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Abstract 

Corporate social responsibility (CSR) has been used by different authors and writers in different ways, but still the 
concept is evolving over time. In this epoch, everyone is becoming environmentally conscious, and so this has 

reinforced a great level of competition among different companies and everyone is working very hard to develop and 

sustain their brands with infusing innovation and to have an edge over and above others.Thus, it makes imperative to 

infusedifferent CSR activities in the companies in order to have an edge over and above the competitors. This study 
analyses the impact of CSR on employer brand building, and thus enhance the understanding and acceptance among 

the people pertaining to CSR as an effective marketing tool in building employer‟s brand Both quantitative and 

qualitative approach could be used to conduct further research as both the concepts are of compound nature. 
According to the results, both the concepts, CSR and employer brand building exhibited a positive relation.  
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1. INTRODUCTION 

In current scenario, with economic development and social changes there is a buzzword called CSR i.e. corporate 
social responsibility. The concept of CSR is not new but it came into limelight due to increase in unethical practices 

adopted by various companies around the world. The World Business Council for Sustainable Development defines 

CSR as: “The continuing commitment by business to behave ethically and contribute to economic development while 
improving the quality of life of the workforce and their families as well as of the local community and the society at 

large”. 

 
A company which emphasizes on its policy of social responsibility can amplify its good image and can create a 

competitive edge over others leading to „Branding‟. According to Kapferer, 2004; Keller, 2008, Branding is about 

generating and delivering a promise to target consumers. This promise can be concerning functional satisfaction, 

experiential enrichment, or aspirational fulfilment progressively, brands are promising that they care not only about 
their consumers but also about their workforce, the environment, and humanity at large. In the words of American 

Marketing Association (2013), "A brand is a customer experience represented by a collection of images and ideas; 

often, it refers to a symbol such as a name, logo, slogan, and design scheme. Brand recognition and other reactions are 
created by the accumulation of experiences with the specific product or service, both directly relating to its use, and 

through the influence of advertising, design, and media commentary. A brand often includes an explicit logo, fonts, 

color schemes, symbols, sound which may be developed to represent implicit values, ideas, and even personality."  

According to Cecilia and Carolina, 2007, Branding represents a foundation in the corporate marketing umbrella. It 
enables the different stakeholders to distinguish between various sales offers. The very purpose of branding is to 

develop and maintain a distinctiveexistence in the market and to attract and retain more number of loyal customers. 

So, it can be said that CSR activities also helps in Brand Image Management. According to Luo andBhattacharya, 
2006; Sen, Bhattacharya, and Korschun, 2006, In order to achieve a sustained strategic advantage and enhance 

company‟s character, socially responsible business practices need to be promoted. Character, is a priceless intangible 

asset which is the discernment of all pertinent stakeholders formed through a corporation‟s deeds. This study is based 
on the literature review covering various aspects related to CSR and branding including brand image management and 

consumers‟ perception. It also throws light on how consumers‟ perception can be managed to enhance brand value 

through CSR activities.  
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2. LITERATURE REVIEW 

A detailed review on the concerned literature has been carried out by exploring the research papers in this field and 
other related fields. The review of literature has examined empirical and conceptual studies to understand the 

influence of various variables of CSR activities and its impact on brand building components. The research also tries 

to explore various dimensions of CSR practices in order to further develop innovative strategies for effective brand 

building. The studies also explained the effect of moderating variables, if any, in the process. The present study was 
largely based on available literature from various electronic databases and library resources. Most of the literature 

reported has been taken from the database of the last ten years.  

The review of literature analysed the previous researches under two dimensions. The purpose is to understand the 
constructs underlying, identifying relationships in variables and establishing relationships. The dimensions are- 

i. CSR activities- This construct deals with identification of theories and components of CSR. Various variables 

have been identified by surveying literature. 

ii. Brand building- This construct focuses on identification of various components of brand building. 

 

A brief Review of CSR 

iii. Bohdanowicz&Zientara, 2008; Kay, 1997 have explored in their study that during 1990s, the hospitality 
industry started paying attention to CSR.In the words of Holcomb et al., 2007, various companies in the 

hospitality industry are using CSR in various forms, namingly- targeting community involvement, 

environmental management, and customer and employee relations. Even different businesses irrespective of 
their size, are recognizing the importance of CSR and integrating it in their strategic planning. According to 

KPMG‟s 2005 International Survey of Corporate Responsibility report, 52 percent of Fortune 250 

organizations are using some form of CSR initiative (KPMG, 2005). 

iv. CSR is not a contemporary concept, its conceptualization, impact and benefits for the hospital and tourism 
industry have been discussed by various researchers. One of the earliest publications on 6 CSR is from 

Bowen‟s (1953) book about “Social Responsibilities of Businessman.” Since then, CSR has known a wide 

variety of conceptualization terms focusing on actions that are beyond the interest of the organization (Carroll, 
1999) to maximizing investors‟ wealth (Goodpaster, 1991; McWilliams & Siegel, 2001, p. 117). 

 

A brief Review of Brand Building 
v. Keller and Lehmann (2003, p. 27) state that a firm‟s brand is often mentioned as their most valuable asset. 

This is mainly true for the company brand, meaning the corporate brand. The way in which an organization 

communicates its identity is known as corporate branding (Kay, 2006, p. 755). Corporate brand building 

involves the internal brand building process, that is the things the company does within towards actualizing 
the brand (Wallström et al., 2008, p. 41). Numerous authors emphasize that there is a move from product 

brands towards corporate brands in not only practice but also in theory (Balmer&Greyser, 2006, p. 734; De 

Chernatony& Segal-Horn, 2001, p. 648; Harris & de Chernatony, 2001, p. 441; Know &Bickertson, 2003, p. 
998; Leitch & Richardson, 2003, p. 1065).A strong corporate brand enhances product (service) quality and 

lowers the dangers associated with purchasing intangible products (Krishnan & Hartline, 2001, p. 331). It also 

helps differentiate its products from similar others giving the service firm a competitive advantage (Martinez 

et al., 2006, p. 175).According to Aaker (1996) brand equity is defined as a set of assets which is linked to the 
name of a brand and it also acts as the symbol that adds or subtracts value which is provided by a product or 

service, to a firm and its‟ customers. According to Apéria& Back, 2004, From a marketing aspect brand equity 

builds and directs the brand assets by retaining and attracting customers and by avoiding the price 
competition, which in turn contributes to the profitability of a company. 

vi. In this ever evolving world economy, branding has taken a key position and it take on the activities of all the 

organizations, whether it is large organizations, small enterprises and even the not-for-profit organizations. 
Accordong to keller, 2003, 1300 B.C., Branding has a pivotal role to play is survival and success of various 

organizations. According to de Chernatonyand McDonald 2012, Kapferer 2016traditionally, brands were used 

as a tool to differentiate the products by different craftsmenand demanding ownership of animals by cattle 

owners.However, In the current scenario, different companies makes use of brand to differentiate their own 
offerings with that of their competitors. 

In the words of Freeman, 1984; Clarkson, 1988; Sen and Bhattajarya, 2001, Corporate Social responsibility (CSR)as a 

topic is gaining momentum in the field of study over the years.Balmer and Wilson, 1998; Hatch and Schultz, 2003; 
Balmer, 2011;Parguel et. al., 2011; Vallaster et al., 2012 explored that CSR is now considered as an integral part of 
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the strategies of the firm. Nowadays, the major concern for the manager is to construct the CSR programs in such a 

manner that it benefits the firm in its entirety. 
Brown and Dacin 1997; Sen and Bhattacharya, 2001; Trudel and Cotte, 2009 explored that  CSR activities are used as 

a marketing tool to enhance the company‟s reputation and image in the eyes of public and which in turns reaps the 

increase in the brand value for the firm. However, CSR is mainly pertinent for multinational companies which infuse a 

large amount of effort and money to manage their brand across different countries. 
Chaudhary& Wang, 2017 have explored in their study that Indian IT companies reluctant to disclose their CSR related 

activities. 

Plankenet al, 2010, explored that the different CSR platforms   are used by different Indian companies, likewise-some 
follow philanthropic activities and some others. 

In the words ofShwu-Ing and Wen Hsuan, 2014,they based their study on comparison. In this the effect of CSR 

activities is measured upon five factors consisting of consumers‟perception, brand image, brand attitude, satisfaction 

and brand loyalty. This study concludes that if a company comes out with a successful policy of CSR than their CSR 
policy can make its customers to purchase its products. And this will also impact the future buying willingness leading 

to sustainable development. 

 

3. RESULTS AND ANALYSIS 

Regression Test: 

H0: There is no significant impact ofAccountabilty,Transparency,sustanablityon CSR 

Model Summary
b
 

Model R R Square + Beta 

value+ Standard 

Error, t value, 
Sig 

Adjusted R Square Durbin-Watson 

1 0.41 0.489 0.468 1.048376 

 

a. Predictors: (Constant), afact,tfact,sfact 
b. Dependent Variable: productivity  

This table provides the R and R
2 

value. The R Value is 0.41 a positive correlation between both variables. The R
2
 

indicate how much of the dependent variable, “CSR”, is explained by the independent variable, “afact, tfact and 
sfact.”, is 46.8% 

 

ANOVA
a
 

Model Sum Of Squares Df Mean Square F Sig. 

1Regression 

   Residual 

   Total   

16.946 

41.443 

58.389 

1 

99 

100 

16.946 

3.188 

22.81356 0.00000 

 
a. Dependent Variable: CSR 

b. Predictors: (Constant), Predictors: (Constant), afact,tfact,sfact 

This table indicate that the regression model predict that the outcome variable significantly well. Here P< 0.000 and 
indicates that, overall, the model applied is statistically significantly predict the outcome variable. The P Value of F 

statistics (.000) < Standard value 0.05, hence H0 is rejected. 

 

Conclusion- 
Therefore after having an overview of the above it can be said that all those companies who really want sustain in the 

market for a longer period of time and want to have an edge over and others need to infuse ethical activities. To 

achieve competitive advantage in terms of economic, social, financial and environmental aspect there is a solid need 
for integration among CSR and branding. Today those business organizations are victorious which areable to integrate 

the needs and demands of their employees and stakeholders. So if the organization does not have common shared 

values with its employees and stakeholders then the chances of success and sustainability of such a business 
organization are limited. Business organizations in order to sustain themselves in the long run must walk their talk in 

terms of increasing brand value through making efforts in CSR activities. 

Thus, CSR activities create a great impact on the employer brand building. 
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