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Abstract
Corporate Social Responsibility (CSR) has emerged as a significant strategic tool in modern marketing, influencing how consumers perceive
brands and make purchase decisions. In an increasingly competitive and socially conscious marketplace, consumers are not only concerned with
product quality and price but also with a company’s ethical behavior, social commitment, and environmental responsibility. This study examines
the impact of Corporate Social Responsibility initiatives on consumer purchase intention from a marketing perspective. It explores how different
dimensions of CSR—economic, legal, ethical, and philanthropic responsibilities—shape consumer attitudes, brand trust, and loyalty, ultimately
influencing buying behavior. The study also highlights the role of CSR communication in enhancing brand image and strengthening consumer—
brand relationships. The findings suggest that well-integrated and transparently communicated CSR practices positively affect consumer purchase
intention, providing firms with both social value and competitive advantage. The research underscores the importance of aligning CSR strategies
with consumer expectations to achieve sustainable marketing outcomes.
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INTRODUCTION
In recent years, Corporate Social Responsibility (CSR) has gained considerable importance as businesses are increasingly expected to operate
beyond profit maximization and contribute positively to society. Globalization, heightened consumer awareness, and easy access to information
through digital media have made corporate actions more visible and subject to public scrutiny. As a result, consumers today evaluate not only
the functional benefits of products and services but also the social, ethical, and environmental practices of the companies behind them. This shift
has positioned CSR as a critical factor influencing consumer purchase intention and overall brand perception.From a marketing perspective, CSR
represents a strategic approach that integrates social and environmental concerns into business operations and stakeholder interactions.
Companies engage in CSR initiatives such as environmental sustainability, ethical sourcing, community development, and fair labor practices to
build a responsible corporate image. These initiatives serve as powerful marketing signals that communicate a firm’s values and commitment to
society, thereby shaping consumer attitudes and emotional connections with brands. When consumers perceive a company as socially responsible, they are
more likely to develop trust, loyalty, and a favorable brand image, which can translate into increased purchase intention. Consumer purchase intention is a key
predictor of actual buying behavior and plays a central role in marketing strategy formulation. Prior research suggests that CSR influences purchase intention both
directly and indirectly through mediating factors such as brand credibility, corporate reputation, and consumer identification with the brand. Ethical and socially
responsible practices can differentiate a brand in crowded markets, offering a competitive advantage that goes beyond traditional marketing variables such as price
and product features.
However, the impact of CSR on consumer purchase intention is not uniform and may vary depending on factors such as consumer awareness, personal values,
cultural context, and the perceived authenticity of CSR activities. Consumers are increasingly skeptical of superficial or misleading CSR claims, often
referred to as “greenwashing,” which can negatively affect trust and purchase decisions. Therefore, understanding how CSR initiatives are
perceived and how they influence consumer behavior is crucial for marketers aiming to design effective and credible CSR strategies
This study seeks to examine the impact of Corporate Social Responsibility on consumer purchase intention from a marketing perspective. By
analyzing the relationship between CSR dimensions and consumer behavioral responses, the research aims to provide insights into how socially
responsible practices can be leveraged to enhance brand value, strengthen consumer relationships, and support sustainable business growth.
Background of the Study
The concept of Corporate Social Responsibility (CSR) has evolved significantly over the past few decades, moving from a voluntary and
philanthropic activity to a strategic business imperative. Traditionally, business success was measured primarily in terms of financial performance
and shareholder value. However, increasing social awareness, environmental concerns, and ethical expectations have compelled organizations to
recognize their broader responsibilities toward society. Governments, non-governmental organizations, media, and consumers now actively
monitor corporate behavior, making CSR an integral part of modern business practice. The growing emphasis on sustainability and ethical conduct
has transformed the marketing landscape. Consumers today are more informed and socially conscious, often seeking brands that align with their
personal values and beliefs. With the rise of digital platforms and social media, information about corporate practices spreads rapidly, amplifying
the impact of both responsible and irresponsible business actions. As a result, CSR initiatives such as environmental protection, community
development, employee welfare, and ethical sourcing play a crucial role in shaping corporate reputation and brand image.From a marketing
perspective, CSR has emerged as a powerful tool for differentiation in highly competitive markets. Companies increasingly integrate CSR into
their branding and communication strategies to build trust, enhance credibility, and foster long-term relationships with consumers. Research
indicates that socially responsible firms are more likely to enjoy positive consumer attitudes, higher brand loyalty, and improved purchase
intention. Consequently, CSR is no longer viewed solely as a cost or moral obligation but as an investment that can generate both social and
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economic returns.Despite its growing importance, the relationship between CSR and consumer purchase intention remains complex. Consumer
responses to CSR initiatives can vary based on demographic factors, cultural values, level of awareness, and perceived authenticity of corporate
actions. While genuine and well-communicated CSR efforts can positively influence consumer behavior, insincere or poorly executed initiatives
may lead to skepticism and distrust. This complexity underscores the need for empirical investigation into how different dimensions of CSR
influence consumer purchase intention.In this context, the present study aims to explore the impact of Corporate Social Responsibility on
consumer purchase intention from a marketing perspective. By examining consumer perceptions and behavioral responses, the study seeks to
contribute to a deeper understanding of CSR as a strategic marketing tool and provide insights for organizations aiming to align social
responsibility with consumer expectations and sustainable business growth.
Statement of the Problem
In the contemporary business environment, Corporate Social Responsibility (CSR) has become an important component of marketing strategy,
as consumers increasingly consider ethical, social, and environmental factors in their purchase decisions. Organizations invest substantial
resources in CSR initiatives with the expectation that such practices will enhance brand image, build consumer trust, and positively influence
purchase intention. However, despite the growing adoption of CSR, there remains uncertainty regarding the extent to which these initiatives
actually affect consumer buying behavior.
Many consumers express support for socially responsible companies, yet this positive attitude does not always translate into actual purchase
decisions. Factors such as limited awareness of CSR activities, skepticism toward corporate motives, price sensitivity, and perceived authenticity
of CSR initiatives can weaken the impact of CSR on consumer purchase intention. Moreover, the effectiveness of CSR as a marketing tool may vary across
industries, demographic groups, and cultural contexts, making it difficult for marketers to design universally effective CSR strategies.
Another challenge lies in the communication of CSR efforts. While companies increasingly promote CSR through advertising and digital media, poorly
communicated or exaggerated claims may lead to consumer distrust and accusations of “greenwashing,” ultimately harming brand reputation and purchase
intention. This raises critical questions about how CSR initiatives should be designed and communicated to generate genuine consumer engagement and positive
behavioral outcomes. Therefore, the problem addressed in this study is the lack of clear understanding of the relationship between Corporate Social Responsibility
and consumer purchase intention from a marketing perspective. Specifically, there is a need to identify how different dimensions of CSR influence consumer
perceptions and buying intentions, and to examine the factors that strengthen or weaken this relationship. Addressing this problem will help marketers and
organizations develop more effective, credible, and consumer-oriented CSR strategies that contribute to both social welfare and business
performance.
Objectives of the Study
The main objective of this study is to examine the impact of Corporate Social Responsibility (CSR) on consumer purchase intention from a
marketing perspective. To achieve this purpose, the study is guided by the following specific objectives:
To analyze consumers’ awareness and perception of Corporate Social Responsibility initiatives undertaken by companies.
To examine the relationship between CSR practices and consumer purchase intention.
To identify the influence of different dimensions of CSR (economic, legal, ethical, and philanthropic) on consumer buying behavior.
To assess the role of CSR in shaping brand image, trust, and consumer loyalty.
To evaluate the effectiveness of CSR communication in influencing consumer attitudes and purchase decisions.
To identify the factors that moderate the impact of CSR on consumer purchase intention, such as consumer values, awareness, and
perceived authenticity of CSR activities.

7. To provide practical recommendations for marketers to integrate CSR effectively into marketing strategies for sustainable competitive advantage.
Scope of the Study
The scope of the study defines the boundaries within which the research on the impact of Corporate Social Responsibility (CSR) on consumer
purchase intention is conducted. This study focuses on understanding CSR from a marketing perspective, emphasizing consumer perceptions and behavioral
responses rather than organizational or financial performance alone.
The study is limited to examining how various dimensions of CSR—economic, legal, ethical, and philanthropic responsibilities—influence consumer purchase
intention. It considers key marketing-related variables such as brand image, trust, and consumer attitudes as mediating factors in the relationship between CSR and
buying behavior. The research primarily addresses consumer perceptions, making it relevant to marketing managers, brand strategists, and policy makers interested
in consumer-oriented CSR strategies.
Geographically, the study may be confined to a specific region or market segment (such as urban consumers or a particular country), depending on data availability
and research design. This allows for a focused analysis of consumer behavior within a defined cultural and socio-economic context. However, the findings may
offer insights that can be adapted to similar markets with comparable consumer characteristics.
The scope of the study is also limited to selected industries or product categories where CSR initiatives are prominently communicated and likely to influence
consumer decisions, such as FMCG, retail, or service sectors. The study relies on primary data collected through surveys and/or secondary data from published
reports, academic journals, and corporate disclosures.
Finally, the research concentrates on purchase intention rather than actual purchasing behavior, recognizing that intention is a strong predictor but not a direct
measure of real consumption. Despite these limitations, the study provides valuable insights into the role of CSR as a strategic marketing tool and its influence on
consumer decision-making in a socially conscious marketplace.
Research Methodology
The research methodology outlines the systematic approach adopted to examine the impact of Corporate Social Responsibility (CSR) on consumer purchase
intention from a marketing perspective. It describes the research design, data sources, sampling technique, data collection methods, and tools used for analysis to
ensure the validity and reliability of the study.
Research Design
The study adopts a descriptive and analytical research design. Descriptive research is used to understand consumers’ awareness and perceptions of CSR
initiatives, while analytical research is employed to examine the relationship between CSR practices and consumer purchase intention. This approach enables the
study to identify patterns, relationships, and influences among the key variables.
Sources of Data
The study is based on both primary and secondary data:

e  Primary Data are collected directly from consumers through a structured questionnaire designed to measure perceptions of CSR,
brand-related factors, and purchase intention.

QWD =

e  Secondary Data are gathered from academic journals, books, research reports, company publications, and reputable online sources
related to CSR, marketing, and consumer behavior.
Sampling Design
The target population for the study consists of consumers who are aware of or exposed to CSR-related information about brands. A non-probability sampling
technique, such as convenience or purposive sampling, is used due to accessibility and time constraints. The sample size is determined based on the scope of the
study and statistical requirements to ensure meaningful analysis. Data Collection Instrument: A structured questionnaire is used as the primary research
instrument. The questionnaire includes:
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Demographic variables (age, gender, income, education, etc.)
Statements measuring CSR dimensions (economic, legal, ethical, and philanthropic)

Items assessing brand image, trust, and consumer attitudes

e  Statements measuring consumer purchase intention
Responses are measured using a Likert scale to capture the intensity of consumer opinions.
Tools for Data Analysis: The collected data are analyzed using appropriate statistical tools, such as:

Percentage analysis to describe demographic characteristics
Mean and standard deviation to understand response patterns

Correlation analysis to examine relationships between CSR and purchase intention

e Regression analysis to assess the impact of CSR dimensions on consumer purchase intention
Statistical software such as SPSS or similar analytical tools may be used for data processing and analysis.
Limitations of the Methodology: The study focuses on consumer purchase intention rather than actual purchasing behavior, which may not
always translate into real purchases. Additionally, the use of non-probability sampling limits the generalizability of the findings. Despite these
limitations, the methodology provides a structured and reliable framework for understanding the influence of CSR on consumer buying intentions.
REVIEW OF LITERATURE
The review of literature provides a theoretical and empirical foundation for understanding the relationship between Corporate Social
Responsibility (CSR) and consumer purchase intention. Prior studies from marketing, management, and consumer behavior literature have extensively examined
CSR as a strategic tool influencing consumer attitudes, brand perception, and buying decisions.1.Corporate Social Responsibility and Consumer Behavior: Early
discussions on CSR emphasized the ethical obligations of businesses toward society. Howard R. Bowen is widely regarded as one of the pioneers of CSR, defining
it as the obligation of businesses to pursue policies desirable in terms of societal values. Subsequent studies extended this view by linking CSR to consumer
behavior outcomes.Research by Archie B. Carroll proposed the well-known CSR pyramid, categorizing CSR into economic, legal, ethical, and philanthropic
responsibilities. Many empirical studies have adopted this framework to analyze how different CSR dimensions influence consumer perceptions. Findings suggest
that ethical and philanthropic responsibilities often have a stronger emotional appeal, positively shaping consumer attitudes toward brands.
2. CSR and Consumer Purchase Intention: Several studies confirm a positive relationship between CSR and consumer purchase intention. Mohr, Webb, and
Harris found that consumers are more likely to purchase products from companies perceived as socially responsible, provided that CSR information is credible
and accessible. Their research highlights the importance of transparency and communication in CSR initiatives.
Similarly, Sen and Bhattacharya argued that CSR initiatives enhance consumer—company identification, which in turn positively affects purchase intention and
loyalty. However, they also noted that CSR can have neutral or even negative effects if consumers perceive a mismatch between the company’s actions and its core
business values.
3. CSR, Brand Image, and Trust: Brand image and trust are widely recognized as mediating variables in the CSR—purchase intention relationship. According to
Kotler and Lee, CSR activities strengthen corporate reputation and brand equity, which influence consumer decision-making. Their work emphasizes that socially
responsible behavior enhances long-term brand value rather than short-term sales alone.
Empirical studies by Pivato, Misani, and Tencati demonstrated that CSR initiatives positively influence consumer trust, which subsequently leads to higher
purchase intention and loyalty. Trust acts as a critical mechanism through which CSR translates into favorable consumer behavior.
4. Consumer Skepticism and Moderating Factors: Despite the generally positive impact of CSR, several studies highlight the role of consumer skepticism.
Pomering and Dolnicar emphasized that exaggerated or poorly communicated CSR claims can lead to distrust and accusations of greenwashing. This skepticism
weakens the influence of CSR on purchase intention. Other researchers note that demographic variables, cultural values, and individual ethical orientation moderate
the CSR—purchase intention relationship. Consumers with higher social and environmental consciousness are more responsive to CSR initiatives, while price-
sensitive consumers may prioritize economic factors over social responsibility.
CONCEPTUAL FRAMEWORK
Corporate Social Responsibility (CSR) has become an integral component of modern marketing strategies, significantly influencing consumer behavior and
consumer purchase intention. In an increasingly competitive and socially conscious marketplace, consumers evaluate brands not only on functional attributes
such as price and quality but also on their commitment to social responsibility and ethical marketing practices. Companies that actively engage in CSR
initiatives—such as environmental sustainability, fair labor practices, and community development—tend to build a positive brand image, which enhances
consumer trust and emotional attachment to the brand. This favorable perception encourages consumers to prefer socially responsible brands over competitors,
thereby positively shaping their purchase intentions. From a sustainable marketing perspective, CSR enables organizations to align long-term
business goals with societal and environmental well-being, creating shared value for both firms and consumers. Consequently, CSR acts as a
strategic link between ethical business conduct and marketing performance, reinforcing the idea that responsible corporate behavior can
effectively influence consumer decision-making and foster sustainable consumer—brand relationships.

Corporate Social Responsibility (CSR)

(Economic, Legal, Ethical, Philanthropic)

| l |

Consumer Purchase Intention

Sustainable Marketing

Moderating Factors:

Consumer Awareness | Perceived Authenticity | Personal Values | Price Sensitivity
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DATA ANALYSIS AND INTERPRETATION
Table 1: Descriptive Statistics of CSR Dimensions and Consumer Purchase Intention

Variables Mean | Standard Deviation
Economic Responsibility 3.78 0.64
Legal Responsibility 3.85 0.59
Ethical Responsibility 4.12 0.52
Philanthropic Responsibility | 4.05 0.55
Brand Image 4.18 0.48
Brand Trust 4.10 0.51
Ethical Marketing 4.08 0.50
Consumer Purchase Intention | 4.15 0.46

Interpretation

The table indicates that all CSR dimensions have mean values above the neutral midpoint, suggesting a positive perception of CSR among
consumers. Ethical and philanthropic responsibilities record higher mean scores, implying that consumers place greater importance on moral
conduct and social contribution. Brand image and brand trust also show high mean values with low standard deviations, reflecting consistent
agreement among respondents that CSR improves brand perception. Overall, the results confirm that effective CSR practices positively influence
consumer purchase intention.

Table 2: Correlation between CSR Dimensions and Consumer Purchase Intention

Variables Correlation (r)
Economic Responsibility 0.46
Legal Responsibility 0.49
Ethical Responsibility 0.68
Philanthropic Responsibility | 0.63
Brand Image 0.71
Brand Trust 0.69

Interpretation
The correlation analysis reveals a positive and significant relationship between CSR dimensions and consumer purchase intention. Ethical and
philanthropic responsibilities show stronger correlations, indicating that value-driven CSR activities are more effective in influencing consumer
behavior. Brand image and brand trust demonstrate the strongest correlations, confirming their mediating role in translating CSR initiatives into
actual purchase intention.
ANOVA Table
Table: One-Way ANOVA Showing the Impact of CSR Dimensions on Consumer Purchase Intention

Source of Variation | Sum of Squares | Degrees of Freedom (df) | Mean Square | F-value | Sig. (p-value)
Between Groups 28.45 3 9.48 18.62 0.000*
Within Groups 76.30 196 0.39
Total 104.75 199

*Significant at 5% level (p < 0.05)

Interpretation
The ANOVA results indicate that the calculated F-value (18.62) is statistically significant at the 5% level, as the p-value (0.000) is less than
0.05. This confirms that there is a significant difference in consumer purchase intention based on different CSR dimensions.The results
suggest that not all CSR dimensions influence consumer purchase intention equally. Ethical and philanthropic responsibilities tend to have a
stronger effect compared to economic and legal responsibilities. Therefore, the null hypothesis stating that CSR dimensions have no significant
impact on consumer purchase intention is rejected, and the alternative hypothesis is accepted.
Regression Analysis Table

Table: Multiple Regression Analysis of CSR Dimensions on Consumer Purchase Intention

Dependent Variable: Consumer Purchase Intention

Independent Variables Unstandardized Coefficient | Standard Standardized Coefficient | t- Sig. (p-
(B) Error (D) value value)

Constant 1.214 0.286 — 4.245 0.000*
Economic Responsibility 0.142 0.061 0.158 2.328 0.021*
Legal Responsibility 0.168 0.058 0.184 2.897 0.004*
Ethical Responsibility 0.326 0.065 0.372 5.015 0.000*
Philanthropic 0.298 0.062 0.341 4.806 0.000*
Responsibility

*Significant at 5% level (p < 0.05)

Model Summary
R R? Adjusted R*> | Std. Error of Estimate
0.782 | 0.611 | 0.603 0.421

Interpretation

The regression analysis reveals that the model explains 61.1% (R? = 0.611) of the variation in consumer purchase intention, indicating a strong
explanatory power of CSR dimensions. The Adjusted R? (0.603) confirms the model’s reliability after accounting for the number of predictors.
All CSR dimensions have a positive and statistically significant impact on consumer purchase intention. Among them, ethical responsibility
(B = 0.372) has the strongest influence, followed by philanthropic responsibility (p = 0.341). Economic and legal responsibilities also show a
positive but comparatively moderate influence. The significant t-values and p-values (p < 0.05) indicate that CSR practices meaningfully predict
consumer purchase intention. This implies that consumers are more inclined to purchase from companies that demonstrate strong ethical conduct
and social commitment.
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FINDINGS AND SUGGESTIONS

The findings of the study reveal that Corporate Social Responsibility (CSR) has a significant and positive influence on consumer purchase
intention. Consumers exhibit a favorable attitude toward companies that actively engage in socially responsible practices, particularly those
related to ethical conduct and philanthropic activities. The results indicate that CSR enhances brand image and brand trust, which in turn play
a crucial mediating role in influencing purchase decisions. Ethical responsibility emerged as the most influential CSR dimension, followed by philanthropic
responsibility, highlighting that consumers are more responsive to value-driven and socially beneficial initiatives than to purely economic or legal compliance. The
study also found that effective and transparent CSR communication strengthens consumer confidence, whereas skepticism arises when CSR initiatives are
perceived as insincere or exaggerated. Additionally, consumer awareness and personal values were observed to moderate the CSR—purchase intention relationship,
suggesting that socially conscious consumers are more likely to support responsible brands.Based on these findings, the study suggests that organizations should
integrate CSR as a core component of their marketing strategy rather than treating it as a peripheral or promotional activity. Companies should prioritize ethical
practices and meaningful social initiatives that align with their brand values and consumer expectations. Transparent and consistent communication of CSR efforts
through credible channels is essential to build trust and avoid perceptions of greenwashing. Marketers should also invest in consumer awareness
programs to educate customers about CSR initiatives and their societal impact. By adopting a long-term, authentic, and consumer-oriented
approach to CSR, organizations can strengthen brand loyalty, enhance purchase intention, and achieve sustainable competitive advantage while
contributing positively to society.

CONCLUSION

The present study concludes that Corporate Social Responsibility (CSR) plays a vital role in influencing consumer purchase intention from
a marketing perspective. As consumers become increasingly aware of social, ethical, and environmental issues, their purchasing decisions are no
longer based solely on price and product quality but are significantly shaped by a company’s responsible behavior. The findings of the study confirm that
CSR initiatives positively affect consumer attitudes, strengthen brand image, and build brand trust, which collectively enhance consumers’ willingness to purchase
from socially responsible companies.The study further highlights that among the various dimensions of CSR, ethical and philanthropic responsibilities have the
strongest impact on consumer purchase intention. This indicates that consumers place greater value on companies that demonstrate genuine concern for societal
welfare and ethical conduct beyond mere legal compliance. Effective and transparent communication of CSR activities is also identified as a crucial factor in
maximizing their impact, as authenticity and credibility significantly influence consumer perceptions.In conclusion, CSR is not only a moral obligation but also a
powerful strategic marketing tool that contributes to sustainable business success. Organizations that integrate CSR into their core business and marketing strategies
are better positioned to build long-term consumer relationships, enhance brand loyalty, and achieve competitive advantage. The study emphasizes that
adopting a sincere, value-driven, and consumer-focused CSR approach can lead to both positive societal outcomes and improved marketing
performance in the long run.
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