, economic benefits have been realised by both the bank and the society. 

This is an indication that JBL used the CSR strategy as a blueprint of Brand Building (BB) by 

creating a brand that is unique, a brand that cares for the people and is trusted by the ideal 

customers (Janata Annual Report 2021).  

From a regional perspective, Ngowi (2015) states that successful brands such as some of East 

Africa’s Commercial Banks have taken great interest in CSR in the last few years. This is 

because not only profits have been realised but also the journey of Brand Building (BB) is 

evidently progressive as stated in the respective annual reports. Regional commercial banks 

such as Equity Bank Limited, Kenya Cooperative Bank (KCB), and Cooperative Bank of 

Kenya have realised tremendous growth in their brands through CSR programs that have 

been implemented through the years (Mohamud, 2018).  For example, Equity Bank Kenya 

Limited, which is part of the Equity Group Holdings, was founded in 1984, and has recorded 

various key milestones through the years emphasising more on CSR. The Equity Group 
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Holdings has over time established itself as a socially responsible brand, which has improved 

the lives of people in communities at grassroots level. This is seen through the national, 

regional and global awards and recognitions to the group, which are a testimony of the social 

and economic growth that the brand continues to deliver to the poor people (Equity Bank 

Group Annual Report, 2020).          

In developing countries like Uganda, the concept of CSR has just been embraced by 

corporate entities such as commercial banks in the recent years (Katamba & Nkiko, 2016). 

Some of the commercial banks in Uganda that practice CSR as a Brand Building (BB) 

strategy include Centenary Rural Development Bank (CERUDEB), Stanbic Bank, and Equity 

Bank Uganda Limited. Generally, these commercial banks have invested in various areas 

such as education, health, financial literacy, and youth empowerment which has helped 

improve the lives of the common people (Respective Annual Reports). This makes these 

commercial banks socially responsible brands in the communities that they operate creating a 

permanent image in the customer’s mind of a brand that is not just profit oriented but cares 

for the people as discussed by the citizenship theory (Adegbite, 2021). Hence, locally 

established banks such as CERUDEB have steadily invested in CSR as a policy and has 

hence emerged as a top performing brand in the banking industry in Uganda (BOU Annual 

Report, 2021).  

CERUDEB uniquely started up as a CSR enterprise and this has been the blueprint of its 

Brand Building (BB) journey. CERUDEB started its operations in 1985 with two reasons; 

serving the rural poor and making a meaningful contribution to the socio-economic 

development of Uganda. In 1993, the bank was registered as a fully-fledged commercial bank 

and has since emerged as a brand whose sole purpose of existence is to improve the lives of 

the rural people. This relates well with the stakeholder theory. The commercial bank has done 

so by continuously devoting 1.5% of the previous year’s profit after tax into CSR. This is to 

ensure that the purpose of improving lives of the rural people is carried forward since CSR is 

at the heart of the commercial bank’s existence. Therefore, the brand salience of CERUDEB 

to the rural poor is so strong and yet to date the commercial bank continues to grow its brand 

(CERUDEB, 2020).  

1.2 Problem Statement 

From the above background, it is evident that commercial banks customers continuously feel 

the need to be valued and hence appreciated for choosing a particular bank over the other. 
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This is where the concept of CSR as a Brand Building (BB) strategy is appreciated. 

Commercial banks such as JBL and Equity Bank Limited as discussed in the background 

have achieved positive brand image and consequently built brands that are unique and 

appealing to the society by investing in CSR. However, it is not clear whether keen 

investment in CSR for commercial banks such as CERUDEB as has been the case since its 

inception in 1985 has greatly enabled it achieve the Brand Building (BB) motive and still 

realise profits. This is what the study seeks to understand.  

1.3 Purpose of the study 

This study seeks to examine how commercial banks can use CSR to build a brand using 

CERUDEB as a case study. 

1.4 Research Objectives 

1. To identify factors that drive the choice of CSR activities in CERUDEB. 

2. To establish the different Brand Building (BB) strategies implemented by CERUDEB 

in the context of CSR. 

3. To ascertain which CSR activities are dominant in Brand Building in CERUDEB. 

1.5 Research Questions 

RQ1: What factors drove the choice of CSR activities in CERUDEB? 

RQ2: What Brand Building strategies have been implemented by CERUDEB in the          

context of CSR? 

RQ3: What CSR activities have been dominant in Brand Building in CERUDEB? 

1.6 Significance of the study 

1. The main significance of the study was to show that commercial banks can use CSR 

to build their brands to better sustain their business objectives in the highly 

competitive banking industry. However, specific parties such as stakeholders and 

shareholders, members of the management as well as future researchers could also 

benefit from this study as explained below. 

2. To the management of these banks, the findings will help them design better CSR 

strategies that could be more impactful to the customers and the communities, which 

will help improve their level of competitiveness. 
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3. To the regulator, Bank of Uganda (BOU) can use the study findings as a basis to 

formulate appropriate and favourable policies to stimulate growth for the sector 

players in the banking industry. This will improve operating environment for existing 

firms as well as encourage those intending to enter the market. 

4. To management practice, the study findings should provoke the debate on the best 

practices that banks can employ to promote their various CSR activities. Future 

researchers will also find this study relevant by reviewing the related literature and 

recommendations arising after this study. 

1.7 Conceptual framework                                             

Figure 1.7: Conceptual framework 

Corporate Social Responsibility (CSR)                  Brand Building (BB) Strategies 

Independent Variable (IV)                                          Dependent 

Variable (DV) 
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Source: Developed from Literature Review 

From the Literature Review, It is seen that CSR is an Independent Variable. The constructs 

that make up CSR directly relate to the Brand Building strategies of CERUDEB. In addition 

all the BB strategies that CERUDEB implements circulate around the four CSR dimensions. 

1.8 Scope of study 

1.8.1 Contextual Scope. 

This study focused on how CSR can be used to build a brand particularly focusing on 

CERUDEB. The concept is directed towards identifying the factors that drive the choice of 

CSR activities, the different Brand Building strategies implemented and to determine the 

most dominant CSR activities that directly contribute to Brand Building.  

1.8.2 Geographical Scope 

The commercial bank considered for this study was CERUDEB. This study was conducted 

within the bank’s branches located in districts where the CSR activities have been 

implemented with focus on the head office where the management team is located. Majority 

of the customers in these districts have directly benefited from the CSR initiatives of the 

bank. These customers responded positively to the data collection exercise because they are 

direct beneficiaries of the bank’s initiatives.  

1.8.3 Time Scope 

This study focused on a period of five years effective from 2018 up to the time of submission 

of the research report to Makerere University. This period was selected because it is 

sufficient to analyse the various CSR activities implemented by CERUDEB . The four years 

gave at least three Annual Reports that were used for comparison to determine the impact of 

CSR on Brand Building. Additionally, the four-year period was sufficient to access the 

financial and non-financial benefits the bank got when it engaged in CSR. In Conclusion, the 

timeframe for actual proposal writing, data collection and submission of the report is as 

shown in Appendix 3. 

1.8.4 Theoretical Scope 

This study was supported by two theories and these are the stakeholder theory and the 

Corporate Citizenship Theory. The stakeholder theory took into account the interest of 

various stakeholders groups. This allowed the bank to maintain a strong interrelation with its 

customers by gaining their trust and loyalty. The Corporate Citizen theory on the other hand 

took into account the fact that a company such as CERUDEB has to act socially responsible 
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to the community in which it operates as it pursues its profit making objectives. This theory 

fronts the idea of attaining a good reputation in the banking industry in the process of BB. 

1.9 Outline Structure of the Report 

This report has three main parts organized as follows: Introduction, Literature Review, 

Methodology, Findings and Discussions, Conclusions, Recommendations and Limitations 

and Directions for further Research, then finally References follow together with appendices. 
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CHAPTER 2: LITERATURE REVIEW 

2.0 Literature Review 

This section reviewed literature starting with the theoretical review on CSR, the concept of 

CSR in commercial banks, factors that drove the choice of CSR activities in commercial 

banks, the concept of Brand Building (BB) in commercial banks, the different BB strategies 

implemented by commercial banks. 

2.1 Theoretical Review on CSR 

According to Kotler & Lee (2005), CSR is defined as ``managing the business or the 

company in a way that exceeds the social, legal, commercial and ethical expectations of the 

stakeholders. This research was supported by two theories as discussed next. The first theory 

is the stakeholder theory as discussed by authors (Freeman, Rusconi, Silvana, & Strudler, 

2012). The second theory is the Corporate Citizenship Theory by (Matten, Crane, & Moon, 

2005).The authors state that an organisation’s stakeholders are those people without whose 

support the company would run down to closure.  A healthy company keeps in mind 

everyone involved directly or indirectly in its success. These two theories are discussed in 

detail below;     

2.1.1 Stakeholder Theory 

According to Podnar & Jancic (2006), the theory of stakeholders holds that the company’s 

stakeholders are anyone affected by the company and its work. Furthermore, this theory 

fronts that if employees’ are mistreated or are unhappy definitely the company will fail. In 

addition, if the company forcefully implements its projects on the community, projects that 

are detrimental, still the company will fail. Even though short-term profits maybe realised 

from these projects, if continuously the stakeholders become frustrated then the company 

cannot survive. Therefore, who are the stakeholders? According to Podnar & Jancic (2006), 

the answer is extensive depending on the nature of business. However, for commercial banks 

stakeholders include employees, owners of the company (private individual or shareholders), 

customers and potential customers, suppliers and potential suppliers, government entities 

involved in regulation and taxation, local businesses that cater to the employees. Such local 

businesses include restaurants where employees have lunch. Other stakeholders include 

competitors in the market (in this case competitors are the other commercial banks) and the 

host or surrounding community where the bank operates. 
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Stakeholder theory as described by authors Freeman, Rusconi, Silvana, & Strudler (2012) is 

the mirror image of BB in the context of CSR. Therefore, companies must meet the needs of 

its stakeholders and as a result, this will lead to increased profits and sustainable growth of 

the brand hence brand building. From the above discussions, various researchers have used 

the stakeholder theory as a measure of socially responsible behaviour, which is good for 

building a solid reputation in the market and building a brand that genuinely cares about the 

social well-being of communities they serve.  

However, as discussed by Ambler & Wilson (2006), to allow any stakeholder of the company 

to make decisions is disadvantages because these same stakeholders such as the community 

who are the company’s customers are also customers for other competitive businesses. This 

means that they can have peculiar interest in the company for all the wrong reasons and hence 

give wrong advice leading the company to doom. 

2.1.2 Corporate Citizenship Theory 

According to Kitzmueller & Shimshack (2012), the corporate citizenship theory argues that 

companies need to be socially, culturally and environmentally responsible to the community 

in which they seek licences to operate. In addition to that, companies must offer economic 

and financial responsibility to its shareholders or immediate stakeholders. Scholars Matten, 

Crane, & Moon (2005) discuss that the corporate citizenship theory has three dimensions. 

These are the legal, ethical and philanthropic responsibility. The legal responsibility suggests 

that organizations should abide by the laws and regulations. The second responsibility is the 

ethical which discusses that organizations have an obligation to do what right, just, and fair 

action. Finally, the philanthropic responsibility which  incorporates activities that aim at 

improving the quality of living standards of employees, local communities, and the whole 

society. For this study, this theory fronts that a company has to co-exist in harmony with the 

community in which it operates. This helps build trust between the company and community 

which inturn yields brand loyalty which is key in BB. 

However, scholars Matten, Crane, & Moon (2005) also ague that the philantrophic 

responsibility of the company is entirely a company decision. This means that the company 

does not have to contribute to all the needs of the community simply because it is part of the 

community. 
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2.2 Brand Building Model 

According to Wasib, Md, & Idris (2014) it is essential to consider the brand resonance model 

when discussing brand building. The Brand resonance model details how to create attractive, 

active loyalty relationships with customers. The Brand Resonance model does so by building 

a brand in a series of steps. This model focuses on brand positioning and the way it affects 

what consumers think, feel, do, and how they connect with a brand. Brand resonance is the 

relationship that a consumer has with the product or service and how well they can relate to 

it. Therefore, resonance is the depth of a customer’s emotional connection with the brand and 

their ability to consider the brand when they have a similar need to fulfil and this is illustrated 

below using the brand resonance pyramid. 

 

Figure 2.2: Brand Resonance Pyramid 

 

Source:  Literature Review 

The brand resonance model has four steps of brand building as shown in the figure above. 

The four stages are as follows: 

i. Brand Salience: It is crucial to establish the identity of the brand and ask yourself, 

“who are you?” According to Eppler & Will (2001), brands need to “ensure 

identification of the brand with customers. Association of the brand in their 

customer’s minds with a specific product class, product benefit, or customer need is 
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crucial. The authors further state that salience means that something is Important and 

relevant. Therefore, brand salience implies that we recognize the brand, and it is 

relevant to us. Furthermore, brand salience is the measurement of consumer recall of 

the brand in different consumption situations. How persuasive is the brand’s 

awareness? Are our consumers aware of what needs our brand can satisfy? 

ii. Performance and Imagery: In this step, according to Wasib, Md, & Idris (2014), it is 

essential to develop the brand’s meaning and to answer the corresponding question, 

“What are you?” It is important to firmly establish the total meaning of the brand in 

the minds of customers by linking a host of tangible and intangible brand associations. 

In addition, the authors argue that in the performance and imagery step, the brand is 

expected to perform well with the need to develop and communicate to our audience 

imagery relevant to our brand. Therefore, brand performance describes how well the 

product or service meets the customer’s needs whereas brand imagery is used by 

brands to meet their needs psychologically. Brand imagery refers to more intangible 

aspects of a brand and allows consumers to recall their experiences and associate a 

brand with its products and imagery.  

iii. Judgement and Feelings: What do I think or feel about you? Authors Eppler & Will 

(2001), argue that the consumers are developing feelings and making a judgment 

about the brand. This means that consumers are evaluating product performance, their 

experience with the service, and/or making a judgment on whether the brand will be 

considered when deciding to fulfil a need in the future. The authors further argue that 

everyone has an opinion, but the brand judgment stage works to ensure the consumers 

have a reasonable opinion of the brand. Brand quality, credibility, consideration, and 

superiority fall within this category, and here a brand strategizes ways to ensure 

consumers’ judgments are favourable. 

iv. Brand Resonance: What kind of association and how much of a connection would I 

like to have with you? This is the last step in the brand resonance model. To resonate 

means to  understand or feel in common with. Therefore, brand resonance means that, 

the consumer has developed a loyalty towards the brand, they resonate with it, feel 

connected to the brand and the community associated with the brand, and they enjoy 

the engagement and feel attached to your brand. This is the ultimate stage for all 

brands. This is means that the consumers who resonate with your brand will always 

choose your brand first without even considering competing brands to fulfil their 

needs (Wasib, Md, & Idris, 2014). 
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2.3 The Concept of CSR in Commercial Banks 

According to the Financial Institutions Act, 2004 “a commercial bank” means a company 

licensed to carry on financial institution business in Uganda. The Financial Institutions Act 

states that the principle business consists mainly in the acceptance of call, demand, savings 

and time deposits withdrawable by cheque or otherwise. Furthermore, in the capacity of a 

bank, provision of overdrafts, short to medium term loans, provision of foreign exchange, 

participation in inter-bank clearing systems and the provision and assumption of guarantees, 

bonds and other warranties on behalf of others are also services rendered for profit gain.  

Therefore, commercial banks are major players in financial markets and have a major role in 

maintaining balance in the economy (Khan & Fasih, 2014).  

According to Birindelli, Intonti, Ferretti, & Iannuzzi (2013), credit granting and asset 

management are some of the different forms of CSR in commercial banks. This enhances 

stakeholder relations, which gradually results into building a strong brand. In addition, Soana 

(2011), states that CSR protects the bank’s reputation by lowering the level of uncertainty in 

the occurrence of negative events that can harm the reputation of the bank. However, 

Scholtens (2009) argues that the CSR performance of a bank positively relates with the bank 

size. The larger the company the more oriented it is on CSR activities. 

However, Chatterjee & Lefcovitch (2009) admit that banks are normally faced with the 

difficulty of implementing CSR since they are strongly focused on making profits. The 

authors further emphasize that ethical standards in commercial banks should be adhered to 

because they operate with people’s money. Banks hence take a risk, which can also result 

into a loss. Therefore, Chih, Chih, & Chen (2010) state that there is no clear evidence that 

there is a positive correlation between CSR and brand building. Upon the basis of their 

research on commercial banks, the following were their findings: Larger companies are more 

inclined to invest in CSR mainly because of positive public reputation and as a give back to 

the customers.  

2.4 Factors that drive the choice of CSR activities in Commercial Banks 

There are both internal and external factors that impact the approach and success of CSR 

activities that a bank chooses to implement. 

2.4.1 Internal factors 

Internal factors include factors within the organization as discussed by Humphrey, 2005. The 

author further states that company must manage the strengths of internal operations and 
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recognise potential opportunities and threats outside. These factors include Human Resource 

Quality; Financial capabilities of the bank; attitude of top management towards CSR, 

community needs, and Bank Mission and Purpose Statement. These are explained below:  

i. Human Resource Quality: According to Rajani, Vedapradha, Candida, & Suriya 

(2019) the bank must strive to train and recruit staff that are capable of the designated 

roles. Employees are nurtured and groomed. If they feel valued and well remunerated 

then it is with the same positive attitude that they will embrace the ambitions and 

plans of the employers. 

ii. Financial capabilities of the bank: Some of the CSR activities require more finances 

as compared to some. For example, building of a health centre and equipping it is 

more expensive as compared to buying scholastic materials for a primary school. 

Therefore, the bank management decides accordingly since there is never a clear 

Return On Investment (ROI). This is where the larger and well established banks win 

(Mansour & Musaed, 2021). 

iii. Attitude of Top Management towards CSR: Md & Saida (2002) state that management 

members are the decision makers. If they are not convinced about the benefit of any 

proposed CSR activity, then definitely it will not be implemented. This is because 

commercial banks are about making profits with every investment. On the other hand, 

the authors emphasise that if top management members such as the Managing 

Director (MD), are highly inclined to CSR, then strategic plans will be geared towards 

CSR. 

iv. Community needs: Olusegun, Hyman, & Williams (2008) argue that the community in 

which the bank operates can also dictate the choice of CSR activity. For example, if 

the community is lacking waste disposal tanks or even no pit latrines then the bank 

can decide to build pit latrines for the community members under health benefits 

umbrella. 

v. Bank Mission and Purpose statement: According to Yeung (2011), if the core focus is 

to transform lives as stated in the mission statement, then strategies are aligned so as 

these visions are achieved.  

2.4.2 The External Factors 

The external factors as discussed by Lenka & Jiri (2014) are categorised as socio-economic, 

legal or ethical, political and technological and are explained below: 
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i. Socio-economic factors: The authors discuss that socio-economic factors relate to the 

values, attitudes and concerns of the bank’s target customers and their economic 

abilities to afford the bank’s products. 

ii. The legal or ethical factors: The authors further discuss that legal factors relate to the 

bank’s ability to abide by laws and set regulations and to meet social responsibility 

standards of the communities in which the banks operate and that of its customers. 

iii. Political Environment: Furthermore, Lenka & Jiri (2014) argue that the government 

being the endorsers of the laws of any economy must be positive about the CSR 

initiatives of any organization for these activities to be implemented.  

iv. Technology: Technology is the future and therefore the authors state that if most of 

the customers of a bank are digitally connected, making it easy to monitor the 

different activities implemented in the community, then the bank can decide to engage 

and serve customers digitally and monitor CSR activities remotely. 

Essentially, from the above discussion, there are both internal and external factors that a 

commercial bank bases upon to undertake certain CSR activities. Thus, our first research 

question: 

RQ1. What factors drove the choice of CSR activities in CERUDEB? 

2.5 The Concept of Brand Building (BB) in Commercial Banks. 

According to Tanya (2015), a brand is a set of intangible attributes of a product or a service. 

These attributes are designed to create awareness, distinctive identity and to build reputation 

of a product, service, person or an organisation. According to Fetscherin, Guzman, 

Veloutsou, & Cayolla (2019), Brand Building (BB) is a core focus of any market driven 

organisation. It is a strategic necessity that must interrelate with all the bank’s systems and 

functions. Furthermore, these systems and functions are employed in the strategic brand 

building process that must benefit the bank financially or non-financially e.g., Return On 

Investment, Increased market share and increased sales. Therefore, service businesses such as 

commercial banks have therefore realised that building a successful brand is important in 

managing challenges brought about by the unique service characteristics e.g., increasing 

tangibility of services offered to customers (McDonald, Harris, & de Chernatony, 2001; 

Davis, 2002; Moorthi, 2002).  

According to Latif, Islam, & Mdnoor (2014), to start the brand building process, it is 

important for commercial banks to consider the brand resonance model. This model considers 
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brand positioning and the way it affects what consumers think, feel, do, and how they 

resonate or connect with a brand. In addition, the authors discuss that brand resonance refers 

to the relationship that consumers have with the product or service and how well they can 

relate to it. This means that the resonance is the intensity of a customer’s emotional 

connection with the brand and their ability to consider the brand when they have a similar 

need to fulfil. The brand resonance model discusses how companies such as commercial 

banks can create compelling, active loyal relationships with customers and this model does so 

by building a brand in a sequence of steps.  

The first step in the brand resonance model as discussed by Adegbite (2021) is; (i) Brand 

salience where the customers easily recognise that the brand is relevant to them. Brand 

salience is the measurement of consumer recall of the brand in different consumption 

situations. All brands must always aim to attain this level of recognition in the competitive 

banking industry, (ii) the second step is the Performance and Imagery. Imagery are the visual 

communications that the commercial bank can use to communicate the relevance of the brand 

in meeting customer needs. Similarly, (iii) the third step is the Judgement and Feelings. At 

this step, the commercial banks must ensure that all that is being done to build the brand is 

directed towards achieving a positive attitude from the customers towards the brand. The 

opinions of the customers towards the brand must be reasonable at this point.  (iv) The final 

step is the Brand Resonance. Adegbite (2021) further argues that commercial banks in the BB 

process must ensure that their brands appear relevant and important in the mind of the 

customers especially those customers in the communities where they operate considering that 

the community is one of the major concerns of CSR. Being relevant means that the 

commercial banks have to perform very well by meeting customer specific needs and 

allowing customers to recall their experiences with the commercial bank brand, which can be 

achieved through CSR activities.  

Furthermore, Latif, Islam, & Mdnoor (2014) state that if the consumers experiences with the 

brand are worthwhile, then consumers will develop feelings for the brand and in turn form 

specific positive opinions about it. Opinions could include the credibility and quality services 

received from the commercial banks. The final step in the BB process is the brand resonance 

(brand loyalty), which all commercial bank brands are always ultimately trying to achieve as 

discussed by (Adegbite, 2021). Brand Loyalty is very important in the process of BB for a 

commercial bank that is why diversifying into CSR can create a social reputation that is 

important to all stakeholders such as the customers and the community at large. 
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2.6 The different BB strategies implemented by Commercial Banks in the context of CSR. 

Service brand literature revealed that a number of factors contribute to BB in commercial 

banks and these include Corporate Culture, Investment in CSR, Internal Marketing, Service 

Delivery Process, Distinct Banking Products, Marketing Communications and Cross-

Functional Teams. These are explained below: 

i. Corporate Culture (CC). According to Edwinah, Daminabo-Weje, & Dosunmu 

(2013), CC relates to the standard behaviour of employees as they pursue the goals 

and objectives of the employer such as improvement of standards of living of the poor 

by empowering the poor through the CSR objectives of the commercial bank. This 

ensures that employees carry out their responsibilities within the workflow process 

with minimum resistance since the goal is clear.  

ii. Investment in CSR. Jinu, Dhanuraj, & Suresh (2016) discuss that CSR being 

incorporated as one of the policies guiding the commercial bank’s objectives can 

create a competitive advantage for the commercial bank over its competitors and 

enhance a good image which is key in BB. 

iii. Internal Marketing (IM). IM is about satisfying the needs of the internal customer as 

discussed by Olorunsola, Saydam, Oluwatobi, & Ozturen (2022). The authors’ further 

state that internal customers are the employees and the needs of the employees 

include fair salary, comfortable working conditions, and freedom of expression, 

among others. 

iv. Service Delivery Process (SDP). Edwinah, Daminabo-Weje, & Dosunmu (2013) 

argue that SDP is concerned with the service design and the process that customers go 

through to experience or receive a service. The process should bring about customer 

satisfaction and customers should perceive the service to be of quality. 

v. Distinct Banking Product (DBP). Estrella-Ramon, Sanchez-Perez, Swinnen, & 

Vanhoof (2017) emphasise the notion of service experience, the quality of the service 

received by customers, the process that customers have to follow to receive a service 

and the tangible aspects of the service. These should be better than those services 

rendered by the competition for distinction. 

vi. Marketing Communication (MC). MC requires that the commercial banks use a mix 

of different marketing tools so as to propagate a strong positioning statement 

according to Abhijeet & Sanjay (2020). These marketing tools include public 

relations, advertising, conferences, websites, and seminars, among others. 
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vii. Cross-Functional Teams (CFT). As discussed by authors Dinca & Voinescu (2012), 

CFT comprises of atleast three members who belong to different functional entities 

who work together to achieve a common goal. Furthermore, the authors argue that 

different teams have different skills and experiences. This provides multiple source of 

perspective and information, which is very relevant when designing CSR strategies 

and programs for implementation. Commercial banks use different brand building 

strategies including using CSR strategies and this study sought to answer the second 

research question below: 

RQ2. What Brand Building Strategies were implemented by CERUDEB in the context of 

CSR? 

2.7 CSR activities that are dominant in BB in Commercial Banks. 

According to Evans & Kantrowitz (2002), commercial banks implement BB strategies in the 

context of CSR focusing more on green practices to reduce pollution and waste that could 

destroy the environment. In addition, strategies for renewable energy, biodiversity and 

wildlife conservation are directed towards enhancing environmental sustainability. The 

community being the place where the commercial banks operate, community based CSR 

acknowledge employee volunteerism, school adaptations, internship programs, scholarships 

and contributions to the under privileged members of the community (Lenka & Jiri, 2014).  

International banks such the Janata Bank Limited in Bangladesh have consistently invested in 

CSR activities such as improvement towards education, Investment in the health sectors, 

programs to eradicate poverty, protection of the environment among others (Janata Annual 

Report 2021). In addition to that, Commercial Banks in Uganda such as Stanbic Bank and 

Equity Bank have evidently focused their energies on similar CSR activities (Respective 

Banks Annual Reports). This simply means that health, education and poverty are the biting 

issues in the lives of the common people. Focusing investments to improve these issues can 

directly influence the communities, which in turn is a BB strategy for the commercial banks. 

Hence leading to RQ3: 

RQ3. What CSR activities have been dominant in Brand Building in CERUDEB? 

  



17 
 

CHAPTER 3: RESEARCH METHODOLOGY 

3.1 Introduction 

This section highlights the intended approach to the study. It shows the research design, 

selection of case company, profile of the case company, participants, sampling, data 

collection procedure, data collection tools, reliability, data aggregation and analysis, ethical 

considerations and anticipated limitations to the study. 

3.2 Research Design 

Following Rebolj (2013), a case study research design was applied. A case study designs are 

good for describing, comparing, evaluating and understanding different aspects of a research 

problem. This is because (1) Case studies provide important information to major 

investigations as they generate rich data. (2) Case studies allow for deeper probing which 

enables generalizations to the wider populations. (3) Are good for disapproving existing 

generalizations, which can lead to misguided findings and wrong conclusions, are drawn. 

3.3 Selection of Case Company 

In selecting the case company, Katamba, Tushaabomwe-Kazooba,Babiiha, Nkiko, & 

Kameza’s (2014) condition was followed that states; (1) CERUDEB is a commercial bank 

that has dedicated priceless time and resources to transforming lives and improving the 

welfare of the communities in which it operates, (2) that CERUDEB has recognizable CSR 

activities and (3) that CERUDEB was awarded for being the most helpful brand during covid 

in addition to other awards received due to the customer-centric approaches practiced.  

3.4 Profile of the Case Company 

The case company is Centenary Rural Development Bank (CERUDEB). 

Table 3.4: Profile of the Case Company 

Company Name Description (year established & 

core business) 

No. of Full-time 

staff 

Operational Scope and 

Network 

Centenary Rural 

Development Bank 

(CERUDEB) 

 Established in Uganda in 

1983 

 Started as a credit trust of 

the Uganda National Lay 
Apostolate 

 Regulated by Bank of 

Uganda 

 Core Business is Small 

and Medium Enterprise 

banking and Consumer 

Banking products/services. 

Over 2800 Staff  80 Branches 

 192 ATMs 

 5200 Agents 

 2.3 Million 
Customers 

 Mobile 

Banking and 

Other Digital 

Platforms. 
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 Increase awareness of 

CERUDEB’s CSR 

activities by at least 5% 

annually as a core 

objective. 

 

Source: CERUDEB Annual Report 2020 

3.5 Participants that were engaged for the research  

Different categories of participants were engaged so as to capture all the different points of 

views in relation to the CSR activities of CERUDEB. These participants were categorised as 

shown below; 

3.5.1 Managers and Staff members 

Managers from different managerial levels such as CSR Directors, CSR Managers, Branch 

Managers, CSR Program Leaders, Program Managers and Senior Managers responsible for 

Marketing and Communications were engaged. Managers were crucially important in the 

data collection because they were directly involved in the conception and implementation of 

these CSR activities. Staff members who directly participated in the implementation of the 

CSR activities were also be interviewed. The staff members were interviewed because they 

directly participated in these activities meaning they had relevant information in regards to 

these CSR activities as a Brand Building strategy. These two categories of participants were 

interviewed with the data collection tool shown in Appendix 1. 

3.5.2 Beneficiaries from CSR Activities of CERUDEB 

The direct beneficiaries of CERUDEB’S CSR activities range from young children who 

receive medical attention from the health facilities and initiatives of the bank, the youth who 

have been empowered by the skilling programs, the women who have been empowered by 

the bank’s programs and the elderly who have several health challenges such as Cancer 

which is a major threat. Additionally, local leaders of the beneficiary areas were interviewed 

since they are contacted directly to mobilise the community in the process of implementation 

of the CSR activities. This mix of respondents helped to re-enforce the findings and data 

collected. These beneficiaries were interviewed with the data collection tool shown in 

Appendix 2. 

3.6 Sampling Procedure 

According to Musarrat, Sudeepta, & Ranajee (2019), 30 participants were engaged using the 

data collection tools as shown in Appendix 2. 30 participants are considered representative of 
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the sample to give rich information for clear analysis and hence giving reliable results. These 

were categorised as shown below; 

Table 3.6: Participants in the research study 

Category of Participants Number Location of 

Participants 

CERUDEB CSR Manager 01 Head Office 

CERUDEB CSR Director  01 Head Office 

Manager, Branding 01 Head Office 

Branch Manager Lira 01 Lira 

Branch Manager Apac 01 Apac 

Credit Officers 03 Apac and Lira 

Group Loan customers 06 Apac 

Individual Customers 05 Head Office, 

Lira 

Community LC 1 Official 01 Kampala 

Woman Councillor 01 Kampala 

Human Resource Officer 01 Head Office 

Marketing Officer 01 Head Office 

Public Relations Officer 01 Head Office 

Customer Relationship Manager 02 Head Office 

Customer Care Officers 03 Lira and Apac 

Managing Director through the personal 

Assistant 

01 Head Office 

Total 30  

Source: Field Data 

3.7 Data Collection Procedure 

Data was collected following established case study methodological approaches (CAPAM, 

2010; McLeod, 2008; Stake, 2005; Yin, 2006 ;2008). Analysis and review of CSR reports, 

documentaries and memos about CERUDEB was done. CSR managers, staff and the CSR 

project beneficiaries were interviewed. In particular, following McLeod (2008) and CAPAM 

(2010), a combination of the following approaches were used: 

i. The learning history approach: This involved reflection on the experiences of the 

interviewed managers and stakeholders using an interview guide. The guide was 

designed with probing questions, which made it possible to analyse CERUDEB’s 

implementation of CSR activities. 
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ii. The best-practice approach: For this approach, successfully implemented CSR 

activities of CERUDEB were reviewed for comparison purposes with the data 

collected. The managers verified this based on the project reports. 

iii. Yin’s (2006) illustrative case study method: This was used to probe for a descriptive 

account of the main issues surrounding resource utilization during the implementation 

of the bank’s most successful CSR activities alongside other projects. 

iv. Yin’s (2008) exploratory case study method: This was applied to investigate (i) how 

involved management was in the CSR implementation, (ii) challenges encountered 

during the implementation, (iii) involvement of the stakeholders. 

3.8 Data Collection Tools 

Data was collected using two sets of unstructured questionnaires, with interview guides for 

each of the questionnaires (refer to Appendix 1 and Appendix 2). One interview guide was 

for the CERUDEB’S CSR team members and the other was for the beneficiaries of the 

bank’s CSR activities. Guides were not shared with the participants. 

3.9 Reliability 

Given the qualitative nature of the data, triangulation was used according to Creswell (2007) 

and Yin (2008). According to these authors, triangulation is the equivalent of reliability 

testing in quantitative research. Data source triangulation was used first to ascertain whether 

data that was gathered remained unchanged in different contexts. This included data obtained 

from interviewing direct beneficiaries of CERUDEB’s CSR activities. In gathering data, 

methodological triangulation was used by using more than one method to gather data from 

each source. Sources of data included interviews, observations and document reviews. 

Additionally, investigator triangulation was employed, by examining the same phenomenon 

independently by more than one person. Lastly, theory triangulation involved interpreting the 

data by different researchers with different viewpoints (Grayson & Nelson, 2013; Drucker, 

2002; Edersheim, 2007).  

3.10 Data Aggregation and Analysis 

Data Aggregation and Analysis was based on Huberman and Miles (1994) methodology 

which indicates that there are 3 processes of qualitative data analysis and these are data 

reduction, data display and drawing of conclusions. First, the conversations told during the 

interviews were transcribed. The analysis of transcripts involved a detailed search for 

underlying themes. Detailed transcript analysis was provided for in the interview guide as 
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guided by King. N (1994). Second, from the initial transcripts studied, a coding system was 

designed to help identify the issues and themes emerging from the transcript analysis as 

discussed by Roffey & Parker (1997).  After coding each interview transcript, summarised 

notes were prepared. This helped to provide general observations and clearly highlight 

emerging themes. In line with Huberman and Miles (1994), matrices and systems were 

displayed according to the developed coding process. These were examined in detail to 

realise patterns and give valid explanations for the evidence collected. Lastly field notes and 

interview summaries were studied and re-analysed all together with the matrices formed 

above. This helped form narrative descriptions of the interview findings. Using   Llewellyn 

(1999) the narratives were clustered and presented in the findings explained in section 4 of 

this research study. 

3.12 Ethical Considerations 

An introductory letter from the university was prepared and availed on request to the 

prospective participants at the various branches of CERUDEB. Permission was sought from 

the relevant authorities to carry out the study. Consent was sought from all participants and 

they were allowed to withdraw from the study at any point without any preconditions. All 

information that was given was kept confidential by use of anonymous information and not 

tracking personal information of the participants. The researcher reported objectively and was 

not biased or judgemental in anyway. 

3.13 Limitations to the study 

The researcher faced delayed data collection especially from CERUDEB managers since 

these interactions had to happen during working hours and yet these managers are committed 

to other official duties at the same time. This delayed the whole process right from data 

collection, analysis of response and compilation for submission of the final research report. 

The same delay was experienced with the staff members of CERUDEB since they too are 

engaged at work. Furthermore, getting together a group of CERUDEB’s Project beneficiaries 

for discussions was tedious since they are located at different locations. This too delayed the 

whole process of data collection. 
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CHAPTER 4: PRESENTATION OF FINDINGS, ANALYSIS AND 

INTERPRETATION 

4.0 Introduction 

This section presents the findings of the field data collection, analyses the findings and 

presents the interpretation of these findings. 

4.1 Factors that drive the choice of CSR activities in CERUDEB 

There are several factors that drive the choice of CSR activities in CERUDEB and these are 

summarised in the table below: 

Table 4.1: Factors that drive the choice of CSR activities 

Source Quotes supporting CERUDEB’s role in CSR Emerging 

Theme 

C
S

R
 D

ir
ec

to
r 

CERUDEB is actively involved in CSR and all staff are engaged in all the 

CSR activities. CSR is well incorporated in CERUDEB’s mission and 

since the formation of the Centenary Rural Development Group which was 

the reorganization of the 38 year old CERUDEB, the mission strategy was 

clearly aligned ‘’ To transform lives of the people and promote 

environmental conservation through innovative businesses and financial 

inclusion solutions. (CSR Manager, CERUDEB) 

CERUDEB’s 

Mission/Vision 

C
S

R
 M

an
ag

er
 

The plight of the people in the communities we serve is at the heart of 

everything we do! Since our inception, Our Bank has consistently and 

deliberately dedicated time and resources towards transforming lives and 

improving the welfare of the communities in which we operate. . (CSR 

Manager, CERUDEB) 

 

 

 

Community 

Needs 

In
te

rv
ie

w
 w

it
h

 P
R

 

O
ff

ic
er

 

In line with our Corporate Social Responsibility policy, the bank commits 

1.5% of the previous year’s profit to programs geared towards positively 

influencing communities. We do this because we fully understand that 

sustainable business is built on the foundation of sustainable communities. 

(PR Officer) 

Financial 

Capability of 

CERUDEB 

M
ar

k
et

in
g
 

M
an

ag
er

 

Financial literacy continues to take considerable attention in our CSR 

interventions being in the Finance industry. We continue to grow our 

customers from one level to another with financial knowledge. 


(Manager, Marketing) 

Community 

Needs 
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C
S

R
 

m
an

ag
er

, 

H
e
ad

 O
ff

ic
e 

For the last 10 years, the bank has been involved in different activities 

towards improving the health status of the communities where we operate. 

Key among these areas has been geared towards bridging the cancer gap. 

(CSR Manager, Head Office) 

Attitude of Top 

Management 

S
ta

ff
 (

L
ir

a 
B

ra
n
ch

) 

Staff are all actively involved in CSR. For example when the financial 

literacy training were conducted, the Clergy at Lira Diocese were trained 

and the staff of Lira branch were actively involved in this activity. (Branch 

Manager, Lira) 

Staff ownership 

and 

involvement. 

C
re

d
it

 O
ff

ic
er

, 
L

ir
a 

B
ra

n
ch

 

CSR is part of our values in the organization and over time our brand is 

well known for being a support partner to the under privileged in various 

ways, such as the low interest group loans that we lend as low as 

100,000/= for each member with no collateral. ( Credit Officer, Lira) 

CERUDEB’s 

Mission/Vision 

C
u

st
o

m
er

s 
(G

ro
u

p
 l

o
an

s)
 ‘’This bank has really understood that we the illiterate need help. We are 

trained on financial literacy every time we come to borrow money through 

group loans, yet we have no collateral.’’ (Customer, Apac Branch) 

CERUDEB’s 

Mission/Vision 

C
h

es
h

ir
e 

O
rp

h
an

ag
e 

‘’CERUDEB has consequently offered support to this orphanage and we 

can never thank this bank more than enough. We get in kind items that 

help the orphans including scholastic materials that we use for their 

education. ‘’ (Care taker, Cheshire Orphanage) 

Community 

Needs 

Source: Field Data 

From the table 4.1 above it is clearly seen that the stakeholder theory and citizenship theory 

are well applied in understanding the factors that drive the choice of CERUDEB’s CSR 

activities. The stakeholder theory views CERUDEB (that is the company itself, founders, 

staff, managers and directors) collectively as stakeholders. This means that these stakeholders 

should have an interest in overseeing that the environment in which they operate meets the 

health and safety expectations of the society. For example, donation of waste bins to Mbale 

was an intended move to improve the hygiene health of the people in that district. Mbale 
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district was sighted as one of the districts with the poorest garbage disposal habits (New 

Vision, July 2022). Therefore, the factors that drive the choice of CSR activities can be 

categorised into:  

i. CERUDEB’s Mission and Purpose Statement (this is the most dominant 

driver);  

ii. Positive attitude of top management of CERUDEB to get involved in CSR; 

iii. Staff involvement and ownership ; 

iv. Financial Capabilities of CERUDEB;  

v. Community Needs of the people of Uganda 

4.2 Brand Building Strategies that have been implemented by CERUDEB in the context of 

CSR 

The brand building strategies of CERUDEB are presented in the figure below: 

Table 4.2: Brand Building Strategies of CERUDEB  

Brand Building Strategy Unique Attributes of the Brand Building 

Strategy 
1.Social and Relationship Marketing - Strong social ties with the communities 

- Improved customer relationship with the bank 

2. Funding - Sustainability of projects  

-Strong trust in the brand by customers 

3. External Marketing -Distinct Logo 

-Updated Website 

-Occasional launch of product campaigns 

-Social media marketing 

-Brand Personality Promoters 

-Advertisements on TV, Newspapers, Billboards and 

Radios 

 

4. Internal Marketing -Fair Salaries 
-Safe Working Conditions 

-Medical Insurance 

-Leave Work Life Balance 

-Mandatory Annual Leave 

-Life Insurance Cover 

5. Cross Functional Teams -Shared Experiences 

-Networking 

6. Distinct Bank Products -Easy account Opening Process 

-Affordable account charges 

-Accessible loans 

7. Investment in CSR -Response to the needs of the communities 

 Source: Field Data 

From the findings in the table 4.2 above the analysis below is drawn:  

i. Social and Relationship Capital: CERUDEB is continues to have a special focus on 

Corporate Social Responsibility, implementing it in a decentralized manner across the 

CERUDEB Branch network. This will eventually ensure that all CERUDEB 
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customers across the network get to benefit from this give back initiative. The special 

purpose vehicle focusses on implementing programmes that generally improve the 

social welfare of its beneficiaries. This will ensure continuity of these CSR activities 

for all time to come ahead (Customer Relationship Manager, Head Office). Therefore, 

in ensuring continuity of these CSR activities there will be constant contact with the 

customers which leads to a solid relationship with customers. This is referred to as 

relationship marketing. Relationship marketing is key in the business world to which 

CERUDEB belongs. Competition is real and never ends and CERUDEB though the 

social and relationship capital will bridge the gap between itself as an entity and its 

customers. This is all possible through the constant investment in CSR. 

 

ii. Funding: This is key in the sustainability of any project. Just like the CSR 

engagements of CERUDEB financial commitment is needed given that there is no 

directly attached benefit that can be derived from the implementation of these 

activities that require funding. The major strategy is to ensure creation of a socially 

responsible image in society. This wins commitment of the potential customers out 

there for giving back to them as stated by the Marketing Manager. CERUDEB 

commits 1.5% of the previous year’s profit into programs geared towards positively 

influencing communities. The bank does this because it fully understands that a 

sustainable business is built on the foundation of sustainable communities. 

 

iii. External Marketing of these CSR activities: Over time, CERUDEB has continuously 

advertised these CSR activities so that everyone can see for himself or herself what is 

being done to give back to the community. CERUDEB also does marketing on all 

social media platforms of the bank, on Televisions, on Radios, In News Papers to 

create awareness and maximum participation of the beneficiaries in these activities 

(Brand Manager). Other communication channels are employed for the various bank 

products to promote awareness and quick adoption of the newly launched products. 

For example, CERUDEB uses all its online platforms such as Facebook, Twitter, 

Website page, online flyers to increase awareness of its products and services. Also 

during the launch of a new campaign, it is advertised on all media and online 

platforms for increased awareness. Furthermore CERUDEB uses popular radio 

personality called Abbey Mukiibi who has championed campaigns like; Kwasa with 

Cente, CenteXmas, CenteAgent, and now the 5 FOR 5 Jackpot campaign.  
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iv. Internal Marketing: The internal customer is CERUDEB’s number one priority before 

even thinking of the external customers quotes the CSR Manager. This is because if 

the bank does not look well after the employees then the external customer will not be 

catered for as expected. Issues such as poor customer service, poor customer retention 

and high employee turnover will be experienced. These affect the process flow 

strategy setups that the bank puts in place to ensure brand growth (Human Resource 

Officer (HRO), Head Office).  

 

v. Cross Functional Teams: During the execution of these CSR activities all the staff 

members of CERUDEB participate equally regardless of their corporate role in the 

bank. For example, the MD, Fabian Kasi always demonstrates active participation 

right from the planning of these activities up until the execution of these roles in the 

field. No one is more important than the other is when participating in these activities 

and all the departments are equally engaged in these activities from time to time. The 

team that is chosen to execute a certain activity will always comprise of different 

members including staff from different branches and head office staff (Marketing 

Officer, Head Office). 

 

vi. Distinct Bank Products: CERUDEB offers a variety of products to fit its customer’s 

needs and these are categorised as bank account products and loan products. For 

example, the Cente Ordinary Savings Account is designed to be affordable and the 

process of account opening is not tedious. The account requires two passport size 

photographs, a valid ID, 10,000/= with a monthly bank charge of just 3,000/=. 

CERUDEB also offers the Cente Youth Loan that targets youth aged between 18 and 

35 years. This is a short to medium term loan designed for financing business 

expansion aimed to support business ventures owned by young entrepreneurs. This 

helps to empower them so that they are self-reliant. Interest charged on the Cente 

Youth Loan is based on declining balance. Minimum loan amount of shs.100, 000 and 

maximum of Shs.5, 000,000 is given individually. If it is a group of youth then a 

minimum of Shs. 500,000 and a maximum of Shs. 25,000,000 is given for youth 

groups or partnerships. No collateral is needed to process this loan other than the 

evidence of existence of an enterprise. This loan has helped the youth with capital to 

improve their businesses, thus creating employment (CERUDEB , 2020). 
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4.3 CSR activities that are dominant in Brand Building in CERUDEB 

CERUDEB has key dominant CSR activities that are categorised as indicated in table. 4.3. 

and how these CSR activities benefits the CERUDEB brand. In the year 2021, CERUDEB 

committed a total of UGX.953, 569,000 towards Corporate Social Responsibility. The bank 

has had successful initiatives, key among them being the Financial Literacy training that has 

benefited over 17,000 citizens (CERUDEB, 2021). CERUDEB’s  integrated CSR strategy 

encompasses programs across these thematic areas; (1) Education, focusing on financial 

literacy, (2) Health, (3) Environment, (4)  Community support(5)  Social mission of the 

Catholic church.  This is tabulated as below: 

Table 4.3: Dominant Brand Building CSR activities 

Dominant CSR activities Key area of focus How it benefits the CERUDEB 

brand. 

1. A total of 275 Trainings were 

carried out. Thirteen (13) of these 

trainings were carriedout in 

Dioceses of Nebbi, Mbarara, 

Arua,Gulu, Jinja, Kampala – 
Mitala Maria Vicariate,Lira, 

Kampala Entebbe Vicariate, 

Soroti, Kampala Wakiso Vicariate 

aimed at equipping 

the clergy with knowledge and 

skills to manage church projects 

like schools, hospitals and income 

generating activities both at an 

individual level and community 

level. 

Financial Literacy Customer empowerment hence 

customer retention. 

Training was carried out with the 

village savings and loan 
associations (VSLAs) that speak 

CERUDEB’s Mission critical 

portfolio, who are the bank’s very 

own micro customers. This was 

made possible with combined 

effort from partners like Goal 

Uganda and Mercy Corps, who 

have been instrumental in the 

trainings, financial support, and 

actual implementation of grass 

root projects. 

Education focusing on Financial 

Literacy 

Positive emotional responses and 

reactions towards the brand. 

2. CERUDEB supported the 

Rotary cancer run, offered support 
to family health days where, over 

1000 women were screened for 

breast and cervical cancer. 

• CERUDEB supported 

production of cancer reading 

material to help caretakers and 

cancer patients with the relevant 

facts about cancer. 

Health Continued association with the 

brand due to appreciation. 
 

 

 

 

 

 

 

Great recall of the brand all the 

time. 
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• The Bank was part of the cancer 

parades as part of the awareness 

sessions, to educate the public 

about cancer. 

• During the breast cancer month 

in October, CERUDEB hosted a 

senior oncologist from Nsambya 

hospital and a Breast Cancer 

Survivor to educate the public 

about breast cancer as part of the 

awareness sessions about the 

scourge. 

 

 

 

 

 

Customers consider the brand 

their friend. 
 

 

 

 

 

 

 

 

Strong brand resonance. 

3. CERUDEB supported 154 

activities up from 122 activities 

from the previous year. 

In Iganga, CERUDEB donated 
roadside solar lights to improve on 

security during the night. 

In Mbale, the CERUDEB donated 
waste bins to the local government 

to support with waste 

management. 

In Mityana, the CERUDEB 
donated towards construction of a 

maternity ward to save mothers. 

 

In Kampala, on 2nd February 

2022, CERUDED donated covid-

19 safety gear to schools in 

Nalukolongo in a bid to curb the 

spread of COVID-19 amongst the 

students and teachers. 

 

The Bank distributed 250 hand 

washers to 200 schools in 
different regions across the 

country.  The items donated were 

worth UGX 95 Million. 

 

CERUDEB contributed UGX 165 

million towards the Masaza Cup. 

The tournament is part of a three-

year sponsorship package worth 

UGX 465 million that has greatly 

contributed to nurturing young 

football talent in Buganda, 
pooling youth from different 

occupations to come together and 

display their abilities. 

Community Support Positive brand judgements, which 

leads to customer loyalty. 

 

 
 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

High brand recall by the students. 

 

 

 
 

 

 

 

 

 

 

 

Brand salience 

4. CERUDEB supported a total 

202 church activities up from 94 

Church activities the previous 

year. 

• CERUDEB was involved in 

renovations for different parishes, 

Social Mission of the Church Great brand reliability by the 

customers. 
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construction of church facilities 

like Nakawuka Parish, Nazareth 

catholic Church, Virika Cathedral. 

• CERUDEB offered support to 

orphanages like Cheshire home of 

hope. 

• Support also went into COVID-
19 relief considering that churches 

had to shut down for close to a 

year. 

 

Social approval of the brand. 

 

 

 

 

 
 

 

 

 

 

Positive brand judgement. 

5. In 2021, the environmental 

Stewardship campaign dubbed 

“Centecho” continued. 

• 25 branches carried out different 

environmental initiatives, for 

example in Masindi and 

Bundibugyo, the branches 
participated in tree planting after 

partnering with local 

municipalities, this was done 

during the world environment day. 

• In Mbale and Soroti, 30 waste 

bins were donated to support the 

waste management initiative and 

keeping the municipalities clean. 

• Seven (07) water tanks were also 

donated to different schools to 

enable water harvesting and 

reduce on the burden of water bills 

in most community schools. 

In 2021, the paper recycling 

initiative was also rolled out. A 

total of 45,620 tons of obsolete 

records were recycled as a move 

towards environmental 

sustainability. From this recycling 

initiative, the bank earned a total 

of UGX. 13M that shall be used to 

promote other environmental 

initiatives. 

• The practice of burning the 

obsolete records at the 

incineration center has completely 
been stopped. The recycled paper 

can now be turned into books for 

use in schools, tissue used in 

lavatories, and printing paper used 

in offices. 

Responsibility towards the natural 

environment (Natural Capital) 

Improved brand credibility. 

 

 

 

 

Source: Compressed from Interview Scripts and CERUDEB’s CSR Reports 

From the table 4.3 above it is evident that CERUDEB has several CSR activities that it has 

implemented recently and these are categorised into five key focus CSR strategies. These are:  
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i. Health: Is very critical and CERUDEB has a flagship project called the cancer run. 

Rotary Cancer Run is an annual event organized since 2012 by Rotarians to bridge the 

gap in the fight against the Cancer scourge by building a one-stop cancer screening 

and treatment center at Nsambya Hospital. The theme for the cancer run in 2022 was 

to construct Bunkers, which has commenced. This run was intended to raise Shs11.8 

billion to complete the construction of the Bunkers which will house the modern 

cancer screening and testing machines (CERUDEB CSR Report 2022). 

ii. Education (Financial Literacy):Education mainly focusing on financial literacy. 

Financial Literacy has been greatly invested in by CERUDEB. This is so because 

being in the banking industry it is only imperative that growing the customers from 

one level to another with financial knowledge is inevitable. Without financial 

knowledge, many of the customers will not know how to manage their finances, 

loans, and this will lead to a bad relationship with the bank. Definitely the bank losses 

its customers if they are not benefiting and instead losing property due to unpaid 

loans. 

iii. Environment support (Natural Capital):CERUDEB is deliberately bringing in 

environmental initiatives as part of CSR such as tree planting initiatives that are yet to 

kick start in Kasese to combat the climatic challenges in that district .  

iv. Social Mission of the church: Being that CERUDED is a church founded organization 

supporting the church is without question. CERUDEB supports the church by 

constructing and supporting church founded schools and hospitals where the 

community gets basic services. In supporting the church, the bank is actually 

supporting the communities in which it operates and these communities definitely 

comprise of CERUDEB’s customers.  

v. Community Support: The community in which the bank operates is key to the 

sustenance of the business. This is so because the community are the customers that 

CERUDEB interacts with and benefits from a business perspective. Therefore, the 

donation of solar lights in Iganga and waste bins in Mbale brings in a feeling of 

appreciation to the customers, which is key in the process of brand building. 

4.4 Graphical Evidence of Progressive Performance of CERUDEB 

In the banking industry, the different strategies employed by all the different players are 

aimed at three things. (i) Increased customer deposits, which in turn will lead to (ii) Increased 
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profits; and (iii) Asset Creation. The graphical illustrations below will show a trend in the 

continuous growth in the profits and customer deposits of CERUDEB.  

Figure 4.4 : Profits made by CERUDEB over a 10 year period 

 

Source: CERUDEB financial Reports. 

From the above figure, over a 10year period steadily CERUDEB has seen its profits grow 

which is evidence enough to confirm that the original agenda of this bank growing its brand 

using CSR has proved to yield results. Every bank has to come up with a unique strategy that 

enables it to stand out of the competition and also sustain its existence. In 2012, CERUDEB 

was making a profit of Shs.818, 478,708 and by the end of 2021 the profits have grown to 

Shs. 3,178,470,175. This is approximately a 74% increment in profits over the last 10 years 

standing at an average of 7.4% increment per years. This is a magnificent performance of 

CERUDEB exhibited over a 10 year period yet as well the investment in CSR has 

consequently increased over the years. Continuous investment in CSR would obviously mean 

a reduction in profits for any entity but this is being disapproved by the figures shown above 

in the illustration. This simply means that with increased investment in CSR the customers 

continuously build concrete trust in CERUDEB. The customers have developed a strong 

feeling of belonging to an entity that not only minds about reaping profits but also rewards 

them socially. Hence, the customers will continuously support the bank because the bank 

supports them in various aspects of life. Therefore, CERUDEB has successfully used CSR to 

build its unique brand that is clearly dominant in the banking industry. 
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4.5 Graph showing the Customer Deposits of CERUDEB 

Figure 4.5: Customer Deposits of CERUDEB over a 10 year period 

 

Source: CERUDEB financial Reports. 

From the above figure, over a 10 year period CERUDEB has seen its customer deposits grow 

steadily. For customers to completely trust their had earned money to a particular bank there 

must be mutual benefits and trust between the two sides (the bank and the customers). 

CERUDEB has earned customer trust right from its inception. The entity that started almost 

as a Non-Government Organisation (NGO) giving almost free financial support to its initial 

customers has emerged eventually as one of the top performing commercial banks in Uganda. 

This definitely speaks for itself; the journey of brand building using CSR has paid off. 

Customer deposits are a major backbone for a bank to sustain its existence in a financial 

market. The greater the customer deposits then the higher the credit muscle for any bank, 

which then means higher the profits. Consequently, the greater the profits, then the easier it is 

to reserve funds for the planned CSR activities which in turn also earn the loyalty of 

customers. Loyal customers mean there is a high customer retention rate for CERUDEB, and 

with more customers, the bank will have increased customer deposits. Increased customer 

deposits means increased profits.  
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4.6 Asset Valuation of Uganda’s 10 biggest bank 

Figure 4.6: Sequence Showing Uganda’s 10 biggest banks in terms of Asset Valuation USD 

$) as of 31st December 2022 

 

Source: CERUDEB financial Reports. 

From the figure above, CERUDEB is one of the most celebrated home grown banks in 

Uganda. In the present times, CERUDEB is among Uganda’s thriving commercial banks 

serving more than 1.8 million customers, utilizing over 2754 staff, and has an asset valuation 

of over 900 million dollars. In addition, CERUDEB operates with over 80 branches and 192 

ATMs (Automated Teller Machines) across Uganda. This valuation shows that CERUDEB 

has tremendously through its CSR brand building strategy surpassed the performance of 

indigenous international banks that existed even before its birth.  
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CHAPTER 5: DISCUSSIONS OF FINDINGS, CONCLUSIONS, 

RECOMMENDATIONS AND DIRECTIONS FOR FURTHER RESEARCH 

5.0 Introduction 

This section will discuss the findings of section 4, give conclusions and recommend for 

further studies. 

5.1 Factors that drive the choice of CSR activities in CERUDEB 

As presented in section 4.1 the factors that drive the choice of CSR activities of CERUDEB 

are discussed below:  

i. CERUDEB’s Mission and Purpose Statement (this is the most dominant driver) 

The mission statement of any company is a single sentence that is used to explain the 

existence of that company. CERUDEB’s mission statement is as follows ``To transform 

lives through inclusive sustainable financial solutions especially in rural areas.’’. From 

the mission statement, CERUDEB emphasises the transformation of lives and this is an 

indication of an entity that truly values the existence of its customers as discussed by the 

citizenship theory. Transformation means changing for the better. CERUDED has 

through its CSR initiatives touched the lives of its customers through the various key 

focus areas when implementing its CSR activities. CERUDEB has therefore stayed 

focussed on its purpose of existence and hence in everything that is done, the 

management decisions and strategic plans to ensure brand building, it should all be in line 

with the mission statement and purpose of existence of the bank. Therefore the mission 

and purpose statement are the most dominant factors that drive the choice of CSR 

activities. The statement given below by Director CSR further backs this up. 

[…] As an institution right from our background, we did not immediately become a 

commercial bank. We almost started as an NGO with a heart for the community. We started 

from humble beginnings where we encouraged people to start saving, taught them how to 

make use of their money in a better way. Furthermore, we educated them on how to get the 

small micro loans and use these loans efficiently and efficiently. Our mission statement 

emphasises giving financial services especially to the vulnerable, mainly focusing on the rural 

communities. The mission statement has the word rural meaning that we want to influence the 

rural communities in a sustainable way. So right from our inception, I would say CSR was in 

mind. 

ii. Positive attitude of top management of CERUDEB to get involved in CSR 

It is one thing to have a well aligned mission statement and it is another to also have a top  

management team that actually values the purpose of existence of an entity. CERUDEB 
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has solely devoted its time to the transformation of the lives of the rural people through 

emphasis on CSR. CSR having no direct financial benefit towards the bank, yet the bank 

aims to make profits annually requires top management to be patient. This is because the 

benefits realised from CSR investments are not directly realised. It is a process that is 

slow and yet silently beneficial to the bank. This therefore requires that the top 

management team is not quick to ascertain cash profits realised from these CSR 

investments or else all the devotion into CSR would be minimal for the sake of the 

mission statement. Most importantly, the Managing Director of CERUDEB has seen the 

bank walk a 10 years journey building a brand using CSR initiatives. This is positivity 

that the CSR strategy was believed to work. He states: 

[…] For three years now, a well-equipped 36-bed cancer treatment center at Nsambya 

Hospital worth UGX1.5 billion has been operational. After building the ward, Shs200million 

of the collections was then used for the Rotary Blood Bank; a partnership with Uganda 

Cancer Institute, who identified the Cancer Centre in Nsambya as the chosen Regional Centre 

for Cancer treatment. 

[……]  In 2022, CERUDEB committed UGX 150 Million for organising the 11th Edition of 

the Rotary cancer run. This is one of the major milestones achieved by CERUDEB in bridging 

the health gap in Uganda.  

[…] Over the years, Our Bank has been intentional with its contribution towards uplifting 

sports in the country, which is evident in the continuous participation in the Masaza Cup. The 

tournament has been made possible by the leadership of Buganda Kingdom and support from 

the different partners.  

iii. Staff involvement and ownership  

CERUDEB values its staff members hence there ideas and initiatives are well acted 

upon by management as discussed by the stakeholder theory. This is so because the 

staff are the contact points with these customers and therefore staff members know 

the direct needs of these customers. By forwarding to management these challenges 

for action, it shows that CERUDEB involves all staff in the CSR plans that is a good 

thing. This motivates staff to actually work harder since they are appreciated right 

from ideology all the way through quality services offered to customers and meeting 

of Key Performance Indicators (KPI).  

[…] We keep communicating to the employees showing them what is happening in the 

CERUDEB network in relation to CSR as well as making them participatory as much as 

possible. For example, even a branch in kasese can identify and say in our community it is a 

health facility that is needed, probably water supply or there is a lighting challenge. 



36 
 

Employees are given that lee way to identify those areas that we can support in their different 

locations but of course in line with CSR objectives (has to be something under health, 

environment, education, social mission, philanthropy) to support communities. Employees are 

well aware of those objectives, since we make the CSR activities engaging and participatory 

(CSR Manager). 

iv. Financial Capabilities of CERUDEB 

Investing in CSR is very expensive yet the Return on Investment is never clear. This 

means a bank that decides to invest in CSR as a brand building strategy does so 

clearly accepting the financial risk involved. According to Mansour & Musaed, 

(2021), the big banks are at an advantage. CERUDEB being one of the top performing 

commercial banks in Uganda therefore has the ability to invest in CSR and still 

continue to operate normally without declaring any losses. CERUDEB has therefore 

constantly throughout its existence allocated 1.5% of its previous year’s profits after 

tax into CSR. This ensures continuity of the mission of the bank and hence continued 

trust of customers in the bank which is key in the journey of brand building. 

Furthermore, thinking outside the box such as getting id of tons of obselete records 

which earned the bank a total of 13 Million  that was used to promote other 

environmental initiatives is a plus. 

 

v. Community Needs of the people of Uganda 

If the community that comprises of the people who are the customers are not 

maintained then definitely ironically there will be no customers, probably many will 

be sick and hence will not be able to work and actively do business with the bank. 

CERUDEB therefore, understood the need to support the communities by directly 

implementing CSR activities that will combat the livelihood of the people such as 

tackling the cancer scourge. This relates well with the citizenship theory as discussed 

in chapter two. Continuously CERUDEB engages and listens to its staff who are the 

direct contact point of these customers when it comes to selection of which CSR 

activities to implement and in what areas. CSR manager stated in addition:  

[…] If there is a problem with a feeder road at the community, are you individually joining 

the community to repair the road? If there is an orphan in the community are you coming 

together to support that child individually? If there is a child failing to get school fees and you 

have 50000/=, do you come in to support that child that is CSR individually? 
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5.2 Brand Building Strategies of CERUDEB in the context of CSR 

 

From the findings in Section 5.1, the brand building strategies of CERUDEB are summarised 

in the figure below: 

Figure 5.2: Brand Building Strategies 

 

 

Source: Field Data 

From the figure 5.2 above all the brand building strategies contribute to the brand building of 

CERUDEB and these strategies are elaborated below: 

i. External Marketing strategies: From the findings in section 4.2 it is clear that 

CERUDEB employs a number of brand building strategies. In as much as CERUDEB 

has a mission statement that guides all the strategic plans of the bank including all the 

factors discussed in 5.1 above, brand building is a continuous journey that needs 
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diverse ideas. Given that CERUDEB operates in a competitive business world where 

many other players are involved and they too employ all tactics to retain and build 

their brands, then divergent and all round ideas are necessary. For example, the 

common radio personality help boost the brand with their vocal and influential voices 

that in turn brings about brand building.  

In addition, the design of the logo the crucifix is meant to depict a connection with the 

catholic church in the implementation of the social missions of the church and the light blue 

colour is a bright colour that catches the attention of the eye quickly. The website as well is 

meant to communicate current information about the bank at all times meaning it should be 

updated constantly alongside all other social media platforms. Updated information 

empowers the customer and depicts an image of efficiency of the brand. This builds trust 

between the customer and hence brand salience, which is key. Therefore, CERUDEB 

continuously invests in all marketing strategies to create a distinct and clear awareness of its 

services to the audience out there. The PR Officer emphasizes this by saying: 

[…] At planned intervals, the bank launches a new campaign to reawaken the interests of our 

customers and to give back to our customers. For example, the five FOR 5 Jackpot campaign was 

launched in 2022 where the bank rewarded cash prizes to 30 lucky winners, every week, for simply, 

using the bank’s digital banking channels like CenteMobile, CenteAgent and CenteVisa. 

 By rewarding these lucky winners of any particular campaign, other customers are 

compelled to use these digital platforms. The aim is to have as many customers as possible 

using these distinct bank products on the digital platforms because it is a source of income to 

the bank too. In addition, the use of a popular radio personality such as Abbey Mukiibi brings 

a common attachment to CERUDEB and feeling of belonging to the customers when they 

realise that this radio personality is a customer like them. His role is to endorse these 

campaigns and encourage all Cente account holders to embrace and take advantage of the 

opportunity to win that much-desired free money and other free prices. These are all channels 

of external marketing and communications that CERUDEB employs as brand building 

strategies for its divergent products. 

ii. Internal Marketing strategies: The staff members are the internal customers of the 

bank and their needs come first. Once they are satisfied then, service to the customers 

will be satisfactory. This is important because in the banking industry service 

marketing is key since it is services that re offered and not solid products. If the 

customers are not get the desired customer service, then the brand image will never 
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grow leading to a tarnished reputation and worse, closure. CERUDEB has taken the 

needs of the internal customers to another level. Once the basic needs of one’s life are 

catered for then, emotionally they too will be stable to handle the needs of other 

people in this case the CERUDEB customers with utmost professionalism and 

caution. A distinct service is key in the service industry and it starts with the internal 

customers. This is emphasized by the Human Resource Officer in her statement 

below; 

[…] The needs of the internal customer are catered for by providing a hazard free 

environment in which employees operate to avoid accidents at the workplace. Annual leave 

days are provided for each employee for work life balance and these are necessary for each 

employee. The mandatory maternity leave days for the mothers plus paternity leave for the 

fathers, health and safety for those moving to the field by providing protective gear from dust 

and accidents.  Medical insurance is provided for each employee including four biological 

children and a spouse plus life insurance cover for the unfortunate demise of an employee. 

[…] we go into other areas such as welfare like the salaries and wages. We ensure that atleast 

it can help the employee cater for their basic social needs. If a staff is earning a salary, they 

have to be able to pay for their bills and needs such as electricity, clothes, cater for their 

health needs among others. So part of the internal customer needs is that their welfare/salary 

is a reflection of their social needs. Knowing the five basic needs of life (CSR Manager). 

iii. Cross Functional Teams (CFT): According to authors Dinca & Voinescu (2012) 

bringing different teams with different skill sets and experiences together to form one 

team is a good idea for excellence. As discovered in section 4.2, CERUDEB has 

constantly demmonstrated that all staff members regardless of their position in the 

bank starting with top management, participate in different CSR activities. Therefore, 

it is safe to note that the success of any CSR campaign can not be based on one 

individual rather on a collection of many individuals. And through the collective 

participation, staff get to network, appreciate each other’s efforts and also socialise 

which is a good team building strategy as well. 

iv. Distinct Bank Products: For example as deiscussed in section 4.2, we realise that the 

process of account opening is very affordable and quick. In this era, customers do not 

want to be tossed about or ven delayed in the process of sevice delivery or else they 

can switch to another bank. The processes should be fast and affordable, and this is 

key. CERUDEB has mastered this skill hence, setting a vey quick pocess of accout 

opening plus a pice that is affordable for all. Customers feel safe if their savings are 
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not dwindleed in the name of bank charges. A standard fee is set, the fee is stated to 

the customer at the beginning of the account opening process for transparency so that 

the customer takes an informed decision. The same applies to the Cente Youth Loan, 

where they are able to form groups, guarantee each other and get loans at the 

subsidised interest plans. This is a give back that helps to empower the youth in the 

context of CSR. Therefore the youth will constanly borrow these loans, grow their 

businesses and in turn the bank benefits from the loan interests by growing its profits 

which is the sole purpose of existence of the bank. 

5.3 Dominant CSR activities in Brand Building 

From the discussions in section 4.3, the CSR activities of CERUDEB are categorised into 5 

dominant categories and these are; 

i. Financial Literacy: CERUDEB has understood that the key to success of any business 

is knowledge hence emphasize on financial literacy. It is very important that 

customers learn basic skills of handling money and managing their finances for the 

betterment of their businesses. It sets a positive precedent for the bank if loans 

borrowed are well utilised by the customers and repaid without any losses for both 

parties. This way customers appreciate the bank for not only being money minded but 

also being understanding and considerate. This also shows the customers that the bank 

is not only minding about reaping them off their properties, but help them develop in 

their various businesses. Learning never stops, and therefore CERUDEB makes it a 

point to educate its customer’s country wide with basic financial management skills. 

This initiative empowers the customer and hence builds a strong brand image in the 

minds of the customers, which is key in the process of brand building. 

ii. Health: From the findings in 4.3, we realise that all the CSR activities that 

CERUDEB implements are directly meant to improve the lives of the people in the 

communities they operate who are also the bank’s customers and this relates well with 

the citizenship theory discussed in chapter two.. For example, the health effort that 

was directed towards bridging the cancer gap has totally been helpful. This was a 

thoughtful move by CERUDED given the well-known complicated challenges that 

cancer poses to the people of Uganda in addition to the fact that the disease is very 

expensive to manage. According to the Globalcan Report of 2020, Uganda had 34,008 

new cancer cases as of the end of 2020. This is an alarming number considering the 

complicated nature of the scourge. The vulnerable poor cannot afford the 
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recommended treatment for cancer and not to mention the overwhelming number of 

cancer patients that previously were all being managed at the only existing cancer 

institute at mulago. It was against this background that CERUDEB took it upon to 

build another cancer ward at Nsambya hospital and with more efforts still directed to 

bridging the cancer gap to help the vulnerable people. 

iii. Community Support: The community there will always be need for support from any 

person or entity that can afford to stretch a helping hand. Here we look into the 

philanthropic support that usually may not be planned but comes as and when need 

arises. For example, the donation toward the construction of the maternal ward in 

Mityana district was a direct move to help curb the high maternity deaths that were 

registered in that district due to the poor health facilities and the long distances those 

mothers had to walk to get the medical attention needed (Monitors News Paper, 

November 2020). CERUDEB made a deliberate effort to speed up the process 

because this was urgent since lives were at stack. To emphasize this; 

[…] These requests come in on a daily. For example, someone has an orphanage to donate to, 

they have probably food shortage, and the bank comes in to support. Someone maybe 

stranded or paying fees for vulnerable children, we come in, facilitation of a health centre 

with the necessary equipment, support in the construction of a health facility. These are one 

offs ,, hence being called philanthropist , if there is a disaster like a land slide and people 

hence lost resources you come in and support with mattresses and blankets (CSR Director). 

iv.  Social Mission of the church: The church is a strong pillar in the society and without 

its existence, the morals of the communities would probably varnish and people 

would start to live life with no value and no direction. The guides the people to 

behave appropriately that is important. For CERUDEB to come out openly and 

support the church is an indication to the society that morals and Christian ways are 

the first stepping-stone in life. This portrays a social responsible image of a bank and 

definitely attracts the hearts of customers passionately. Support given to the church by 

CERUDEB is actually support given to the community and the community are the 

people the bank serves. The communities comprise of families that have challenges 

ranging from domestic to financial. CERUDEB through the church empowers the 

community by elevating services that improve the lives of the common person and 

this boosts brand salience, which is key in brand building. The CSR Director quotes;  

[…] Being that the bank is founded on grounds of the church, we come in to support the 

objectives of the church. It is looked at as church but at the end of the day it’s the community 
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we are supporting because the people that go to church are the people we stay with in the 

communities and in our homes. The church founded schools, it’s still our families that go 

there. Church is just a cover up but it’s the community that we actually support. The hospitals 

under church foundation are supported because we know they bring the family unit together 

and that is what the bank wants to support. Strong families breed a strong community so we 

are deliberate into supporting schools, church mansions, church projects, and church 

hospitals that at the end of the day influence the community. 

v. Responsibility towards the natural environment: It is everyone’s role to protect and 

nurture the environment in which we all survive. CERUDEB has constantly shown 

that it is concerned about the environment because the environment feeds the people. 

If the environment is damaged, then life will cease to exist. Hence, the strategic plan 

to start a tree-planting project in kasese. Kasese district was chosen first because of 

the enormous aims that destroy property, crops and lead to deaths especially due to 

the falling rocks. This is painful and it displaces and disorganises the people. Trees act 

as windbreakers and they will help to curb the strong winds that elevate the rains. The 

statement made by the CSR Manager backs up this discussion; 

[…] The bank is deliberately bringing environmental initiatives as part of CSR. Part of the 

operations such as the cars, the ATMS, machines all contribute to emissions in the air and 

hence we have to do something to protect the environment. 

5.4 Conclusions 

From the discussions on the findings above, it is imperative to conclude that; 

i. That the factors that drive the choice of CSR activities in CERUDEB positively 

contribute to the growth of the brand. 

ii. That the brand building strategies of CERUDEB in the context of CSR greatly 

contribute to brand awareness and this is important when it comes to brand building. 

iii. That the dominant CSR activities in brand building at CERUDEB are directly 

intended to cater to the needs of the people of the communities in which the bank 

operates and this elevates the brand salience of CERUDEB, which is key in brand 

building. 

In conclusion, the three research objectives collectively answer the research questions and the 

relationship between these three objectives is as denoted in the figure below; 
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Figure 5.4: Relationship between the three research objectives. 

 

                                                        CSR    RQ3  

 

 

 

 

 

 

 

                       RQ2   

                          BB 

 Factors (RQ3) 

 Mission and Purpose Statement  

 Positive attitude of top management of CERUDEB to get involved in CSR; 

 Staff involvement and ownership ; 

 Financial Capabilities of CERUDEB;  

 Community Needs of the people of Uganda 

The three research objectives collectively respond to the research question. From the figure 

above its evident, that the factors that drive the choice of CSR activities directly determine 

which CSR activities and brand building strategies will be employed by CERUDEB. CSR is 

on the upper trajectory moving downwards denotes a non resistance because it has been 

proven to benefit the bank as a unique strategy right from the inception of the bank as 

denoted in the mission statement. The Brand Building strategies on the lower trajectory 

moving upwards means that due to the forces of gravity the influence brought about by the 

Brand Building strategies in the brand building journey are slow and minimal. Therefore, all 

the above conclusions are evidenced in the figures below, that show the progressive and 
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positive performance of CERUDEB over a 10year period meaning the CSR strategy has 

definitely paid off. 

5.5 Recent Awards won by CERUDEB 

CERUDEB has won numerous awards throughout its existence in the financial market though 

for this research the recent awards were considered. These awards that still come in indicate 

that CERUDEB has not lost touch with its vision and mission since its inception and in 

conclusion awards show that the bank is performing exceptionally. These are stated below: 

i. CERUDEB was named Uganda’s Best Retail Bank 2022 in the just-announced Global 

Banking and Finance Awards. The Global Banking and Finance Awards recognise 

and celebrate financial institutions that are innovatively embracing the changes in the 

financial world to fuel their own and their customers’ growth. 

ii. CERUDED was recognized for being ‘’the most helpful brand during Covid’’ and 

‘’the most admired financial services brand in Uganda.’’ The awards were presented 

to the bank by Brand Africa based on the 2021 Brand Africa 100 of Africa’s Best 

Brands research and ranking of brands across Africa. 

[…]“These Awards above demonstrate that CERUDEB is customer- centric in 

its approach, has continued focus on innovating solutions set to deliver 

exceptional services to the customers during the normal, good and tough times 

like Covid,” (General Manager, Corporate Communication and Marketing). 

5.6 Recommendations 

5.6.1 Managerial Recommendations 

i. Managers of corporate companies all over the world should replicate the CSR 

engagements of CERUDEB.   These CSR activities help to lighten the burden that the 

Government and other supporting agencies have when it comes to the improvement  

of the livelihoods  of the community. 

ii. Corporate companies can as well form partnerships by bringing together every 

available resource for the implementation of CSR and together the world can be a 

better place for everyone. Every little contribution makes a great difference. 

iii. Managers of other financial institutions especially the Tier II and Tier III institutions 

that also aim to climb the ladder and join the commercial banks in the Tier I ladder 

could as well emulate the brand building strategies of CERUDEB if they are to see 

their brands grow and as well make a positive impact in society. 



45 
 

iv. The case company is among the top performing and a highly profitable commercial 

bank, which may limit the replicability of the findings and recommendations in 

respect to a micro-finance entity that is also operating in the financial industry in 

Uganda such as Pride Micro Finance. I therefore recommend that a similar study be 

conducted focusing on Tier II entities such as Pride Micro finance because they too 

form part of Uganda’s economy. This would give good comparative results that can 

further inform policy. 

5.6.2 Policy Recommendations 

i. Corporate companies such as CERUDEB that evidently commit to CSR should 

continuously be rewarded by the responsible bodies or entities as motivation measure 

and a challenge to then one participant companies. 

ii. A policy could be put in place by regulatory authorities to guide the CSR 

interventions of corporate companies such as CERUDEB. For example, some areas of 

the country could be overly catered for when it comes to CSR therefore such a policy 

would ensure equal distribution of these CSR activities to ensure measurable benefits 

for all. 

5.7 Limitations and Directions for Further Research 

i. This study was case study based. Thus, it conclusively focused on the case study 

(CERUDEB). The findings in this study may not totally relate to those of any other 

company or commercial bank that is carrying out CSR. Thus I recommend that 

longitudinal studies in the same be undertaken so as to establish a clear pattern of 

CSR engagements with respect to the changing needs of the communities. 

ii. While care was taken to control for quality, and to ensure the reliability and validity 

of the research findings, the qualitative nature of the research design adopted does not 

provide room for statistical verification of the frameworks that emerged from this 

study. I therefore recommend conducting a quantitative study that can verify the 

significance and strength of the relationships noted, as well as predict the potential of 

these relationships and the variables that emerged from the themes contained in the 

frameworks.  

iii. Due to the qualitative nature of the research, it required a conversational approach for 

all the respondents and definitely this would take lots of time considering that  the 

employees were at  work during these interviews.
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APPENDIX 1: Questionnaire/Interview Guides for staff members and Managers 

 

Participant consent seeking  

 Tick 

here 

I confirm that I have been informed of the nature/purpose of research and have 

the opportunity to ask questions 

 

I understand that my participation is voluntary and that I am free to withdraw at 

any time without giving reason 

 

I fully agree to take part in the interview under the terms above.  

 

Biography of Participant 

Gender of Participant Male 

Female 

Age group of Participant 20-40 years 41-60years 

Category of Participant  Manager Staff Local Community Leaders Beneficiary 

Location of Participant  

 

RQ1: Factors that drive the choice of CSR 

1. What does the term ‘Corporate Social Responsibility’ (CSR) mean to you, and to the 

organization?  

 Probe to assess whether generally CSR is built into the mission/vision of the 

organization. 

2. How does CERUDEB make decisions on what CSR activities to implement?  

 Probe for any stakeholder engagement in those decisions, and the extent to 

which the decisions relate to strategic CSR. 

3. How did CERUDEB come to get interested in the CSR activities it chose to implement?  

 What drives the interest to engage in the Chosen CSR activities? How do you 

plan to keep the interest? 



K 
 

4. How far should budgets stretch especially when deciding which CSR activities to 

implement?  

 Probe for whether there is a maximum amount in the budget that should be 

maintained when implementing CSR activities since there is no clear ROI? 

Probe for how often are CSR activities are implemented bearing in mind the annual 

budgets and plans? 

RQ2: Brand Building Strategies in the context of CSR 

1. What are the different marketing channels that CERUDED uses to help enhance 

awareness of its products to its customers and potential customers out there?  

 Probe to understand whether CERUDEB is up to date with the marketing 

communication needs of the current competitive market. 

 Probe to understand the efficiency of these marketing channels. 

2. To what extent are the needs of the internal customers catered to as a reflection of 

CSR internally?  

 Probe to understand whether the employees are comfortable with the working 

conditions since their satisfaction with the employer will give a positive image 

of the brand to the external customers. 

3. What are the unique brand attributes of CERUDEB that offer a competitive brand 

positioning?  

 Probe to understand the strategically unique features of CERUDEB as a 

brand that enables it to stand out in the crowd of the banking industry. 

RQ3: CSR activities that are dominant in BB 

1. What CSR activities has CERUDEB implemented?  

 Probe for the nature of these activities. 

2. Which CSR activities are most significant for CERUDEB?  

 Probe for highest income percentage gain CERUDEB got from a significant 

CSR activity. 

3. Does CERUDEB CSR activities contribute towards improved service delivery in the 

public sector? 6 

 Probe for how (if yes) and why not (if no) 
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APPENDIX 2: Beneficiaries Interview Questions 

 

1. When you look at the logo or signpost of CERUDEB what comes to your mind? 

 This question is asked to see if the customer has brand salience or sees relevance of 

CERUDEB to his/her life. 

2. How long have you been a customer of CERUDEB? 

 The question is asked to see if the beneficiary could have heard a chance to 

participate or benefit from CERUDEB’s previous CSR activities. 

3 . Would you think of opening up an account with any other commercial bank other than 

CERUDEB? 

 This question is asked to ascertain whether the beneficiary has developed brand 

loyalty for CERUDEB, whether they resonate with it or feel connected to the brand 

and to see if they are proud to engage with the brand]. 

4. Have you heard of CERUDEB’s CSR activities? 

 [Please mention a specific CSR activity that was previously implemented in a specific 

area/location that the beneficiary could have had a chance to benefit from or could 

have heard of. DO NOT mention many activities at ago]. 

5.  How have you personally and people of this community, benefited from CERUDEB’s 

CSR activities? 

 [This question is asked if the participant is familiar with CERUDEB’s CSR programs 

as asked in question 3] 

6 . What would be some of the likely problems you would face if CERUDEB’s CSR 

activities stop? 

This question is asked to determine whether the participant truly values the CSR activities 

that CERUDEB has implemented for their well-being. 
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