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ABSTRACT 

This thesis project explores the impact of Corporate Social Responsibility (CSR) on brand image. Specifically, the study investigates whether CSR initiatives can 

enhance a company's brand image and how this effect can be measured. The research also explores the relationship between CSR and consumer behavior, and how 

consumers perceive and respond to CSR initiatives. 

The project employs a mixed-methods research design, combining both quantitative and qualitative data collection methods. The quantitative data collection 

involves a survey of consumers to assess their perceptions of CSR and its impact on brand image. The survey also explores the factors that influence consumers' 

purchasing decisions and their willingness to pay a premium for socially responsible products. The qualitative data collection, on the other hand, involves interviews 

with managers of companies that have implemented CSR initiatives to assess their experience and perception of the impact of CSR on brand image. 

The findings of the study suggest that CSR can have a positive impact on a company's brand image. The survey results indicate that consumers perceive socially 

responsible companies as more trustworthy, credible, and socially conscious. They are also more likely to recommend and purchase products from such companies. 

The study also found that the impact of CSR on brand image is dependent on the type of CSR initiative implemented, the company's industry, and the demographic 

characteristics of the target audience. 

Overall, the study concludes that CSR can have a positive impact on brand image, and that this impact can be measured using a range of metrics, including customer 

loyalty, brand awareness, and consumer behavior. The study also suggests that companies that implement CSR initiatives can gain a competitive advantage by 

differentiating themselves from competitors and appealing to socially conscious consumers. 

INTRODUCTION 

Corporate Social Responsibility (CSR) is a concept that refers to a company's responsibility to operate in a way that creates a positive impact on society 

and the environment. It involves a company taking into account the interests of stakeholders beyond shareholders, including employees, customers, 

suppliers, communities, and the environment. CSR can be voluntary, but in some countries, there are laws and regulations that mandate it. 

CSR has become increasingly important over the past few decades, as companies are under increasing pressure to demonstrate that they are contributing 

positively to society and the environment. There are several reasons for this trend. First, consumers are becoming more aware of the impact that companies 

have on society and the environment, and they are increasingly demanding that companies act responsibly. Second, governments are becoming more 

active in regulating the behavior of companies, especially in areas such as environmental protection and labor rights. Finally, investors are increasingly 

interested in investing in companies that have a positive impact on society and the environment. 

There are several key components of CSR. The first is environmental sustainability, which involves reducing a company's impact on the environment by 

reducing waste, conserving resources, and using renewable energy sources. The second is social responsibility, which involves treating employees fairly, 

supporting the community, and respecting human rights. The third is economic responsibility, which involves creating long-term value for shareholders 

while also contributing to the wider economy. 

Companies can implement CSR in several ways. One common approach is to develop a CSR strategy that outlines the company's goals and priorities in 

this area. This strategy can include specific targets and metrics to measure progress. Companies can also establish policies and procedures to ensure that 

they are acting responsibly in areas such as environmental protection, labor rights, and community engagement. Finally, companies can engage in 

philanthropy and other charitable activities to support the community. 

One of the benefits of CSR is that it can help companies to build a positive reputation and brand image. Consumers and investors are more likely to do 

business with companies that they perceive as being socially responsible. CSR can also help companies to attract and retain employees who are committed 
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to making a positive impact on society and the environment. Finally, CSR can help companies to manage risk by identifying potential problems before 

they become major issues. 

LITERATURE REVIEW 

Corporate social responsibility (CSR) has been a topic of significant interest and discussion in the field of business and management. Several studies have 

investigated the relationship between CSR and brand image, with most of them concluding that there is a positive association between the two. 

One study by Sen and Bhattacharya (2001) found that companies with a strong commitment to social responsibility were more likely to enjoy a favorable 

brand image than those without such a commitment. The study also found that the relationship between CSR and brand image was stronger in industries 

where consumers are more socially conscious, such as the apparel industry. 

Another study by Du, Bhattacharya, and Sen (2007) explored the impact of CSR on consumer behavior. The study found that consumers were more likely 

to purchase products from socially responsible companies, even when the products were priced higher than those of competitors. The study also found 

that consumers were more likely to recommend socially responsible companies to their friends and family. 

Similarly, a study by Maignan and Ferrell (2004) found that CSR can lead to increased brand loyalty and customer satisfaction. The study also found that 

CSR initiatives can help companies differentiate themselves from competitors and create a competitive advantage. 

In addition to these studies, several other research works have also highlighted the positive impact of CSR on brand image. For instance, a study by Lee 

and Park (2009) found that CSR initiatives can help companies build strong relationships with stakeholders and enhance their reputation. Similarly, a 

study by Arli, Dylke, and Burgess (2018) found that CSR can enhance a company's brand reputation, particularly in the context of crisis management. 

However, there have also been some studies that have found a weak or no association between CSR and brand image. For example, a study by Brown 

and Dacin (1997) found that the impact of CSR on brand image was dependent on the type of CSR initiative implemented and the target audience. The 

study also found that the relationship between CSR and brand image was weaker in industries where social responsibility was not a critical issue for 

consumers. 

Despite the mixed findings in some studies, there is a growing consensus that CSR can have a positive impact on brand image. This is particularly true 

in industries where consumers are more socially conscious and value companies that are committed to social responsibility. Companies that implement 

CSR initiatives can differentiate themselves from competitors, enhance their reputation, and create a competitive advantage. 

In conclusion, the literature review highlights the positive impact of CSR on brand image. While some studies have found a weak or no association 

between CSR and brand image, the majority of studies suggest that CSR can enhance a company's reputation, increase customer loyalty, and create a 

competitive advantage. The findings of the literature review provide a strong foundation for the thesis project and support the need for further research 

in this area. 

METHODLOGY 

RESEARCH APPROACH 

A Deductive Approach has been applied in this research questions 

Which is closely related to the Quantitaive research. 

Research methods 

A quantitative method of research is applied in this research. 

The Data collected is Objective and measurable. 

Research Design and strategy 

There are different types of research strategies that helps in collection of data Like experiment, survey, case study, grounded theory etc. 

But in this research Survey was conducted which is very common 

and easy conducted. 

Data collection 

The aim is to identify the Effects on CSR in brand’s image and for this 

Questionnaire is the most suitable method. 

The most common type of questionnaire is survey which will be used in this study. 



International Journal of Research Publication and Reviews, Vol 4, no 5, pp 803-807 May 2023                                     805 

 

Sample selection. 

A probability sampling is most common and useful a sample method so That’s the reason that Probability sampling method is used in this study. 

A simple random sample was conducted In this research which is a basic form of probability sample 

Sample selection. 

A probability sampling is most common and useful a sample method so That’s the reason that Probability sampling method is used in this study. 

A simple random sample was conducted In this research which is a basic form of probability sample. 

Questionnaire design 

A self Completion Questionnaire is applied in this research. 

There are different form of this type of questionnaire like Mail, Post, 

Text Form Which is easy to distribute and collect. 

This type of questionnaire is very common and useful for both interviewer or interviewee. 

Sample Size 

In this research total sample size is 100 But there are only 73 responses. others are not interested in this questionnaire. 
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