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Abstract: 
The concept of corporate social responsibility (CSR) has gained extensive 

consideration in recent years. Nowadays firms are using CSR to gain competitive 

advantage and to establish long lasting relations with its stakeholders. Although 

CSR is much popular in the developed world but the potential benefits of CSR are 

less highlighted in the developing markets like Pakistan.Data were collected from 

180 students of 22 universities. Four hypotheses were developed and all of them 

were accepted. Results showed that socially responsible activities of a firm 

enhance the brand image of the firms’ goods as well as the general image of the 

firm. 

Keywords: Corporate social responsibility, competitive advantage, brand image 

Introduction: 
Corporate social responsibility has become a common word in recent years and it 

is highly debated topic among the researchers and scholars. Studies are being 

steered to search and explore the possible benefits of CSR across the globe as well 

as across the disciplines. More and more corporations are trying to 

engageplentiful financial resources to develop a good image to strengthen 

theirconnections with all stakeholders mainlyclients, workers, financiers, 

government and the public (Ali, 2011).Earlier financial performance was the 

foremost standard to assess a firm's value and higher positions were given to 

organizations that provide greater margins financially (Raman, Lim & Nair, 

2012).But now Consumers are becoming more aware of corporate social 

responsibility (Benezra, 1996). Differentresearches have shown that consumers 

are gradually into buying products on the basis of a firm's role in society (Forte 

and Lamont, 1998) 
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CSR has many diverseangles, it guaranteesgood and safe working environment 

for the employees, fairness amongemployees, harmless and high quality products 

and services for the customers, following of government rules and regulations, not 

involving in immoral business practices, not toput an end to environment 

forearnings and to effort for the improvement of the society (Razaq et al, 2013). 

Majority of the studies on CSR have focused on the developed economies of the 

world and a little work has been done in evolving markets like Pakistan(Nazir, 

2010). 

Pakistan is a home of 168 million people with a gigantic labor force. Like other 

developing countriesthere are manyinternational and national companies working 

in different zones of Pakistan.A number of the companies are earning huge profits 

without seriously taking the social and environmentally friendly concern in their 

business and are busy in creatingmessy and disordered business environment. 

This disordered business environment attracted many business companies 

including international that were not allowed to operate in developed countries 

(Naeem & Welford, 2009). A great number of industries havemoved their 

business to South Asian statesin search of cheaper labour.Due to chaotic and 

lawlessness situation in Pakistan most of thegiant companies and organizations 

are busy in grabbing huge profits from the local market without implementing the 

international standards for product manufacturing.Large multinational companies 

are working on CSRin Pakistan but most of the national companies have only 

written documents and are not seriously working on CSR. 

People of Pakistan give preference to brands which provide high quality products 

at low or reasonable price. They don‟t give preference only to those brands which 
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are limited to the elite class only. The reason for this can be the economic crises in 

Pakistan. The purpose of this research was to find out what is the image of brands 

in the mind of their customers and to what extent those brands are socially 

responsible.In short time, perhaps only in the field of FMCGs new product 

cansucceed. So in this research paper focus was only on FMCGs. 

 

Literature Review: 

 

Corporate Social Responsibility: 

 The concept of CSR originated in 1953 after the publication ofBowen‟s book 

Social “Responsibilities of Businessmen” (Valor, 2005).According to Kotler and 

Lee (2005),it is a difficult concept to pin down as it overlaps with other such 

concepts as sustainable business,corporate citizenship and business ethics (Moon, 

2002).According toMohr, Webb and Harris (2001), CSR is a company‟s effort 

and responsibility to reduce or avoid harmful effects and to maximize its long run 

positive and useful impact on society.In spirit CSR speaks of 

organization‟sreaction to social plans. 

Earlier Organizations were considered only as profit maximizing entities. 

However, with a change in the structure of business environment, the role of 

organizations has altered dramatically. Today, organizations are an essential part 

of social life (Karaibrahimoglu, 2010).CSR is basically a tool for organizations to 

carry out diverse activities to fund and resolve social problems and to fulfill their 

commitment towards society.It also allows the organizations to generate and 

assign the resources in effective and efficient way (Petrick & Quinn, 2001).So is 

one of the best tools to gain competitive advantage (Porter & Kramer, 2002). Due 
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to this reason CSR is quickly gaining importance as more and more firms are 

realizing its value. 

CSR initiatives and actions are not only about charity but about transforming 

these ideas into useful business strategies. CSR driven efforts does not only relate 

to make a contribution by donating money but it speaks of incorporatingsocietal 

and moral practices into business strategies that help the consumers in building a 

optimistic brand image. Research has shown that socially responsible activities of 

a firm enhance the brand image of the firms‟ goods as well as the general image 

of the firm.  

Brand Image:  

Brand image is an important concept in consumer behavior studies since the early 

1950s (Li, Wang & Cai, 2011). Levy (1959) proposed the concept of brand image 

and suggested that merchandises have societal and emotionalcharacteristics 

andconsumers develop emotional connections with the brands.Brand image is the 

most vital part of brand equity as brand image comprises of all links in the mind 

of consumers interconnected to that brand. So if anything which has an influence 

on a business from consumer's point of view is brand image.The brand image of a 

popular brand is a valuable business asset as consumers identify products and 

services more easily through the respective brands.These perceptions which are 

grounded on connections between characteristics and the brand name are normally 

statedas the brand‟s image (Keller, 1993). So, brand image is basically a 

perception of a brand held in the memory of a customer and it reveals a 

customer‟s general impression. 
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Nowadays a brand is not considered just as logo but it is more likely taken as a 

carefully scored experiencewhich is supported by huge marketing budgets, action 

and culturedmindset. Apositive brand image can be taken as acapability of a firm 

to hold its market position(Wu, 2011).A positive brand image helps to 

increasenumerousoutcomes such as customer„s contentment, service superiority, 

loyalty and repurchasing intention (Lai, Griffin & Babin, 2009). Therefore, much 

of the marketing struggle is focused on building up perceptions about the brand in 

the memory of a consumer.  

CSR could be a beneficialfor building a positive brand image and building 

consumers‟ positive attitudes so it is akey source of competitive 

advantage.Endorsing brand image with the help of CSR initiatives assures 

positive comments and eventually has a positive impact on the brand because a 

firm is crystal clear about its external communications as well as internal 

practices. 

Hypotheses of the Study: 

From literature review following hypotheses were formulated: 

H1: CSR is positively and significantly related to Brand Awareness. 

H2: CSR is positively and significantly related to Brand loyalty. 

H3: CSR is positively and significantly related to Perceived Quality. 

H4: CSRis positively and significantly related to Brand Satisfaction. 
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Fig 1:Conceptual Framework: 

 

 

 

  

 

 

 

 

Research Methodology: 

This paper examined the relationship of corporate social responsibility and 

dimensions of brand image. The primary data were collected with the help of both 

through personally administered questionnaires and mails from 180 respondents 

during March 2012 so it was a cross sectional study. Respondents included only 

students of 22 different universities of Pakistan. Data were then analyzed with the 

help of SPSS and hypotheses were tested using correlation and regression 

analysis. 

Questionnaire: 

It can be seen from conceptual framework that corporate social responsibility was 

an independent variable and brand image was a dependent variable. 

In order to test the response rate from all the respondents 15 items of corporate 

social responsibility were adopted from Turker, D. (2009) and to measure brand 
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image and its sub-dimension i.e. brand loyalty, brand image, brand awareness and 

brand satisfaction 12 items were adopted from Lai, C. S., Chiu, C. J., Yang, C. F., 

& Pai, D. C. (2010). There was one open ended question also and respondents 

were asked to specify any other brand which they like. 

Questionnaire consisted of four sections. First section was about demographics 

which included gender, back ground and family income. Then in second section 

respondents were asked to choose one brand so that they can answer the questions 

of other sections. For the convenience of respondents top brands were mentioned 

along with the products. Third section was about independent variable i.e. 

corporate social responsibility and the last section covered four dimensions of 

brand image which was the dependent variable.Questionnaire was based on 5-

point scale i.e. 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly 

agree.For the pilot-testing Initially 20 questionnaires were distributed to check the 

reliability of the instrument. Reliability analysis showed that there was no need to 

delete any item as the value of alpha was more than 0.70. 

Table 1: Reliability Analysis 
Variable Adopted From Number of 

items 

Reliability 

CSR  Turker, D. (2009). 15 0.861 

Brand Image Lai, C. S., Chiu, C. J., Yang, C. 

F., & Pai, D. C. (2010). 

12 0.944 

Brand Loyalty  Lai, C. S., Chiu, C. J., Yang, C. 

F., & Pai, D. C. (2010). 

3 0.871 

Perceived Quality Lai, C. S., Chiu, C. J., Yang, C. 

F., & Pai, D. C. (2010). 

3 0.958 

Brand Satisfaction Lai, C. S., Chiu, C. J., Yang, C. 

F., & Pai, D. C. (2010). 

3 0.869 

Brand Awareness Lai, C. S., Chiu, C. J., Yang, C. 

F., & Pai, D. C. (2010). 

3 0.914 
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Population and Sample:  
The target population in this study was the consumers using FMCGs in Pakistan. 

A total of 270 questionnaires were distributed in the university students in 

Pakistan. 22 universities of Pakistan were targeted. The target of this study was 

studentsbecause they are more critical about different brands as compared to 

others.Out of 270 Questionnaires 190 questionnaires was returned were returned 

back regardless of the best efforts from the side of researchers. Out of those 

questionnaires 10 were discarded because they were not properly filled.This made 

the response rate as 66.6% and convenient sampling technique was used. 

Table 2: Sample Characteristics 

 

Variable Frequency Percentage 

GENDER 

        Male 93 51.7 

        Female 87 48.3 

TOTAL 180 100 

INCOME 

Less than or equal to 20,000 23 12.8 

20,000 to less than 40,000 53 29.4 

40,000 to less than 80,000 72 40.0 

80,000 or more than 32 17.8 

TOTAL 180 100 

BACKGROUND 

Urban 125 69.4 

Rural 55 30.6 

TOTAL 180 100 

COMPANIES 

Unilever 117 65.0 

Reckitt & Benckiser 2 1.1 

Nestle 36 20.0 

Proctor & Gamble 14 7.8 

Sufi Group of Industries 1 0.6 

Engro Food 7 3.9 

Any other 3 1.7 

TOTAL 180 100 
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Table 3: Cross Tabs 

From the cross tabs table it can be seen that which company was given preference 

by both male and female students.57 males and 60 females voted for Unilever. 

The total number of respondents were 180 which showed that majority of the 

students gave preference to Unilever over other brands. 

Table 4: Correlation Analysis 

Variable CSR Band 

Image 

Brand 

Loyalty 

Perceived 

Quality 

Brand 

Awareness 

Brand 

Satisfaction 

CSR 1      

Band 

Image 

.607 1     

Brand 

Loyalty 

.428 .765 1    

Perceived 

Quality 

.509 .787 .426 1   

Brand 

Awareness 

.438 .798 .440 .554 1  

Brand 

Satisfaction 

.537 .776 .448 .525 .504 1 

** Correlation is significant at the 0.01 level (2-tailed). 

Company Gender Total 

Male Female 

 Unilever 57 60 117 

Reckitt and 

Benckiser 

1 1 2 

Nestle 25 11 36 

Procter and 

gamble 

2 12 14 

Sufi group of 

industries 

0 1 1 

Engro foods 6 1 7 

Any other 2 1 3 

Total 93 87 180 
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Correlation table showed that value of α of CSR with itself was 1. And correlation 

between CSR and Brand image was 0.607, which showed both the variables are 

highly significant. The correlation between CSR and Brand loyalty and Brand 

awareness was significant as it was 0.428 and 0.438 respectively. Whereas the 

correlation between CSR and Perceived quality was 0.509 was highly significant. 

The correlation between CSR and Brand satisfaction was also highly significant 

i.e. 0.537.This shows that corporate social responsibility is positively related to 

dimensions of brand image. 

Table 5: Regression Analysis 
Variable Beta t Value Significance 

CSR 0.714 9.916 0.000 

Brand Loyalty 0.235 2.489 0.001 

Brand Awareness 0.313 2.947 0.000 

Perceived Quality 0.472 4.371 0.000 

Brand Satisfaction 0.537 6.864 0.000 

n: 180, R Square: 0.528, Adjusted R Square: 0.486, F:22.783 

 

Table 5 represents multivariate regression analysis to measure the combined effect 

of independent and dependent variables. The result indicated that corporate social 

responsibility has a significant impact on brand image. (beta=.714, p<0.05). The 

value of t was 9.9. All of the hypotheses were accepted as corporate social 

responsibility has significant impact on all the four dimensions of brand image. 

Among all of the four dimensions of brand image corporate social responsibility 

was highly positively related to brand satisfaction with a beta value of 0.537 and t 

value of 6.8. 

Discussion: 

The purpose of this research paper was to examine the relationship between 

corporate social responsibility and four dimensions of brand image. Four 
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hypotheses were developed and all of them were accepted. The reason to this can 

be CSR is a new concept for many firms and it is becoming a tactical approach to 

run businesses on a sustainable basis. The main emphasis of all the companies 

operating in Pakistan appears to be of Philanthropic type .Results have shown that 

majority of the consumers give preference to Unilever due to high quality 

products and its corporate social responsibility. Unilever has launched a 

foundation by the name of Unilever Foundation in 2012 in order to help more than 

one billion people to improve their health and living standard. It has also invested 

in other projects like safe drinking water, Unilever‟s safe travel program etc. The 

Company also operates a complaints call centerby the name of Raabta to receive 

consumers‟ feedback.One of the reasons of firms to be more philanthropic in 

nature in Pakistan is that it is a developing country and majority of its population 

is low level earners so more efforts are needed to improve the infrastructure of the 

country and to lessen poverty and  other socio-economic problems. Due to this 

reason consumers not only give importance to high quality products but they also 

take keen interest in what the firms are doing for improving the infrastructure of 

the country. Unilever not only provides better quality but it is actively engaged in 

improving the living standard of its consumers. Due to this reason major of the 

respondents gave preference to Unilever as compared to other brands and it has 

more satisfied and loyal consumers. 

Conclusion: 
Companies in Pakistan can use CSR as a tool to implement long term strategy and 

can help to improve its relationship with community as well as economic 

performance. Not only FMCG but also other companies can create a consumer 

market by implementing ecological practices in their strategy as a company with 
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ecological practices can maintain its existence in the market for longer period of 

time. CSR enables the firms to take on the triple bottom line approach considering 

environment, society as well as the economic aspect of the business. These actions 

by firms can create positive impact on the thinking of its consumers which helps 

in creating a positive picture of the company. 

Limitations: 

Due to the shortage of time and resources convenient sampling technique was 

used.All the research that is being conducted in developed countries is either 

financed by the public sector or it is financed by entrepreneurs who are interested 

in commercialization. In Pakistan it‟s not the case. A researcher has to face all the 

obstacles alone. Due to lack of resources only 22 universities of Pakistan were 

targeted whereas there are 176 universities in Pakistan.Respondents were only 

students and they were of the same age group. 

Future Research Direction: 

Due to the shortage of time and lack of resources only 22 universities of Pakistan 

were covered which makes it impossible to generalize results. However it can 

open doors for future research in this area as only a limited amount of research is 

being conducted in Pakistan by taking corporate social responsibility and the four 

dimensions of brand image. Similarly sample size taken in this study was not 

representative of the population. Data were collected from 180 respondents only 

so in future researchers can take into account a good and a valid sample size to 

conduct this research.   
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