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ABSTRACT

Artic{e history: This study investigates the dynamics of literacy, trust, awareness, loyalty, and corporate
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Literacy mediating role in the relationships between literacy, awareness, and corporate sustainability. These
Trust findings contribute to literacy and engagement models, sustainability frameworks, and mediating
Awareness models in organizational literature. Practical implications include the recommendation for literacy
Loyalty enhancement programs, multifaceted trust-building strategies, proactive communication
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campaigns, and loyalty-building initiatives. Future research recommendations encompass
longitudinal studies, diverse organizational settings, mixed-methods approaches, exploration of
moderating variables, and intervention studies. The research contributes to a nuanced
understanding of participant engagement and sustainability perceptions, offering actionable
insights for organizations, particularly those in the public sector like Social Security Management
Agency (BPJS) of Employment.
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1. Introduction

In the era of globalization and technological advancement, modern businesses increasingly recognize the significance of
literacy, trust, and awareness as key elements in fostering customer loyalty (Kumar et al., 2013). Literacy, in this context,
encompasses individuals' understanding and skills related to products, services, and the value added by the company (F.
Ahmad et al., 2020). Trust serves as the fundamental foundation in customer-company relationships, where a strong sense of
trust can establish long-term loyalty (Kumar & Kaushik, 2017). Awareness, on the other hand, involves customers'
understanding of a company's sustainability initiatives and social responsibilities, influencing their perceptions of the brand
and products (Muniz et al., 2019; OlSanova et al., 2022). Within this framework, the research will investigate the extent to
which levels of literacy, trust, and awareness among customers can influence their loyalty towards a company. Additionally,
the study will explore the impact of customer loyalty on corporate sustainability, considering economic, social, and
environmental perspectives. By delving into these aspects, this research is expected to provide strategic insights for companies
to enhance customer literacy, trust, and awareness, subsequently positively impacting loyalty and contributing to the holistic
sustainability of the company. This research holds high significance in the context of business and corporate sustainability.
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Firstly, it contributes significantly to understanding key factors influencing customer loyalty—namely, literacy, trust, and
awareness. Investigating the relationship between these three factors can provide profound insights for companies to develop
more effective strategies in building and maintaining a loyal customer base. Secondly, this research is relevant in the context
of corporate sustainability. By analyzing the implications of customer loyalty on sustainability, the research can help
companies understand the positive impact of responsible business practices on economic, social, and environmental aspects.
This has practical implications for designing and implementing sustainable business strategies.

The primary motivation for this research is to bridge existing knowledge gaps in the literature regarding the complex
interaction between literacy, trust, awareness, and customer loyalty in the context of corporate sustainability. Through this
research, we aim to explore the underlying dynamics of these relationships and identify key elements that shape sustainable
consumer behavior. The main objectives of this research are: 1) To investigate the relationship between literacy, trust, and
awareness with customer loyalty; 2) To analyze the implications of customer loyalty on corporate sustainability, including
economic, social, and environmental aspects; 3) To provide strategic recommendations for companies to enhance customer
literacy, trust, and awareness to achieve holistic sustainability. By achieving these objectives, this research is expected to offer
valuable guidance for business practitioners, researchers, and other stakeholders in developing sustainable business practices
and building strong relationships with customers.

2. Literature review and hypothesis development
2.1 Literacy, Loyalty, and Corporate Sustainability

Wirtz et al. (2013) defines that literacy refers to the level of understanding and knowledge that customers have regarding the
products, services, and added value offered by a company. It encompasses customers' ability to comprehend information
provided by the company, whether through literature, social media, or direct experiences. The level of customer literacy can
influence loyalty, as a strong understanding of a company's products and values can create emotional connections and
customer satisfaction, thereby increasing the likelihood of repeat purchases (Komunda & Osarenkhoe, 2012; Ramanathan et
al., 2017; Saleem et al., 2016). Customer literacy can also affect their perception of a company's sustainability initiatives
(Karaosmanoglu et al., 2016; Korschun et al., 2014; Viererbl & Koch, 2022). Companies that transparently communicate their
sustainability efforts can build positive understanding among customers and garner support for responsible business practices
(Dyllick & Muff, 2015; Fernando et al., 2019). By understanding the interplay between literacy, loyalty, and corporate
sustainability, organizations can develop holistic strategies that promote understanding, enhance loyalty, and support their
sustainability goals.

Hua: Literacy impacts on Loyalty.
Huw: Literacy impacts on Corporate Sustainability.

2.2 Trust, Loyalty, and Corporate Sustainability

Weitzl et al. (2017) state that trust refers to the confidence and reliance that customers place in a company, believing in its
integrity, honesty, and commitment to fulfilling promises. Trust is crucial in establishing and maintaining strong relationships
between a company and its customers (Damberg et al., 2022; Tyler & Stanley, 2007). Trust is a foundational element in
building customer loyalty. When customers trust a company, they are more likely to remain loyal over the long term (Bilgihan,
2016; Lee et al., 2015; Martinez & Rodriguez del Bosque, 2013). Trustworthiness influences the emotional connection
customers have with a brand, fostering loyalty through repeated interactions (Chung & Cho, 2017; Jun & Yi, 2020). Farooq
et al. (2014) assert that trust is closely tied to a company's commitment to sustainability. Transparent communication and
consistent actions in sustainable practices build trust among customers, as they see the company as responsible and
environmentally conscious (Chun et al., 2021). Understanding the intricate relationships between trust, loyalty, and corporate
sustainability is essential for businesses aiming to cultivate enduring customer relationships while contributing positively to
societal and environmental well-being.

Hza: Trust impacts on Loyalty.
Hav: Trust impacts on Corporate Sustainability.

2.3 Awareness, Loyalty, and Corporate Sustainability

According to Hutter et al. (2013), awareness refers to the level of understanding and consciousness that customers have about
a brand or company, its products, values, and initiatives. It involves customers being informed and knowledgeable about the
existence and characteristics of a particular business entity. Higher awareness often leads to increased customer loyalty (Igbal
et al., 2021; Panchal et al., 2012). When customers are well-informed about a brand's values, products, and initiatives, they
are more likely to develop a sense of connection and commitment, fostering loyalty over time (Hollebeek & Macky, 2019).
Awareness plays a crucial role in the success of corporate sustainability initiatives (Gonzalez-Rodriguez & Diaz-Fernandez,
2020; Luthra et al., 2018; Polas et al., 2023). Companies that effectively communicate their commitment to sustainability can
raise awareness among customers, influencing purchasing decisions and building support for environmentally and socially
responsible practices (Bharati, 2017; Contini et al., 2020). In summary, awareness, loyalty, and corporate sustainability are
interconnected elements. Heightened awareness can foster loyalty and support for sustainable practices, while loyal customers,
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in turn, contribute to the success of a company's sustainability initiatives. Companies that effectively integrate these elements
into their strategies can create a more sustainable and loyal customer base.

Hia: Awareness impacts on Loyalty.
Hib: Awareness impacts on Corporate Sustainability.

2.4 Loyalty and Corporate Sustainability

Anatolevena Anisimova (2007) assess that loyalty in a business context refers to the consistent and enduring preference that
customers demonstrate toward a particular brand or company. It involves a strong and positive emotional connection, leading
to repeated purchases, positive word-of-mouth, and a reluctance to switch to competing brands. According to Baumgartner &
Rauter (2017), corporate sustainability encompasses a business's commitment to managing its operations in a manner that
addresses environmental, social, and economic considerations. It involves responsible business practices that aim to create
long-term value not only for shareholders but also for society and the environment. Islam et al. (2021) assert that loyal
customers contribute to a company's economic sustainability by making repeat purchases. This consistent revenue stream
allows the company to invest in sustainable practices, innovation, and growth without solely relying on short-term gains
(Ortiz-de-Mandojana & Bansal, 2016). Loyal customers can become advocates for a company's socially responsible
initiatives (Cha et al., 2015). They are more likely to support and promote a brand that aligns with their values, contributing
positively to the company's social sustainability efforts (Hawn & Ioannou, 2016). Companies with loyal customers have the
opportunity to influence consumer behavior toward environmentally sustainable choices (Kuchinka et al., 2018). Loyal
customers are often more receptive to eco-friendly product options and may support a company's efforts to minimize its
environmental impact (Oluwajana et al., 2022). Demonstrating a commitment to corporate sustainability can enhance
customer loyalty. Customers are increasingly valuing businesses that prioritize ethical and sustainable practices, and aligning
with such values can strengthen the emotional bond between the brand and its customers. In essence, the relationship between
loyalty and corporate sustainability is symbiotic. Loyal customers contribute to a company's overall sustainability by
providing the necessary support for responsible business practices, while a commitment to sustainability can, in turn, foster
and strengthen customer loyalty. This connection underscores the importance of integrating sustainable practices into a
company's core values and customer engagement strategies.

Ha: Loyalty impacts on Corporate Sustainability.
2.5 Loyalty as mediator

In examining the intricate dynamics between awareness, loyalty, and corporate sustainability, loyalty emerges as a crucial
mediator that significantly influences the relationship between awareness and a company's sustainable practices. As customers
become more aware of a company's values, products, and initiatives, their loyalty tends to be heightened (Iglesias et al., 2020).
This allegiance, in turn, plays a pivotal role in shaping the company's overall commitment to sustainability (Ahmad, 2015).
The mediating role of loyalty becomes evident as it acts as a bridge, explaining how heightened awareness directly impacts
the sustainability practices of the company. By investigating the mediating effect of loyalty, businesses can gain a nuanced
understanding of the interconnectedness between customer awareness and corporate sustainability. This insight is invaluable
for formulating strategies that not only enhance customer loyalty but also contribute to the long-term sustainability goals of
the company, creating a symbiotic relationship between awareness, loyalty, and corporate sustainability.

Hsa: Loyalty mediates the relationship between Literacy and Corporate Sustainability.
Hsv: Loyalty mediates the relationship between Trust and Corporate Sustainability.
Hse: Loyalty mediates the relationship between Awareness and Corporate Sustainability.

Literacy

Loyalty

Corporate
Sustainability

Note: ——» : Direct effect

,,,,,,,,, #  : Indirect effect

Fig. 1. Conceptual Model
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3. Methodology

3.1 Research Design, Population, and Sample

In this study, a quantitative research approach will be employed to meticulously analyze the intricate relationships between
literacy, trust, awareness, loyalty, and corporate sustainability within The Social Security Administrative Body for
Employment (Social Security Management Agency (BPJS) of Employment ). The research design centers around the use of a
carefully crafted and structured questionnaire as the primary instrument for data collection. The research will encompass the
customer base of Social Security Management Agency (BPJS) of Employment situated in the provinces of West Java, Banten,
and Lampung. From this population, a sample size of 393 respondents will be randomly selected, ensuring a representative
cross-section of active customers from Social Security Management Agency (BPJS) of Employment in these regions.

3.2 Instrument Variables

The data collection instrument for this study will take the form of a meticulously designed questionnaire, incorporating a
Likert scale ranging from 1 to 5. This scale allows respondents to express their opinions on a continuum, with 1 representing
strongly disagree and 5 indicating strongly agree. The questionnaire will be intricately structured to comprehensively capture
various dimensions, namely literacy, trust, awareness, loyalty, and perceptions of corporate sustainability. Special
consideration will be given to customizing questions to align with the distinctive services provided by Social Security
Management Agency (BPJS) of Employment. By utilizing the Likert scale, the research aims to garner nuanced insights into
respondents' perspectives, providing a quantitative measure of their attitudes and perceptions regarding the specified variables
in the context of Social Security Management Agency (BPJS) of Employment 's services. The identified variables are as
follows:

- Independent Variables: Literacy: This pertains to the extent of customers' understanding of the services provided by Social
Security Management Agency (BPJS) of Employment; Trust: This measures the level of trust customers place in Social
Security Management Agency (BPJS) of Employment; Awareness: It gauges customers' awareness of the products and
initiatives undertaken by Social Security Management Agency (BPJS) of Employment.

- Mediating Variable: Loyalty: This variable reflects the degree of customers' loyalty to Social Security Management Agency
(BPJS) of Employment.

- Dependent Variable: Corporate Sustainability: This assesses customers' perceptions of Social Security Management
Agency (BPJS) of Employment 's sustainability practices.

3.3 Data Collection and Analysis

The questionnaire distribution process will be versatile, utilizing both online survey platforms and direct interviews. This
approach is flexible and adaptable, catering to the preferences and availability of the respondents. Whether participants choose
the convenience of online surveys or opt for direct interviews, the aim is to ensure a diverse and comprehensive collection of
responses. In order to capture a comprehensive dataset, careful attention will be devoted to spanning various payment cycles
and gaining insights into the sustainability practices of Social Security Management Agency (BPJS) of Employment . This
inclusive approach aims to account for potential variations in participant experiences and perceptions across different periods,
contributing to a more holistic understanding of the studied variables. Once the data is collected, advanced statistical
methodologies will be employed, encompassing regression and mediation analyses. These analytical techniques will be
instrumental in scrutinizing and quantifying the intricate relationships among the researched variables. The objective is to
derive meaningful insights and statistically significant findings that contribute to a robust understanding of how literacy, trust,
awareness, loyalty, and corporate sustainability interconnect within the context of Social Security Management Agency (BPJS)
of Employment.

3.4 Ethical Considerations and Timeline

Ethical considerations will be paramount throughout the research process, emphasizing a strict adherence to ethical principles.
To safeguard the integrity of the study, necessary permissions will be diligently sought from Social Security Management
Agency (BPJS) of Employment, demonstrating a commitment to ethical research practices. Additionally, a robust
confidentiality protocol will be implemented to ensure the utmost protection of respondent data. The research is slated to span
a period of two months, commencing in October and concluding in November 2023, allowing for a comprehensive and
thorough exploration of the identified variables within the specified timeframe.
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Table 1
Variable Measurement
Variable Abbrev. Indicator Source
Literacy LITE1 I have a good understanding of various programs and benefits offered Komunda & Osarenkhoe
by Social Security Management Agency (BPJS) of Employment (2012); Ramanathan et al.
LITE2 1 can clearly explain my rights and obligations as a participant of Social ~ (2017); Saleem et al.
Security Management Agency (BPJS) of Employment (2016)
LITE3 I can easily comprehend written information from Social Security
Management Agency (BPJS) of Employment, such as brochures and
guides
LITE4 I can identify the types of employment risks covered by Social Security
Management Agency (BPJS) of Employment
LITES I understand the terms and conditions related to claims or benefits that
1 can request from Social Security Management Agency (BPJS) of
Employment
Trust TRUSI1 T trust that Social Security Management Agency (BPJS) of Employment  Damberg et al. (2022);
will fulfill its commitments to provide reliable social security services  Tyler & Stanley (2007)
TRUS2 1 believe that Social Security Management Agency (BPJS) of
Employment operates with transparency in its policies and procedures
TRUS3 I have confidence in the accuracy of information provided by Social
Security Management Agency (BPJS) of Employment regarding my
social security benefits
TRUS4 1 feel secure in the knowledge that Social Security Management
Agency (BPJS) of Employment prioritizes the well-being and interests
of its participants
TRUSS T trust that Social Security Management Agency (BPJS) of Employment
will handle my personal information responsibly and confidentially
Awareness AWAR1 I am well-informed about the various services offered by Social Igbal et al. (2021); Panchal
Security Management Agency (BPJS) of Employment etal. (2012)
AWAR2 I am aware of the specific benefits and coverage provided by Social
Security Management Agency (BPJS) of Employment
AWAR3 1 stay updated on the latest initiatives and programs introduced by
Social Security Management Agency (BPJS) of Employment
AWAR4 I actively seek information regarding changes or updates in Social
Security Management Agency (BPJS) of Employment policies
AWARS I have a clear understanding of my rights and responsibilities as a
participant in Social Security Management Agency (BPJS) of
Employment
Loyalty LOYA1 I am committed to continuing my affiliation with Social Security Islam et al. (2021); Ortiz-
Management Agency (BPJS) of Employment for the long term de-Mandojana & Bansal
LOYA2 1 would recommend Social Security Management Agency (BPJS) of  (2016)
Employment to others due to my positive experiences
LOYA3 I feel a strong sense of loyalty toward Social Security Management
Agency (BPJS) of Employment as my chosen social security provider
LOYA4 Despite alternative options, I prefer to maintain my membership with
Social Security Management Agency (BPJS) of Employment
LOYAS I am willing to actively participate in programs or initiatives
introduced by Social Security Management Agency (BPJS) of
Employment
Corporate Sustainability COPR1 1 believe that Social Security Management Agency (BPJS) of Hawn & Ioannou (2016);

Employment ~ demonstrates a commitment to environmentally Kuchinka et al. (2018)
sustainable practices

COPR2 I perceive Social Security Management Agency (BPJS) of Employment
as actively contributing to the social well-being of the community

COPR3 I think Social Security Management Agency (BPJS) of Employment
implements ethical business practices in its operations

COPR4 I am confident that Social Security Management Agency (BPJS) of
Employment prioritizes fair and equitable treatment of all stakeholders

COPR5 1 believe Social Security Management Agency (BPJS) of Employment
takes steps to minimize its ecological footprint and impact on the
environment

4. Result And Findings
4.1 Latent Variable Descriptives

Table 2 presents the statistical analysis of five constructs, namely Literacy, Trust, Awareness, Loyalty, and Corporate
Sustainability, based on 393 observations. For the Literacy construct, the mean value is 0.00, with a median of 0.022. The
minimum literacy score is -4.458, while the maximum is 0.972, resulting in a standard deviation of 1.00. The excess kurtosis
is 4.617, indicating a relatively high level of peaked Ness in the distribution, and the skewness is -1.658, suggesting a leftward
skew. In the case of Trust, the mean value is 0.00, and the median is -0.089. The minimum trust score is -3.692, and the
maximum is 1.218, resulting in a standard deviation of 1.00. The excess kurtosis is 2.300, indicating a moderate level of
peaked ness, and the skewness is -1.141, suggesting a leftward skew. Similarly, for Awareness, the mean value is 0.00, with a
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median of -0.192. The minimum awareness score is -3.629, and the maximum is 1.188, resulting in a standard deviation of
1.00. The excess kurtosis is 1.595, indicating a moderately peaked distribution, and the skewness is -0.844, suggesting a
leftward skew.

Regarding Loyalty, the mean value is 0.00, with a median of -0.589. The minimum loyalty score is -3.682, and the maximum
is 1.346, resulting in a standard deviation of 1.00. The excess kurtosis is 1.170, indicating a moderately peaked distribution,
and the skewness is -0.512, suggesting a leftward skew. Lastly, for Corporate Sustainability, the mean value is 0.00, with a
median of -0.056. The minimum sustainability score is -3.901, and the maximum is 1.331, resulting in a standard deviation
of 1.00. The excess kurtosis is 3.551, indicating a relatively high level of peaked ness, and the skewness is -1.412, suggesting
a leftward skew.

Table 2
Latent Variable Descriptives
Construct No of Mean Median Min Max Std. Excess Skewness
Obs. Dev. Kurtosis

Literacy 393 0.00 0.022 -4.458 0.972 1.00 4.617 -1.658
Trust 393 0.00 -0.089 -3.692 1.218 1.00 2.300 -1.141
Awareness 393 0.00 -0.192 -3.629 1.188 1.00 1.595 -0.844
Loyalty 393 0.00 -0.589 -3.682 1.346 1.00 1.170 -0.512
Corporate Sustainability 393 0.00 -0.056 -3.901 1.331 1.00 3.551 -1.412

4.2 Validity and Reliability

Table 3 and Fig. 2 presents a detailed analysis of the measurement model for five constructs: Literacy, Trust, Awareness,
Loyalty, and Corporate Sustainability. Each construct consists of multiple items, and various metrics are employed to assess
the reliability and validity of the measurement model. For the Literacy construct, consisting of five items (LITE1 to LITES),
the outer loading values range from 0.853 to 0.950, indicating a strong relationship between each item and the latent construct.
The Cronbach's Alpha coefficient, which measures internal consistency, is 0.955, surpassing the recommended threshold of
0.7. The rho_A coefficient, an alternative reliability measure, is also 0.955. The Composite Reliability (CR) is 0.965,
exceeding the acceptable threshold of 0.7, and the Average Variance Extracted (AVE) is 0.847, indicating convergent validity.
Similarly, for the Trust construct (TRUS1 to TRUSS), the outer loading values range from 0.840 to 0.933, suggesting strong
relationships with the latent construct. The Cronbach's Alpha is 0.943, the tho A is 0.953, CR is 0.956, and AVE is 0.814, all
meeting the standard criteria for reliability and validity.

The Awareness construct (AWARI1 to AWARS) demonstrates outer loading values ranging from 0.908 to 0.952, with
Cronbach's Alpha, rho A, CR, and AVE values of 0.958, 0.958, 0.968, and 0.857, respectively, indicating robust reliability
and convergent validity. For the Loyalty construct (LOYA1 to LOYAS), the outer loading values range from 0.866 to 0.910,
and the reliability and validity metrics—Cronbach's Alpha (0.936), tho A (0.937), CR (0.951), and AVE (0.797)—are all
satisfactory. Finally, the Corporate Sustainability construct (CORP1 to CORPS5) shows outer loading values ranging from
0.755 to 0.883. The reliability and validity metrics for this construct are Cronbach's Alpha (0.904), tho_A (0.909), CR (0.929),
and AVE (0.724), meeting the criteria for sound measurement. In summary, the analysis indicates that all constructs exhibit
strong reliability and validity, providing confidence in the measurement model's robustness.
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Table 3
Confirmatory Factor Analysis
Construct Items Outer Cronbach's rho_A CR AVE
Loading Alpha
Literacy LITE1 0.929 0.955 0.955 0.965 0.847
LITE2 0.949
LITE3 0.917
LITE4 0.950
LITES 0.853
Trust TRUSI 0.840 0.943 0.953 0.956 0.814
TRUS2 0916
TRUS3 0.935
TRUS4 0.884
TRUSS 0.933
Awareness AWARI1 0.910 0.958 0.958 0.968 0.857
AWAR2 0.947
AWAR3 0.952
AWAR4 0912
AWARS 0.908
Loyalty LOYAL 0.876 0.936 0.937 0.951 0.797
LOYA2 0.910
LOYA3 0.916
LOYA4 0.866
LOYAS 0.893
Corporate Sustainability CORP1 0.862 0.904 0.909 0.929 0.724
CORP2 0.883
CORP3 0.883
CORP4 0.864
CORP5 0.755
4.3 Direct Testing

Table 4 and Figure 3 presents the results of hypothesis testing related to the relationships between different constructs—
Literacy (LITE), Trust (TRUS), Awareness (AWAR), Loyalty (LOYA), and Corporate Sustainability (CORP). The analysis
involves the original sample, standard deviation (STDEV), T statistics, P values, and the ultimate result of each hypothesis.
Hypothesis Hla suggests a positive relationship between Literacy (LITE) and Loyalty (LOYA). The result indicates a T
statistic of 2.854 with a P value of 0.004, meeting the threshold for significance. Therefore, Hypothesis Hla is accepted,
suggesting a significant positive relationship between Literacy and Loyalty. Hypothesis H1b proposes a positive association
between Literacy (LITE) and Corporate Sustainability (CORP). The analysis reveals a T statistic of 3.875 with a P value of
0.000, meeting the significance criterion. Consequently, Hypothesis H1b is accepted, indicating a significant positive
relationship between Literacy and Corporate Sustainability.

Table 4
Path Analysis
Hypothesis Construct®) Original STDEV T Statistics P Values Result
Sample

Hla LITE —» LOYA 0.111 0.039 2.854 0.004  Accepted
Hlb LITE— CORP 0.298 0.077 3.875 0.000  Accepted
H2a TRUS — LOYA 0.018 0.032 0.557 0.578 Rejected
H2b TRUS — CORP 0.317 0.069 4.594 0.000  Accepted
H3a AWAR — LOYA 0.825 0.045 18.535 0.000  Accepted
H3b AWAR — CORP 0.377 0.098 3.848 0.000  Accepted
H4 LOYA — CORP 0.554 0.114 4.851 0.000 Accepted

*) LITE=Literacy; TRUS=Trust; AWAR=Awareness; LOY A=Loyalty; CORP=Corporate Sustainability

For Hypothesis H2a, which posits a positive relationship between Trust (TRUS) and Loyalty (LOYA), the T statistic is 0.557
with a P value of 0.578, falling short of the significance level. Hence, Hypothesis H2a is rejected, suggesting that there is no
significant relationship between Trust and Loyalty. However, Hypothesis H2b proposes a positive link between Trust (TRUS)
and Corporate Sustainability (CORP). The analysis yields a T statistic of 4.594 with a P value of 0.000, surpassing the
significance threshold. Consequently, Hypothesis H2b is accepted, indicating a significant positive relationship between Trust
and Corporate Sustainability.

Hypothesis H3a predicts a positive relationship between Awareness (AWAR) and Loyalty (LOYA). The analysis reveals a
substantial T statistic of 18.535 with a P value of 0.000, meeting the significance criterion. Hence, Hypothesis H3a is accepted,
suggesting a significant positive relationship between Awareness and Loyalty. Similarly, Hypothesis H3b suggests a positive
association between Awareness (AWAR) and Corporate Sustainability (CORP). The analysis shows a T statistic of 3.848 with
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a P value of 0.000, surpassing the significance threshold. Therefore, Hypothesis H3b is accepted, indicating a significant
positive relationship between Awareness and Corporate Sustainability.

Lastly, Hypothesis H4 proposes a positive relationship between Loyalty (LOYA) and Corporate Sustainability (CORP). The
analysis yields a T statistic of 4.851 with a P value of 0.000, surpassing the significance threshold. Consequently, Hypothesis
H4 is accepted, suggesting a significant positive relationship between Loyalty and Corporate Sustainability.
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4.4 Indirect Testing

Table 5 presents the results of mediation analysis, focusing on the sequential relationships among Literacy (LITE), Trust
(TRUS), Awareness (AWAR), Loyalty (LOYA), and Corporate Sustainability (CORP). The analysis includes the original
sample, standard deviation (STDEV), T statistics, P values, and the final conclusion for each hypothesis. Hypothesis H5a
proposes a mediation relationship from Literacy (LITE) to Loyalty (LOYA) and subsequently to Corporate Sustainability
(CORP). The analysis reveals a T statistic of 2.623 with a P value of 0.009, surpassing the significance threshold. Therefore,
Hypothesis H5a is accepted, indicating loyalty have a significant mediation relationship between Literacy and Corporate
Sustainability. Conversely, Hypothesis H5b suggests a mediation relationship from Trust (TRUS) to Loyalty (LOYA) and then
to Corporate Sustainability (CORP). The analysis yields a T statistic of 0.538 with a P value of 0.591, falling short of the
significance level. As a result, Hypothesis H5b is rejected, suggesting that loyalty have no significant mediation relationship
between Trust and Corporate Sustainability. Finally, Hypothesis HS5c posits a mediation relationship from Awareness (AWAR)
to Loyalty (LOYA) and subsequently to Corporate Sustainability (CORP). The analysis indicates a robust T statistic of 4.446
with a P value of 0.000, meeting the significance criterion. Therefore, Hypothesis H5c is accepted, indicating loyalty have a
significant mediation relationship between Awareness and Corporate Sustainability. In summary, the mediation analysis
provides insights into the sequential relationships among the constructs, revealing that Literacy and Awareness exhibit
significant mediation effects on both Loyalty and Corporate Sustainability, while Trust does not demonstrate a significant
mediation impact on these constructs.

Table 5
Mediation Test
Hypothesis Construct*) Original STDEV T Statistics P Values Result
Sample
H5a LITE — LOYA — CORP 0.062 0.024 2.623 0.009 Accepted
H5b TRUS — LOYA — CORP 0.01 0.018 0.538 0.591 Rejected
H5c AWAR — LOYA — CORP 0.457 0.103 4.446 0.000 Accepted

*) LITE=Literacy; TRUS=Trust; AWAR=Awareness; LOY A=Loyalty; CORP=Corporate Sustainability

5. Discussion

The acceptance of Hypothesis H1a, which posits that Literacy impacts Loyalty, and Hypothesis H1b, suggesting that Literacy
impacts Corporate Sustainability, provides meaningful insights into the dynamics between literacy levels among Social
Security Management Agency (BPJS) of Employment participants and two crucial outcomes. This outcome aligns with
theoretical perspectives emphasizing the role of literacy in shaping individuals' perceptions, understanding, and engagement
with organizational processes. The positive impact of literacy on Loyalty implies that participants with higher literacy levels
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are more likely to develop a stronger bond with Social Security Management Agency (BPJS) of Employment (Alexandro &
Basrowi, 2024b; Kittie & Basrowi, 2024; Nuryanto et al., 2019; Yusuf et al., 2024). This may be attributed to their enhanced
comprehension of the organization's services, benefits, and policies, fostering a sense of trust and commitment. The theoretical
underpinning of this relationship can be linked to cognitive theories, suggesting that individuals with higher literacy levels
are better equipped to process and understand complex information, leading to more informed decision-making and increased
loyalty (Komunda & Osarenkhoe, 2012; Ramanathan et al., 2017; Saleem et al., 2016). Similarly, the acceptance of Hl1b,
indicating that Literacy impacts Corporate Sustainability, aligns with theories emphasizing the importance of literacy in
promoting sustainable practices within organizations (Dyllick & Muff, 2015; Fernando et al., 2019). Participants with higher
literacy levels may be more aware of the ecological and social implications of their engagement with Social Security
Management Agency (BPJS) of Employment (Alexandro & Basrowi, 2024a; Junaidi, Masdar, et al., 2024; Miar et al., 2024;
Mulyani & Basrowi, 2024). This heightened awareness, reflected in the impact on Corporate Sustainability, suggests that
literacy serves as a catalyst for participants to support and perceive positively the organization's sustainability initiatives (Hadi
et al., 2019; Hamdan & Basrowi, 2024; Junaidi, Basrowi, et al., 2024; Purwaningsih et al., 2024).

From a managerial perspective, these findings hold significant implications for Social Security Management Agency (BPJS)
of Employment. Investing in literacy improvement programs for participants not only contributes to increased loyalty but also
positively influences perceptions of the organization's commitment to sustainability. Managers can consider developing
educational initiatives, workshops, or communication strategies that cater to diverse literacy levels among participants. Such
efforts can empower participants to make informed decisions, understand the importance of sustainability, and contribute to
the overall well-being of the organization. In summary, acknowledging and addressing literacy as a critical factor in shaping
participant loyalty and perceptions of corporate sustainability can guide strategic initiatives at Social Security Management
Agency (BPJS) of Employment (Basrowi & Utami, 2023; Suwarno Basrowi, 2020), promoting a more informed, engaged,
and sustainably conscious participant base.

The results of the hypothesis testing provide insightful implications for Social Security Management Agency (BPJS) of
Employment, particularly in understanding the relationships between Trust and two critical outcomes, Loyalty and Corporate
Sustainability. While Hypothesis H2b, proposing that Trust impacts Corporate Sustainability, was accepted with a substantial
T statistic of 4.594 and a P value of 0.000, Hypothesis H2a, suggesting that Trust impacts Loyalty, did not yield a significant
result with a T statistic of 0.557 and a P value of 0.578. The acceptance of H2b aligns with established theories emphasizing
the fundamental role of trust in fostering sustainable practices within organizations. Trust serves as a cornerstone for positive
stakeholder relationships, and in the context of Social Security Management Agency (BPJS) of Employment (Basrowi &
Utami, 2023; Marwanto et al., 2020a, 2020b; Soenyono & Basrowi, 2020), the positive impact of trust on Corporate
Sustainability suggests that participants who trust the organization are more likely to perceive its sustainability efforts
positively (Chun et al., 2021). This finding resonates with existing literature highlighting the importance of trust as a catalyst
for encouraging sustainable behaviors among stakeholders. Conversely, the rejection of H2a implies that there might be a
nuanced relationship between trust and loyalty among Social Security Management Agency (BPJS) of Employment
participants or that other unexplored factors may influence participants' loyalty. This emphasizes the need for a more
comprehensive examination of the dynamics between trust and loyalty and the consideration of additional variables in future
research.

From a managerial perspective, these findings offer practical insights for Social Security Management Agency (BPJS) of
Employment. While cultivating trust remains crucial for enhancing perceptions of corporate sustainability, the non-significant
impact on loyalty suggests that trust alone may not be the sole driver of participant loyalty. Managers may need to consider
additional factors influencing loyalty and tailor strategies that address the multifaceted nature of participant engagement.
Moreover, the positive impact of trust on corporate sustainability reinforces the importance of trust-building initiatives as
integral components of Social Security Management Agency (BPJS) of Employment 's overall strategy to promote sustainable
practices and positive stakeholder perceptions. By prioritizing trust-building efforts, the organization can foster a supportive
environment for its sustainability initiatives and maintain positive relationships with participants (Purwaningsih, 2020;
Purwaningsih & Rahmanto, 2013).

The acceptance of both Hypothesis H3a and H3b, indicating that Awareness impacts Loyalty and Corporate Sustainability,
respectively, carries significant implications for Social Security Management Agency (BPJS) of Employment (Nuryanto et al.,
2024, 2024; Saeri et al., 2024). These findings align with established theories emphasizing the importance of stakeholder
awareness in influencing organizational outcomes. Hypothesis H3a suggests that participants' awareness positively impacts
their loyalty to Social Security Management Agency (BPJS) of Employment (Lisaria et al., 2024; Nuryanto et al., 2024; Shofwa
et al., 2024). This aligns with cognitive and behavioral theories that posit individuals with higher awareness levels are more
likely to engage actively and positively with organizations (Igbal et al., 2021; Panchal et al., 2012).. Participants who are well-
informed about Social Security Management Agency (BPJS) of Employment 's services, benefits, and policies may develop a
stronger sense of loyalty, feeling more connected to and supportive of the organization. Moreover, the acceptance of H3b,
indicating that Awareness impacts Corporate Sustainability, underscores the critical role of participant awareness in shaping
perceptions of Social Security Management Agency (BPJS) of Employment 's sustainability initiatives. As participants become
more aware of the organization's commitment to sustainability, they are likely to perceive these efforts more positively. This
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resonates with stakeholder theory, which emphasizes the impact of organizational practices on stakeholder perceptions and
behaviors (Bharati, 2017; Contini et al., 2020).

From a managerial standpoint, these findings highlight the importance of proactive communication and awareness-building
strategies at Social Security Management Agency (BPJS) of Employment (Himmatul et al., 2024; Himmatul & Junaedi, 2024;
Kharis et al., 2024; Nuryanto et al., 2024). Initiatives aimed at enhancing participants' understanding of the organization's
services, benefits, and sustainability efforts can contribute not only to increased loyalty but also to a positive perception of
corporate sustainability practices. Communication channels, such as educational programs, newsletters, and workshops, can
be utilized to disseminate information effectively. Furthermore, these results suggest that Social Security Management Agency
(BPJS) of Employment can strategically integrate sustainability messaging into their awareness campaigns. By showcasing
the organization's commitment to sustainable practices, Social Security Management Agency (BPJS) of Employment can not
only foster positive stakeholder perceptions but also contribute to the broader societal goal of promoting sustainability. In
summary, acknowledging the impact of awareness on both loyalty and corporate sustainability provides actionable insights
for Social Security Management Agency (BPJS) of Employment (Kharis et al., 2024; Lisaria et al., 2024; Nuryanto et al.,
2024). Proactive efforts to enhance participant awareness can serve as a catalyst for building stronger stakeholder relationships
and fostering a positive perception of the organization's sustainability initiatives.

The acceptance of Hypothesis H4, indicating that Loyalty impacts Corporate Sustainability, presents insightful implications
for Social Security Management Agency (BPJS) of Employment and resonates with well-established theories that underscore
the interconnectedness of stakeholder loyalty and organizational sustainability. Theoretical frameworks often posit that loyal
stakeholders are more likely to support and positively perceive an organization's sustainability initiatives. In the context of
Social Security Management Agency (BPJS) of Employment, this finding suggests that participants who exhibit a higher degree
of loyalty are instrumental in influencing the organization's overall sustainability practices. The result aligns with stakeholder
theory, which postulates that stakeholders who are committed and loyal are more likely to actively contribute to the
organization's long-term objectives, including sustainability goals (Cha et al., 2015; Oluwajana et al., 2022).

From a managerial perspective, the positive impact of loyalty on corporate sustainability emphasizes the importance of
fostering and maintaining strong relationships with Social Security Management Agency (BPJS) of Employment participants.
Strategies aimed at enhancing participant loyalty, such as providing excellent service, personalized communication, and
addressing participant concerns, can have a cascading effect on the organization's sustainability efforts. Managers at Social
Security Management Agency (BPJS) of Employment may consider loyalty-building initiatives as an integral part of their
overall strategy to promote sustainability. This can include targeted communication campaigns that highlight the organization's
commitment to sustainability, initiatives that reward and recognize loyal participants, and continuous efforts to enhance the
overall participant experience. By investing in strategies that enhance loyalty, Social Security Management Agency (BPJS) of
Employment can not only strengthen its relationship with participants but also create a more supportive environment for
sustainable practices.

Additionally, the positive relationship between loyalty and corporate sustainability implies that loyal participants may be more
receptive to sustainability messages and initiatives. Therefore, incorporating sustainability education and engagement into
loyalty-building programs may be an effective approach for Social Security Management Agency (BPJS) of Employment. In
conclusion, the acceptance of H4 underscores the symbiotic relationship between participant loyalty and corporate
sustainability at Social Security Management Agency (BPJS) of Employment. Strategically integrating loyalty-building
initiatives with sustainability goals can contribute to the organization's overall success and foster a positive and sustainable
relationship with its participants.

The acceptance of H5a and H5c, signifying that Loyalty mediates the relationship between Literacy and Awareness with
Corporate Sustainability, provides valuable insights into the intricate dynamics among these variables at Social Security
Management Agency (BPJS) of Employment. However, the rejection of H5b, suggesting that Loyalty does not mediate the
relationship between Trust and Corporate Sustainability, introduces an interesting nuance into the understanding of how trust
influences sustainability outcomes.

The acceptance of H5a aligns with existing theories that propose loyalty as a mediating factor in the relationship between
literacy and organizational outcomes. This implies that participants with higher literacy levels are not only more likely to
exhibit loyalty to Social Security Management Agency (BPJS) of Employment but also that this loyalty plays a pivotal role in
shaping their perceptions of corporate sustainability. The mediating effect of loyalty here can be linked to theories emphasizing
the cognitive and emotional dimensions of stakeholder engagement. Participants who are both literate and loyal may actively
support and advocate for the organization's sustainability initiatives, contributing to a more sustainable corporate landscape.
Similarly, the acceptance of HS5c, indicating that Loyalty mediates the relationship between Awareness and Corporate
Sustainability, is consistent with theories emphasizing the role of loyalty as a bridge between stakeholder awareness and
organizational sustainability. Participants who are not only aware of Social Security Management Agency (BPJS) of
Employment 's initiatives but also loyal are likely to actively support and contribute to the organization's sustainability goals.
This result reinforces the idea that informed and committed stakeholders play a vital role in driving sustainable practices
within an organization.
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The rejection of H5b suggests that, in the case of Social Security Management Agency (BPJS) of Employment, loyalty does
not mediate the relationship between trust and corporate sustainability. It is finding challenges conventional wisdom and may
indicate that trust alone may not be sufficient to drive participant loyalty that, in turn, influences perceptions of sustainability.
This nuanced result underscores the need for Social Security Management Agency (BPJS) of Employment managers to
consider a multifaceted approach in understanding the link between trust, loyalty, and corporate sustainability.

From a managerial perspective, these results highlight the need for tailored strategies at Social Security Management Agency
(BPJS) of Employment. While literacy and awareness programs may contribute to sustainability outcomes through their impact
on loyalty, trust-building initiatives may require additional dimensions to directly influence corporate sustainability. Strategies
that integrate trust-building with loyalty-building initiatives may be explored to create a more comprehensive and effective
approach. In summary, the acceptance of H5a and H5c sheds light on the mediating role of loyalty in the relationships between
literacy, awareness, and corporate sustainability. The nuanced rejection of H5b suggests that trust may have a distinct influence
on sustainability outcomes that might not be solely mediated by participant loyalty. These findings offer actionable insights
for Social Security Management Agency (BPJS) of Employment manager to develop targeted strategies that leverage the
interplay between literacy, awareness, trust, loyalty, and corporate sustainability.

6. Conclusion

The results of the hypothesis testing provide valuable insights into the relationships between literacy, trust, awareness, loyalty,
and corporate sustainability at Social Security Management Agency (BPJS) of Employment. The acceptance of Hypothesis
Hla and Hl1b highlights the significant impact of literacy on both participant loyalty and perceptions of corporate
sustainability. Literacy not only fosters a stronger bond with Social Security Management Agency (BPJS) of Employment but
also acts as a catalyst for participants to support and positively perceive the organization's sustainability initiatives. These
findings underscore the importance of investing in literacy improvement programs to enhance participant engagement and
contribute to a more sustainably conscious participant base.

The results regarding Hypothesis H2b suggest that trust plays a pivotal role in shaping perceptions of corporate sustainability
at Social Security Management Agency (BPJS) of Employment. Participants who trust the organization are more likely to
perceive its sustainability efforts positively. However, the non-significant impact of trust on loyalty (H2a) implies a nuanced
relationship that may require a more comprehensive examination. These findings guide managerial strategies, emphasizing
the need for trust-building initiatives as integral components of Social Security Management Agency (BPJS) of Employment's
overall strategy to promote sustainable practices and positive stakeholder perceptions. Furthermore, the acceptance of
Hypothesis H3a and H3b highlights the significant influence of awareness on both participant loyalty and perceptions of
corporate sustainability. Proactive communication and awareness-building strategies are crucial for enhancing participant
understanding of the organization's services and sustainability efforts. Integrating sustainability messaging into awareness
campaigns can foster positive stakeholder perceptions and contribute to the broader societal goal of promoting sustainability.

The positive impact of loyalty on corporate sustainability, as indicated by the acceptance of Hypothesis H4, emphasizes the
need for Social Security Management Agency (BPJS) of Employment to foster and maintain strong relationships with
participants. Loyalty-building initiatives can contribute to a supportive environment for sustainable practices, and
incorporating sustainability education into these programs may enhance participants' receptiveness to sustainability messages.
Lastly, the acceptance of Hypotheses H5a and HS5c, along with the rejection of H5b, provides nuanced insights into the
mediating role of loyalty. Literacy and awareness, when coupled with loyalty, significantly influence perceptions of corporate
sustainability. However, trust appears to have a distinct influence on sustainability outcomes that may not be solely mediated
by participant loyalty. These findings guide Social Security Management Agency (BPJS) of Employment managers to develop
targeted strategies that leverage the interplay between literacy, awareness, trust, loyalty, and corporate sustainability for a
more informed, engaged, and sustainably conscious participant base.

6.1 Theoretical and Practical Implication

The theoretical implications of the study are substantial, contributing to our understanding of organizational dynamics in
various dimensions. Firstly, the research highlights the critical role of literacy in shaping participant loyalty and perceptions
of corporate sustainability, suggesting avenues for further exploration in literacy-based models. Additionally, the nuanced
relationship between trust, loyalty, and corporate sustainability calls for a more comprehensive understanding of the
mechanisms through which trust influences participant behaviors. This finding prompts the refinement of existing trust and
sustainability frameworks to capture the distinct impact of trust on sustainability outcomes. The study also underscores the
significance of participant awareness, advocating for the further development of theoretical frameworks related to stakeholder
awareness. This exploration can shed light on how organizations can strategically leverage awareness as a catalyst for positive
participant behaviors and sustainable practices. Lastly, the examination of loyalty as a mediator in relationships between
literacy, awareness, and corporate sustainability contributes to the evolving landscape of mediating models in organizational
literature. Future research is encouraged to delve deeper into understanding the nuanced role of loyalty and explore additional
contextual factors influencing the mediation process.
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On a practical level, the study offers actionable insights for organizations, particularly those in the public sector like Social
Security Management Agency (BPJS) of Employment. Implementing targeted literacy enhancement programs is recommended
to improve participant understanding of services and sustainability initiatives. This involves the development of tailored
educational initiatives, workshops, and communication strategies to cater to diverse literacy levels among participants. While
trust remains crucial for positive perceptions of corporate sustainability, the study suggests that trust alone may not be
sufficient to drive participant loyalty. As a result, organizations are advised to develop multifaceted trust-building strategies,
considering additional factors influencing loyalty and fostering a more comprehensive approach to participant engagement.
Proactive communication and awareness-building initiatives are deemed essential for enhancing participant understanding of
organizational services and sustainability efforts. Social Security Management Agency (BPJS) of Employment can utilize
various communication channels, such as educational programs, newsletters, and workshops, to disseminate information
effectively. The strategic integration of sustainability messaging into awareness campaigns is also recommended, showcasing
the organization's commitment to sustainable practices and contributing to broader societal goals. Recognizing the positive
impact of loyalty on corporate sustainability, organizations are encouraged to consider loyalty-building initiatives, including
personalized communication, recognition programs, and efforts to enhance the overall participant experience. Lastly, loyalty
programs can be enriched by incorporating sustainability education and engagement components, creating a more supportive
environment for sustainable practices. In summary, the study's practical implications provide valuable guidance for
organizations to develop targeted strategies leveraging literacy, trust, awareness, and loyalty to promote sustainable practices
and positive stakeholder perceptions.

6.2 Limitation and Recommendation

The study has several limitations that warrant consideration. Firstly, the sample specificity, focusing on 393 respondents from
Social Security Management Agency (BPJS) of Employment in specific provinces, raises concerns about generalizability.
Variations in literacy levels, trust dynamics, and awareness across different demographic or organizational settings may impact
the applicability of findings. The cross-sectional design of the study limits the establishment of causal relationships.
Employing longitudinal designs in future research could provide more robust insights into the temporal dynamics of literacy,
trust, awareness, loyalty, and corporate sustainability. Additionally, the reliance on self-reported measures introduces potential
response bias, impacting data accuracy. Combining self-reports with objective measures or employing mixed-methods
approaches could enhance the validity of the findings. While the study focused on key variables, such as literacy, trust,
awareness, loyalty, and corporate sustainability, other influencing factors may exist. Future research should explore additional
variables, such as organizational culture or external influences, for a more comprehensive understanding.

For future research, recommendations include the exploration of longitudinal studies to capture dynamic relationships over
time, consideration of diverse organizational settings for enhanced generalizability, and the integration of mixed-methods
approaches to provide richer insights. Investigating moderating variables, such as organizational size or industry type, can
offer tailored understanding, while exploring external influences on trust, like economic conditions, may provide practical
insights for organizational strategies. Comparative analyses of different initiatives across organizations can highlight best
practices, and intervention studies based on the study's findings can offer actionable insights for organizations like Social
Security Management Agency (BPJS) of Employment. Lastly, extending research to incorporate external stakeholder
perspectives, including the community, regulators, or industry partners, can provide a more holistic view of sustainability
efforts. By addressing these limitations and pursuing these recommendations, researchers and organizations can contribute to
a more nuanced understanding of participant engagement and perceptions of corporate sustainability.
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