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Abstract

The paper aims to study consumer perceptions and preferences toward socially responsible
investments (SRIs) offered by the financial institutions from nine major cities in Germany
based on perceived religiosity, age, and educational level. Analysis of Variance and Principal
Component Analysis of a sample of 342 respondents in the 18-60 age group revealed that
Muslims are less likely to be more conscious than Christians and Jewish towards SRIs in
Germany. The study also finds that higher education and knowledge does not have a positive
effect on their preferences in using services of financial institutions while age is not the main
factor in the adoption of SRIs. The findings of the study are important for financial institutions,
especially for those offering Socially Responsible Investments. Financial institutions can
better offer their products and services by understanding perceptions of consumers and

therefore, better position themselves in changing market dynamics.

Keywords


mailto:Muhammad.ashfaq@iu.org
about:blank
about:blank

Socially Responsible Investments, Germany, Muslims, Christian, Jewish, Financial
Institutions, Socially Responsible Investment
1. Introduction

Financial services industry is at crossroads, and it needs a radical approach to address the
issues of how the financial institutions such as banks do their business and deal the critical
issues of ethical values and Socially Responsible Investments (SRIs) in the context of the
recent financial crisis (Tariq et al., 2021; VVon Wallis and Klein, 2015). The concept of ethics,
SRIs and value-based investment is not new but certainly gaining the attention of consumers
and investors (Qiu et al.,2017; Revelli & Viviani, 2015). The demand for social responsibility
has risen not in political and social aspects of society but also in economic markets, in recent
decades. The globalization and socio-political trends are urging the investors to consider
seriously the SRIs, ethical banking, and sustainability (Von Wallis and Klein, 2015). SRIs is
an ethical investment philosophy that incorporates profit maximization with social endeavors
(Chamorro-Mera and Palacios-Gonzalez, 2019). By integrating social, environmental and
financial aspects of sophisticated investments, socially conscientious investors pursue
economic and social value maximization (Puaschunder, 2019). There is not a zero-sum game
to achieve financial goals by compromising social benefit, but it is possible to gain financial
profit with catalysing socio-political aspects of the society and various other forms of the

utility simultaneously (Ehsan et al., 2022).

For SRIs and sustainable investment, there are different terminologies that are used. Sandberg
et al. (2009) use ethical investing or valued-based investing for SRIs. Sandberg et al. (2009)
define SRIs as “integration of certain non-financial concerns, such as ethical, social or
environment, into the investment process”. According to Qiu et al., (2017) SRI is also called
“ethical investing, green investing, impact investing, mission-related investing, sustainable,
responsible and impact investing and valued-based investing”. Moreover, SRI is an
investment sector in which investors use environment, social and corporate governance (ESG)

as screening criteria for investments for financial gains.

Walker (2018) states that the size of global impact financing is $1.3trillion and many investors
are looking ways to combine their financial returns with SRIs. In recent years, impact
investing is gaining popularity among asset managers. Stevenson (2018) stated that by the end

of October 2018, the global Assets under Management (AuM) in ESG exchange related funds
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have seen a rapid growth of 26% and increased up to $22 billion. The author also argues that
over 80% of institutional investors believe that investments in ESG funds will further surge
in coming years. The Economist (2018a) stated that the European Union (EU) reckons to
outline an action plan to develop sustainable finance in Europe and over last ten years SRIs
have become a mainstream element in the financial services industry. In a recent article,
Devine (2018) argues that investors are encouraging fund managers to invest in responsible
investments. Several factors are behind this trend including client demand, ‘potential for

outsized returns’, risk management and increasing regulation.

Considering significance of social responsibility in the current era, extant literature has
examined the influence of various factors on the investors socially responsible investment,
Miller, Dessain and Sjoman (2005) suggest that apart from core financial return metrics
investors which they call as non-traditional investors and other stakeholders also pay attention
to societal practices such as ethical values and corporate governance. Extant literature has
highlighted religion as an important factor toward responsible investment and the practice of
investment vary from one religion to another (Louche et al., 2012; Mansour and Jlassi, 2014;
Van Buren Il et al., 2020). Another study highlighted that investors belief about the increases
market share of SRI influence their investment decision (Jansson and Biel, 2014). Moreover,
researchers have reported inconsistent findings related to influence of different factors such
as age, experience, education on the social responsible investment in different contexts (Salim,
2015) which requires further investigation to add knowledge to this debate. Based on it, this
study aims to understand the influence of different factor on the consumer’s socially

responsible investment decisions in the Germany.

This study contributes to the literature on socially responsible investment in two main ways.
Firstly, it adds knowledge to the debate by understanding the influence of different factors
(perceived religiosity, age, and educational level) on the consumer socially responsible
investment. By doing so, this study advanced this debate to clarify the influence of these
factors on socially responsible investment which can be useful for the practitioner and policy
makers. Second, it provided evidence from a specific context which are more useful in the
sense that it provides precise and relevant information for the investors for informed decision
making. Germany set as an important context due to its economic significance, recognized as
most important and influential economies, and its increased commitment to environment and

social focus.



The structure of this paper is as follow: Section 2 discusses the theory and hypotheses
development, in section 3, methods are discussed along with the data collection and research
methodology. In section 4, findings are provided and in section 5, we have discussed the

results of this research. Finally, section 6 summaries conclusion and implications.

2. Theory and Hypotheses Development:

According to Schueth (2003), the private investor's awareness towards SRIs has been
increased mainly due to an increase in consumer awareness level. Moreover, this increase in
awareness of private investors is driven for financial gains to be obtained by making
investments in SRIs. According to Fowler and Hope (2007) in recent years, the awareness
towards personal and social convictions about ethical and SRIs has gained momentum. For
instance, Chernobyl (nuclear) and Exxon Valdez (oil spill) incidents raised general public
awareness of SRIs and sustainability. On the other hand, Pasewark and Riley (2010) argue
that personal believes and religious background play an important role in the increase of
awareness of investors towards SRIs. Wallis and Klein (2015) argue that the Jewish law of
biblical times stressed the ethical investments and during thel950s several UK church
investors outlined ethical considerations for their investments. Moreover, Islamic banking and
finance which developed as an alternative financial system, particularly after 1960s, are
underpinned based on inter-free system (Ashfag, 2017). This system also accentuates making

investments in socially responsible projects.

Numerous models have been created to improve our capacity to forecast behavioural patterns
in people. The Theory of Planned Behaviour (TPB) is one of these models that is frequently
cited as a useful framework for empirical study examining socio-psychological aspects that
affect behaviour to use socially responsible investments (SRIs) (Adel, Dai, & Roshdy, 2022).
There are several strong arguments in favour of the Theory of Planned Behaviour (TPB) as
the best paradigm for examining the causal relationships behind consumers' behavioural
intentions about subpar product. First off, it is well known as one of the most commonly cited
and highly regarded behavioural theories used to forecast social behaviour in humans. Its
broad range of applications includes the study of purchasing behaviour (Zhang et al. 2015).
Second, the TPB covers a wider range of motivating elements than are frequently included by
other behavioural theories (Adel, Dai, & Roshdy, 2022). Thus, based on its relevance and
significance, we used TPB to explain the conceptual framework of this research to understand
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the influence of different factors on the socially responsible investment decisions in the
context of Germany. It is relevant as Kraus et. al (2018, p.185) states that German consumers
prefer to use SRIs products which “which are branded with a higher sustainability

performance”.

2.1.Influence of Age and Education level on the Perception of Socially Responsible

Investment

Attitude and intentions play an important role in human behavior and actions. The theoretical
framework of this study is based on the theory of planned behavior (Cahigas, Prasetyo,
Persada, & Nadlifatin, 2023). Intentions and actions in using SRIs products are influenced by
attitudes, subjective norms, and perceived behavioural control. According to Liobikiené,
Mandravickaité, and Bernatoniené (2016), intent and behaviour serve as the primary
predictors of one's actions, mediating the influence of attitudes, subjective norms, and
perceived behavioural control. According to Han, Hsu, and Sheu (2010), subjective norms are
people's perceptions of the social pressures placed on them to engage in or refrain from
particular behaviours. These opinions have a significant impact on how people behave and
make decisions about what to buy (Hee, 2000) and where to invest. These norms are
influenced by a variety of social groups, such as families, peer groups, friends, and coworkers,
and they have an impact on people's attitudes and purchasing choices (Yilmaz and Ilter, 2017;

Hansen, Srensen, and Eriksen, 2018).

In contrast to earlier research, Khare (2015) found no clear connection between subjective
norms and socially responsible behaviour. This result was further supported by Paul, Modi,
and Patel (2016), who also determined that there is no substantial association between
subjective norms and socially responsible Intentions (Minton et al. 2018). However, Cahigas
et al. (2023) presents a different perspective, revealing that subjective norms indeed play a
significant role in promoting both intentions and actual behaviour toward social responsible

consumption.

In the context of this study, perceived behavioural control is used to describe how easy or
difficult itis to carry out a certain behaviour (Ajzen, 1991). It depends on a person's motivation
and ability to engage in the behaviour, rather than just not having enough motivation (Zhou
et al. 2013). The Theory of Planned conduct (TPB) contends that the development of prior

intentions or certain factors are crucial in determining how control over conduct is viewed.
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This concept refers to the perceptual data that customers have or use to support their judgments
(Cahigas, Prasetyo, Persada, & Nadlifatin, 2023).

In this regard, Junkus and Berry, (2010) document that women are more likely to invest in
socially responsible investments if they are younger, less wealthy, highly educated, and single.
Similarly, Cheah et al., (2011) results show that younger women who choose SRI investments
are more likely to think that a company's social and environmental performance is just as
important as its financial success. Additionally, they argue that younger investors who are
better off financially and academically are more likely to make socially responsible
investments or at least get a bigger return on their money when they do. Furthermore,
Chatzitheodorou et al., (2019) identifies gender, education, and income level as significant
determinants of investors' social responsible investing choices. Moreover, Chamorro-Mera
and Palacios-Gonzalez, (2019) findings show that investors' judgments about socially
responsible investing are influenced by several criteria, including age, education, and income
level. However, Marti-Ballester, (2015) findings suggest that investors and consumers exhibit
a preference for conventional or solidarity pension plans over ethical pension plans and
traditional investors are less sensitive compared to ethical investors. Similarly, Salim, (2015)
reported that age and education does not influence the investors decision related to social
responsible investments. These conflicting findings requires further evidence which serves as
a motivation of this research to further investigate the influence of consumers age and
education on their socially responsible investment.

In line with the literature, we argue that younger investors are more likely to inclined towards
socially responsible investment due to their global orientation which influence their
responsible consciousness (Badar et al., 2020; Torkkeli et al., 2009). These younger investors
use several sources of media to attain relevant information, stay updated on various
responsible investments, and have higher knowledge related to investments. Thus, socially
responsible investment requires possession of such knowledge as it broaden one's knowledge
of the social/ethical issues and opportunities that are linked with such investment. In the same
line, education has an influence on the consumer perception related to investment in the
socially responsible venture as an individual get the opportunity to explore various investment
opportunities and returns along with their environmental footprints. People with higher level
of education have higher level of financial aptitude often have a four- to five-year time

horizon. They are careful with their capital and prefer to invest in tried-and-true products
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(Chamorro-Mera and Palacios-Gonzalez, 2019). These investors with additionally have an in-
depth knowledge of the importance of socially responsible items and a solid grasp of financial
problems. They have a positive outlook on the action's effectiveness and see it as something

that will benefit them personally. Thus, we hypothesize that:

Hypotheses 1: Consumers age positively influence consumers perception of socially
responsible investment.
Hypotheses 2: Consumers education positively influence consumers perception of socially

responsible investment.

2.2.Influence of Religious Beliefs on the Socially Responsible Investment

Numerous studies have continuously emphasized perceived behavioural control as a crucial
human behavior predictor, particularly in light of its favorable link with the propensity to buy
organic goods and foods and stay at green hotels (Kautish, Justin, and Sharma 2019; Moser
2015). Perceived Behavioural Control serves as a valuable tool for evaluating consumer
intentions and behaviours concerning green products and services (Yadav and Pathak 2017;
Chaudhary and Bisai 2018). Alam et al. (2012, p.1032) stated that “the more favorable the
attitude and subjective norm and the greater the perceived control, the stronger the person’s
intention to perform the behavior in question. Given an enough degree of actual control over
the behavior, people are expected to carry out their intentions when an opportunity arises. The

intention is, thus, assumed to be the immediate antecedent of behavior.”

Belzen (1999) and Mokhlis (2009) argue that consumers’ habits, values, and attitude is
influenced by religion. Many researchers such as McDaniel and Burnett (1990), Mokhlis
(2009), Echchabi and Aziz (2012) argue that religious attributes affect a consumer perception
about a product or service and influence the consumption patterns. Moreover, religious beliefs
influence their followers’ actions and choices as their moral conduct is stated in their religious
scriptures. The degree of knowledge, awareness, and perception of consumers in Germany
such as Muslims, Christian, Jews, and others assume that they have a basic level of
understanding and familiarity with SRIs. Amin et al. (2011:27) outline that religious
obligation of an individual towards the adoption of product or service is an important factor
that affects the choices of individuals. Shabbir (2010) states that religion plays an important
role in knowledge, beliefs and attitude of an individual. This theoretical framework emphasis
that there is a strong link between the religious intention of the above-stated consumers and

willingness to use financial services of those institutions which are offering SRIs. Thus,
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selection of the products and services of financial institutions based on religious norms
provide religious satisfaction to the consumers. Consistent with the tenets of socially
responsible investment, these frameworks for doing business typically include considerations
of social justice, environmental responsibility, and ethics. This manuscript wanted to test
further that does one religious group have higher inclination towards SRI than other, thus, it
formed mainly three religious’ groups (Muslims, Christian, and Jews) and checked their
influence on the SRIs, Thus, religion is likely to influence the perceptions of the followers in

their investment decision makings. We have hypothesized the following:

Hypothesis 3: Muslims in Germany have less inclination toward SRIs than Christian and

Jews.

Figure 1 presents a proposed conceptual framework for this study.

Consumer’s Age

Consumer’s Socially Responsible
Education Investment Perception

Consumer’s

Religious Beliefs

Figure 1: Proposed Conceptual Framework

3. Methods

For this study, a structured questionnaire was developed to gather consumers information
belonging to various religious backgrounds in Germany. Germany is an important context as
according to the European Sustainable Investment Forum commonly known as Eurosif



(2016a) states that in Germany consumers and investors are paying attention to creating
awareness about SRIs. For instance, consumer associations in the provinces of Bremen and
North Rhine Westphalia are strongly advocating the SRIs. The focus of these awareness
campaigns is to realize consumers and investors in thinking carefully before selecting
investments. This study is important in the German context because there are number of
financial institutions which are providing financing using SRIs screening criteria including
“Triodos, Umwelt bank, GIS-Bank, Bank im Bistum Essen, DKM Miinster, Bank fiir Kirche
und Caritas, Evangelische Bank, Bank fir Kirche und Diakonie and Bank flr
Sozialwirtschaft” (EUROSIFb, 2016, p.75). These institutions have played a significant role
in the promotion and development of the SRIs in the country. Mill (2006) argues that due to
regulatory encouragement in Germany SRIs is expanded and many institutional investors
including pension funds and insurance companies are actively becoming part of it. In
Germany, more than 82 million people are living in 16 states. Majority of the people live in
big cities namely Berlin, Hamburg, Duisburg, Essen, Duesseldorf, Munich, Frankfurt am
Main, Cologne, and Bochum. Further, it is believed that Muslims and Jewish are also living

in these cities.

As stated above, a structured questionnaire was designed and created online in English and
German language to gather the data. A pre-test was made to ensure the validity and reliability
of the online instrument. Before starting to collect data, a pilot study was completed with a
sample size of 30 respondents. Based on the feedback, a few adjustments were made in the
construct of the questionnaire including improving the language and design. After the pilot
study and necessary adjustments, researchers launched the full-scale data collection. The
questionnaire was divided into four parts and posed a total of 40 questions. Part one was
designed to garner general banking and finance information from the respondent and consisted
of seven questions. The second part aimed to gather information regarding the values and
beliefs relevant to banking investments and had 23 questions. The purpose of the third part
was to ascertain information about respondents’ vision toward the future of banking and
consisted of four questions. The fourth and final part was designed to collect demographic and

personal information and consisted of six questions.

A five-point Likert scale was used in the questionnaire. Hence, for this questionnaire, scale 1
indicates strongly agree whereas scale 5 strongly disagree for the twenty questions. There

were also three multiple-choice questions where respondents had the option to select more
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than one answer. Including 26 scale questions, there were 40 questions, a total of eleven
questions where single choices could be selected. We used ordinal interval scales for
education and age in this research. Dummy variables were formed for the religion to run the
hypothesis. SRI scale in this research is adapted from the validated measures taken from the

literature. The questionnaire was constructed using simple and closed-ended questions.

Data was collected using the online survey method through various channels to collect higher
response rate. There were two advantages to using the online method to collect the data: to
maximize respondents’ participation and to send the questionnaire to a diverse religious
background of people in major cities mentioned above. This research relied on the purposive
sampling to collect data from the relevant respondents who have some knowledge about
socially responsible investment. Questionnaires were sent to around 500 respondents in the
different cities of the Germany, and we received 390 questionnaires from different
respondents. Among 390 filled survey forms 342 were usable forms, thus providing 88%

response rate.

The main purpose of this study is to analyze the data, obtained from the survey, and extract
information about an individual attitude toward SRIs based on age, education, and religion.
Table 1 shows the profile of the respondents. A total of 165 Christian, 30 Jewish and 92
Muslim respondents completed the questionnaire. Among them, 44% respondents were in age
group 18-30, 30% is from 31 to 45 and 18% in 46-60 age group. Further, the analysis revealed
that 211 (62%) respondents were male, and 261 (76%) respondents have claimed above

college level qualifications.

Table 1: Profile of the Respondents
Category Christian Jewish Muslim Other Total
165 30 92 55 342
Age (years)
18-30 70 6 46 31 153
31-45 53 10 28 12 103
46-60 33 11 10 9 63
above 60 9 3 8 3 23
Gender
Female 65 14 24 28 131
Male 100 16 68 27 211
Education
Other/none 15 0 15 3 33
Secondary school 21 5 11 11 48
Fachabitur-College 68 9 26 19 122
Bachelor 46 11 20 13 90
Master 15 5 20 9 49

10



Income (per annum in Euro)
Below 12,000 43 2 37 17 99
12,001-20,000 35 3 17 10 65
20,001-30,000 36 6 15 7 64
30,001-40,000 28 12 15 7 62
above 40,000 15 7 8 13 43
Income respondents 157 30 92 54 333

* All categories’ respondents have 342 observations except Income that has 333 observation, 9 missing values.

4. Findings:

We use factor loading to analyze the coherence among different items of SRI adopted from
the literature and check for reliability among the factor using the Cronbach alpha. Internal
reliability among the factors shows a score of 0.861 which is above the threshold level.
Moreover, KMO test value is also 0.864 which is sufficient for the purpose of this research as
established by the earlier researchers (Asad et al., 2021; Majid et al., 2023). We also employed
common method bias to see if the data suffers from it, however, single factor value during the
factor exploration was less than thirty percent which shows that this study bases on Harman’s
single factor test does not suffer from the common method bias (Asad, 2020; Tariq et al.,
2023). The descriptive statistics of the variables is shown in Error! Reference source not
found..

Table 2: Descriptive Statistics and Correlations

Std.
Mean Deviation 1 2 3 4 5 6 7

1. Age 1.8713 94161 1

2. Education 26516  1.38445 .288" 1

3. SRiIs 2.4798 59762 .051 -.078 1

4. Christian 4825 50042 014 -.039 128 1

5. Jews .0848 .27899 164" 213" 146" -.294" 1

6. Muslim .2690 44409 -057  -133" -203" -586" -185" 1

7. Others .1608 36790 -.076 .045 156" -423"  -133° -.266" 1
**_Correlation is significant at the 0.01 level (2-tailed) and *. Correlation is significant at the 0.05 level (2-
tailed).

SRIs = Socially Responsible Investments
To check the difference among average response of different religion followers, we used

Analysis of Variance (ANOVA). The results are shown in Table 2.

Table 2: ANOVA Test

Religion N Mean Std. Deviation Std. Error
Mean
Christian 160 0.148 0.676 0.053
Jews 30 -0.132 0.524 0.095
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Muslim 85 -0.326 0.659 0.071
Other 54 0.148 0.754 0.102
ANOVA F-test: 10.51

The F-test value of ANOVA is 10.51 that is significant and shows that the average response
of four religions is overall significantly different from each other. The research results show
that Muslims and Jews have a negative inclination to SRIs whereas Muslims have higher
negative inclination, following by Jews, while Christian have higher inclination towards SRIs.
The results show that average inclination of Muslims and Christian is far ahead from each
other with a statistically significant difference. Interestingly, the result also shows that the
average values of inclination response of Christian and the category of other religion are
almost the same. Both have almost the same value of average response to SRIs i.e. 0.148.

To confirm the hypotheses of this research, we use SRI as a dependent variable and regress it
on two independent variables of education and age to check our hypothesis. The results of
education and age on SRIs are shown in Table 3.

Table 3: Education and Age Regression Results

Variable Coefficient Std. Error t-Statistic Prob.
Constant 0.207 0.115 1.800 0.072
EDUCATIONAL_STATUS -0.064 0.033 -1.910 0.057
Constant -0.047 0.086 -0.553 0.580
AGE 0.025 0.040 0.618 0.536

The results show that education has a significant impact on SRIs. As education status increases
the consciousness about SRIs decreases which is contrary to provided hypothesis. This may
be due to reason that with the increased knowledge investors are likely to invest in the prudent
options with higher. Although the magnitude of the response is too small i.e. -0.065. Both
coefficients of education status, intercept and slope are significant and Durbin-Watson value
is 1.60 that show no autocorrelation in residual terms. The effect of age on SRIs is insignificant

and both coefficients of age, intercept and slope are insignificant.

We also checked the effect of different religions by incorporating dummy variables for
religions in the equation. The interesting result is in regard of Muslims when Muslim dummy
is incorporated in the analysis. The average tendency to SRIs from Muslims is significantly

more than other religions, as shown in Table 4.
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Table 4: Education Regression Result with Religion Dummy

Variable Coefficient Std. Error t-Statistic Prob.
Constant 0.340 0.113 2.996 0.003
SgUCAT'ONAL—STAT 0,070 0.032 2,156 0.031
MUSLIM -0.446 0.084 -5.266 0

The F-statistics for this Muslim dummy incorporating is significant and all three coefficients
in Table 4 are significant. The result shows that education has a significant but meagre impact
on SRIs, but the coefficient of Muslims is -0.45 that shows that Muslims have a more

supportive attitude toward SRIs. Table 6 summaries the hypothesis results.

Table 5: Hypothesis Results

Number Statement Conclusion
Hypothesis Consumers age positively influences consumers
1: perception of socially responsible investment Not Supported
. Consumers education positively influences
Hypothesis : : i
5. consumers perception of socially responsible
' investment. Not Supported
Hypothesis Muslims in Germany have less inclination toward
3: SRIs than Christian and Jews Supported

5. Discussion
The purpose of this study was to shed light on the perceptions of German consumers based on
religion towards using SRIs offered by the financial institutions. Religion and beliefs play a
vital role to determine the attitude of an individual to respond in a typical environment. The
results of the study show that the average attitude of different religions is significantly
different as the result of ANOVA shows. Christian is most conscious about SRIs, following
by Jews, Muslims, and other religions. The study concluded that the attitude of Christian is
significantly different from the attitude of other religion as it may be due to the fact that social
considerations are more rigorously followed by them. The findings of this study suggest that
there is a positive correlation between some religions and consumer perceptions and hence
this supports the previous study of (Ashfag, 2017). The result could be explained in respect of
practicing religion as Muslim are refrained from investing in interest-based investment that
could be the factor that even those are socially responsible but due their alignment with interest

may restrict one religious group to participate in them. After Christian, Jews consumers in
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Germany are inclined toward SRIs. This might be because Jews are more active in business

and entrepreneurship as practicing religion (Trimble, 2019).

The results also show that age is not an important actor to determine the attitude of individual
toward SRIs, though this finding is not surprising as earlier researchers have found
contradictory findings. It may be due to the fact that young group is in the process to build
their career along with their social culture and family life that may discourage them to invest
in less financially viable opportunities. Moreover, they are likely to be attracted by higher
returns investment which may not be the case with socially responsible investment compared
to traditional investments. This findings is in line with earlier researchers who did not find
any correlation between consumers age and socially responsible investment (Salim, 2015).

While education coefficient is significant, but its impact is small and is negative -0.064. This
result of education effect can be further extended by incorporating religion dummy.
Individuals with a more advanced degree of education typically possess a greater level of
financial acumen and tend to have a time horizon of four to five years. They exercise caution
in managing their financial resources and have a preference for investing in established and
reliable products (Chamorro-Mera and Palacios-Gonzalez, 2019). These findings are also in
line with Salim, (2015) who argued that education does not influence the investors decision
related to social responsible investments. So, the study concluded that some religions have a

significant impact to steer the attitude of its followers toward social elements.

6. Conclusion and Implications

This study finds that religion plays an important role in the perception and intention of
consumers in Germany to invest in SRIs. Muslim consumers appear to be less conscious than
Christians and Jewish towards SRIs. This study also concludes that consumers with higher
education, knowledge, and awareness have also a negative effect on attitude and intention to
use the services of those financial institutions which provide SRIs. Further, consumer’s age is

not the main factor in the adoption of SRIs.

Primarily, this research advances theory on the discourse on the ethical and socially
responsible investment by adding influence of factors in a specific and most influential
economic context. In doing so, this research add knowledge by comprehending the impact
that different attributes (such as perceived religion, age, and educational level) exert on
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customers' socially responsible investment. This is important as it is increasingly argued that
consumers demographic plays a critical role in the environment related investments,
understanding these factors likely to enhance understanding related to consumers investment
in other ethical and environmental oriented investment such as carbon neutral investments,
zero emission investments, to name a few. Thus, our work contributes to the progress of this
conversation by clarifying the impact of important factors on socially responsible investment,
which is important for academics.

Additionally, this research contributes to the body of literature by expanding beyond the
studies that were carried out in Germany on respondents who adhered to a particular religious
group. By doing so, this research provided important evidence related to investment
perspectives in Germany from a particular religious group. Furthermore, it presented
empirical evidence from a specific context, so providing investors with reliable and relevant
information to make well-informed judgments. Germany has become an important
background due to its internationally recognized economic importance and influence, as well
as its strong dedication to environmental and social issues. This provides academics with
evidence on factors that influence consumers perception of ethical decision making in the
context of most influential economy which is important to draw comparison and for the

generalization of overall findings.

This study has also important practical implications for the management of investment funds,
other executives of environmental and social funds, and policy makers. Firstly, as there is an
increasing shift in the investments related to environmental oriented investment, this research
findings provide an important base to policy makers for understanding the influence of factors
on the consumer’s perception and their decision making. This way managers can design the
policy that can help them to target specific groups for increasing their investment. Moreover,
they can also design their marketing campaign based on the factor that which particular group
is likely to be interested in socially responsible investments. They can design the campaign to
increase awareness among the groups that are not initially interested in such investments and
resultantly, can eventually increase their customer base. Moreover, policy makers can
understand that which factors need to be influenced further for achieving targets related to
investment in the socially responsible ventures. They can design relevant policies to achieve
desired targets. Particularly, these findings are important especially when there is an ongoing
debate related to increasing investment in net zero emissions projects or carbon neutral

projects.
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The study has several limitations. First, a sample size of 342 respondents collected from nine
cities in Germany and emphasis of the study was on religious beliefs, age, and education level.
It provides context specific findings and generalization of them shall be taken with caution. A
cross comparison among different countries is also likely to advance this debate or provide
additional evidence to debate. Second, only 30 Jewish respondents were included which is
small as compared to sample of other religions and therefore, the results cannot be generalized
on a country level. Future research should take a larger Jewish sample in diversified cities.
Third, more robust data analysis can be done in order to improve the generalization of the
findings. Lastly, it is recommended to consider longitudinal data to improve the findings for

better generalization.
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