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Abstract
In today’s competitive world present businesses cannot sustain growth without actively
engaging in Corporate Social Responsibility (CSR) activities. Within the scope of sustainable
marketing. this study examines the relationship between CSR activities and consumer
perception of brands with a special focus on. consumer awareness as a mediating factor. While
some initiatives such as community involvement, ethical labour practices, and environmental
protection are widely considered as essential components of modern business strategies, their
successes largely depend on how well these actions are communicated to and understood by
the target audience. This study is based on qualitative approach using secondary data and
conceptual analysis. It reviews and synthesizes findings from institutional data base, academic
journals and sustainability reports to understand the influence of CSR visibility on brand image
and long-term brand value. the results indicate that the companies can achieve stronger brand
reputation, higher consumer trust, and increased customer loyalty with its transparent and well
communicated CSR practices. The synthesized findings indicate that corporations with
transparent and high-visibility CSR activities enjoy significantly enhanced corporate
reputations, increased consumer trust, and stronger customer loyalty. Socially conscious
consumers increasingly aligning their purchasing decisions with brands that demonstrate
genuine commitment towards environmental and social sustainability, thereby enabling such
firms to differentiate themselves from competitors in the marketplace. The study reveals that
inadequate transparency or ineffective communication of CSR activities leads to a

"communication gap," which reduces the potential branding benefits of these initiatives.
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moreover, perception of insincerity or exaggerated environmental claims often results in

consumer mistrust and severe reputational damage through accusation of greenwashing.
Ultimately, the study concludes that the integrating strategic CSR communication within a
cohesive sustainable marketing framework is crucial for building long-term, customer-centric
brand equity, and it also provides practical recommendations for organizations seeking to

bridge the gap in consumer awareness.

Keywords: Corporate Social Responsibility, Brand Perception, Sustainable Marketing,

Consumer Behavior, Green Marketing, Corporate Reputation, ethical commitment.

Introduction

In the contemporary business environment, sustainable marketing and corporate social
responsibility (CSR) have emerged as essential strategies for organizations to build trust, foster
customer loyalty, and establish long-term relationships with consumers. CSR refers to the
ethical obligation of companies to contribute to economic development while simultaneously
improving the quality of life of society and protecting the environment. In recent years
consumers are become more informed, socially responsible, and environmentally aware,
thereby increasing the significance of CSR activities in shaping their perceptions and buying
behaviour.

Consumer awareness of CSR activities plays a crucial role in influencing brand perception.
When individuals are informed about a company’s efforts in areas such as environmental
protection, community development, ethical business practices, and sustainability initiatives,
they are more likely to develop favourable attitudes toward the brand. Such awareness enables
consumers to perceive the brand as responsible, trustworthy, and socially committed, thereby
enhancing overall brand image and brand equity.

Despite the growing importance of CSR, a considerable gap remains in consumer awareness
regarding the initiatives undertaken by many organisations. This lack of awareness limits the
potential effectiveness of CSR activities in positively influencing brand perception and
consumer behaviour. Therefore, examining consumer awareness of CSR becomes essential for

understanding its impact within the broader framework of sustainable marketing practices.
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Within this context of sustainable marketing practices, CSR acts as a strategic tool that aligns
business objectives with social and environmental goals. Companies integrate CSR into their
marketing strategies by promoting eco-friendly products, ethical sourcing, waste reduction, and
social welfare programs. Such practices not only satisfy consumer expectations but also
contribute to sustainable development. However, the effectiveness of CSR initiatives largely
depends on how well consumers are informed and aware of these activities.
This study concentrates on assess the level of consumer awareness regarding CSR activities
and analyzing its impact on brand perception. It also highlights how sustainable marketing
practices strengthen the relationship between CSR awareness and consumer trust, brand loyalty,
and overall brand image. By understanding this relationship, businesses can design effective
CSR communication strategies and sustainable marketing campaigns that enhance positive
brand perception and support long-term sustainability goals.
Conceptual Framework
Corporate Social Responsibility (CSR) is a business approach in which organizations integrate
social, environmental, and ethical considerations into their operations to generate positive
societal impact along with economic value. It is widely recognized as a strategic tool for
enhancing corporate reputation and promoting sustainable development.
According to Carroll’s CSR Pyramid (1991), CSR includes four responsibilities: economic,
legal, ethical, and philanthropic. Modern organizations integrate CSR into their core business
strategies to address global challenges such as climate change, social inequality, and
environmental degradation.
CSR activities commonly include:

e Environmental sustainability programs

e Community welfare initiatives

e Ethical labour practices

e Philanthropic contributions

e Sustainable sourcing and production
These initiatives not only fulfil social obligations but also enhance corporate reputation and
stakeholders’ trust.

Consumer Awareness of CSR Activities
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Consumer awareness of CSR activities refers to the level of understanding and knowledge that
individuals possess regarding a company’s social, environmental, and ethical initiatives
associated with the products and services they purchase. It encompasses the awareness of
company’s commitment to ethical business practices, environmental sustainability and social
wellbeing. This awareness is essential as it influences on consumer behaviour, brand perception
and purchasing decisions of an individuals.

Brand Perception

Brand perception is the overall impression that consumers form about a brand based on their
experiences, knowledge, and beliefs. CSR initiatives significantly influence brand perception
by creating a positive image of responsibility, trustworthiness, and ethical commitment.

In sustainable marketing, brand perception is heavily influenced by CSR engagement, ethical
practices, and sustainability initiatives.

Positive CSR awareness leads to:

° Strong brand trust

° Enhanced brand image
° Customer loyalty

) Positive word-of-mouth

Conversely, lack of transparency or misleading CSR claims can damage brand reputation and
reduce consumer trust.
Sustainable Marketing Practices
Sustainable marketing practices involve promoting products and services while ensuring
environmental protection, ethical responsibility, and long-term societal welfare. Integrating
CSR into marketing communication enhances transparency and builds a sustainable brand
identity.
Green marketing refers to the practice of promoting products and services or business
operations based on their environmental benefits. It includes eco-friendly production,
sustainable packaging, energy efficiency, and waste reduction.

e [t focuses on minimizing environmental impairment while meeting consumer needs.

e Companies adopt green marketing strategies to respond to increasing environmental

awareness among consumers.
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e It includes activities such as using recyclable materials, reducing carbon footprints, and
promoting organic or natural products.
e Green marketing helps organizations to differentiate themselves in competitive markets.
e [t also involves transparent communication about environmental initiatives to build
consumer trust.
e When properly implemented, green marketing not only enhances brand value but also
contributes to long-term sustainability goals.
Corporate Reputation
Corporate reputation is the overall perception of a company held by stakeholders, including
customers, employees, investors, and society.
e [t is built over time through consistent performance, ethical behaviour, and social
responsibility.
e (SR activities significantly influence corporate reputation by showcasing a company’s
commitment to social and environmental welfare.
e A strong reputation increases customer confidence and reduces perceived risk in
purchasing decisions.
e Companies with good reputations attract better investors, talented employees, and loyal
customers.
e Transparency, accountability, and responsible governance strengthen -corporate
reputation.
e In sustainable marketing, reputation acts as an intangible asset that contributes to
competitive advantage.
Customer Loyalty
Customer loyalty refers to a consumer’s ongoing dedication to a specific brand.
e Itdevelops when customers are satisfied with product quality, service, and ethical values
of the company.
e (SR awareness enhances emotional attachment between consumers and brands.
e [oyal customers are less sensitive to price changes and more likely to recommend the

brand to others.

K. S., Asma, & Arunprakash, A. 394




4 N
&

B Edumania-An International Multidisciplinary Journal
@2026 International Council for Education Research and Training 2026, Vol. 04, Issue 03, 390-411
ISSN: 2960-0006 DOI: https: https://doi.org/10.59231/edumania/9245

e Sustainable and ethical practices increase trust, which strengthens long-term
relationships.
e Loyalty reduces marketing costs because retaining customers is less expensive than
acquiring new ones.
Ethical Commitment
e FEthical commitment refers to a company’s dedication to operating honestly, fairly, and
responsibly.
e It includes fair labour practices, environmental protection, transparency, and
compliance with laws and regulations.
e FEthical commitment goes beyond legal requirements and reflects moral responsibility
toward society.
e [t forms the foundation of credible CSR and green marketing practices.
e Consumers increasingly expect companies to act ethically in sourcing, production, and
communication.
e Strong ethical commitment builds trust and enhances brand credibility.
e [t reduces risks related to scandals, legal penalties, and reputational damage.
Problem Statement
In recent years, organizations have increasingly adopted Corporate Social Responsibility (CSR)
activities as part of their sustainable marketing practices to enhance brand image, build
consumer trust, and achieve long-term sustainability. Companies are investing lot of funds in
in activities such as environmental protection, social welfare, ethical sourcing, and community
development initiatives in order to meet the expectations of socially conscious consumers.
However, despite the growing implementation of CSR programs, most of the consumers remain
unaware or possess limited knowledge about the CSR efforts undertaken by these organizations.
This lack of awareness declines the potential effectiveness of CSR initiatives in influencing
consumer attitudes, brand perception, and buying behaviour of individuals. When consumers
do not recognize or understand a company’s CSR initiatives, the organizations may fail to gain
the intended positive perception and competitive advantage in the marketplace.
Therefore, the main problem addressed in this study is to examine the level of consumer

awareness of CSR activities and to analyse how such awareness influences brand perception
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within the framework of sustainable marketing practices by addressing this issue, the study aims
to bridge the gap between CSR implementation and consumer recognition, thereby enhancing
the overall effectiveness of CSR as a strategic marketing tool.
Objectives of the Study
1. To examine the level of consumer awareness regarding Corporate Social Responsibility
(CSR) activities.
2. To analyze the impact of CSR awareness on brand perception.
3. To understand the relationship between CSR activities and consumer purchasing
behavior.
4. To analyze the role of sustainable marketing practices in enhancing CSR awareness.
5. To provide suggestions for improving CSR awareness communication strategies and
strengthening brand image.
Review of Literature
Brown and Dacin (1997) stated that CSR activities significantly influence consumer evaluations
of a company and improve brand image and corporate reputation. Their study showed that
socially responsible behaviour creates positive consumer responses.
Polonsky, M. J., & Whitelaw, P. A. (2021). Sustainable marketing: A systematic literature
review and future research directions. This literature study offers a thorough overview of ethical
marketing strategies, including discussions of socially conscious, ethical, and green marketing.
It highlights major ideas, theoretical frameworks, and research gaps while providing
suggestions for additional study in the area.
Sen, S., & Bhattacharya, C. B. (2021). A meta-analytic review of consumer responses to
corporate social responsibility. The responses of consumers to CSR programmes are examined
in this meta-analytic review. It combines research from several studies to explore how CSR
affects consumer views, purchasing patterns, and word-of-mouth advertising. The research
demonstrates how CSR programmes may improve company reputation, draw in devoted
customers, and foster good word-of-mouth recommendations while also having a favourable
impact on consumer views.
Kotler, P., & Lee, N. (2021). Sustainable marketing, corporate social responsibility, and

consumer perceptions: A systematic literature review. The relationship between corporate
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social responsibility (CSR), sustainable marketing, and consumer perceptions is
comprehensively examined in this research review. It offers a summary of the major theories
and frameworks pertaining to CSR and sustainable marketing. In order to determine the impacts
of sustainable marketing and CSR on customer perceptions, attitudes, and behaviours, the
review synthesises empirical studies. It emphasises how crucial it is to coordinate CSR projects
with sustainable marketing campaigns in order to improve customer perceptions and encourage
favourable consumer reactions.

Corporate social responsibility (CSR) is crucial since it affects both workers and consumers.
Glavas and Godwin (2013) found that employees are more loyal and invested in their job for
companies that have a high CSR commitment. Employee engagement and corporate social
responsibility (CSR) go hand in hand because when workers' values match with those of the
firm, it leads to higher rates of job satisfaction and retention. Research shows that companies
with strong CSR programs have higher employee morale and retention rates.

Research Gap

(Consumer Awareness of CSR Activities and Its Impact on Brand Perception in the Context of
Sustainable Marketing Practices — Based on Secondary Data)

The existing body of literature on Corporate Social Responsibility (CSR), sustainable
marketing, and brand perception is extensive; however, several critical research gaps still
remain. Most previous studies have primarily focused on the direct relationship between CSR
initiatives and consumer behaviour, while limited attention has been given specifically to the
role of consumer awareness of CSR activities as a mediating factor influencing brand
perception. This creates a conceptual gap in understanding how awareness, rather than CSR
action alone, shapes consumer attitudes toward brands.

Another major gap identified in secondary studies is the lack of integrated research combining
CSR awareness, brand perception, and sustainable marketing practices within a single
framework. Many researchers have examined CSR and brand loyalty, or sustainable marketing
and consumer behaviour separately, but very few studies holistically analyse how sustainable
marketing communication enhances awareness of CSR and subsequently influences brand

perception.
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Furthermore, existing research is heavily concentrated in developed economies, with limited

secondary analysis focusing on emerging markets such as India and other developing countries.
Consumer awareness levels, cultural values, and ethical consumption patterns differ
significantly across regions, yet comparative secondary studies in this context remain
insufficient.
Moreover, demographic variations in CSR awareness—such as differences based on age,
education, and income—are underexplored in secondary literature. Younger consumers are
believed to be more sustainability-conscious, but comparative academic synthesis remains
limited.
Finally, there is a theoretical gap in measuring the long-term impact of CSR awareness on brand
equity and emotional brand attachment. Most existing studies focus on short-term outcomes
like purchase intention, rather than long-term brand perception and sustainable competitive
advantage.
Therefore, the present study attempts to bridge these gaps by synthesizing secondary data to
examine the role of consumer awareness of CSR activities as a key determinant of brand
perception within the framework of sustainable marketing practices, while it also addressing
gaps related to digital communication, emerging markets, and authenticity of CSR initiatives.
Research Methodology
Research Design: -. This study adopts a systematic conceptual and qualitative literature review
design to analyze how consumer awareness of Corporate Social Responsibility (CSR) activities
influences brand perception within sustainable marketing practices.
Nature of Data: -The research is based on secondary data. Data has been collected from:

e Research journals

e Published articles

e Books on CSR and sustainable marketing

e (Company CSR reports

e Government and NGO publications

e Online academic databases (Google Scholar, ResearchGate, etc.)
Data Collection Method: - Secondary data was gathered through a systematic review of

existing literature related to CSR awareness, consumer. behaviour, and brand perception.
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Reports of companies known for CSR initiatives were also analysed to understand real-world
impact.
Sampling Technique: - Since the study is based on secondary data, no primary sampling was
conducted.
Limitations of the study
1. The study is based mainly on secondary data, which may limit the accuracy and current
relevance of the findings.
2. No primary data was collected directly from consumers, so real-time opinions and
attitudes may not be fully captured.
3. Brand perception is subjective and varies from person to person, making it difficult to
measure accurately.
4. Cultural and social differences that influence consumer awareness may not be deeply
examined
5. Limited access to proprietary corporate CSR reports and databases may restrict
comprehensive analysis.
6. Cultural and demographic differences influencing CSR awareness are not deeply
examined due to the nature of secondary data synthesis.
Impact of CSR Awareness on Brand Perception
e (SR awareness positively influences consumers’ overall perception of a brand by
creating an image of responsibility and ethical commitment.
o Higher awareness of CSR activities increases consumer trust, as socially responsible
brands are seen as more reliable and transparent.
e [t enhances brand credibility because consumers believe that responsible companies act
beyond profit motives.
o (SR awareness strengthens emotional connection between consumers and the brand,
leading to deeper brand attachment.
e Awareness of sustainability initiatives increases positive word-of-mouth and brand
advocacy.
e (SR communication through campaigns and reports improves brand visibility and

recognition in the market.
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e [t helps in brand differentiation in highly competitive markets by creating a unique
responsible brand identity.

e Increased awareness of environmental CSR enhances eco-friendly brand perception
among conscious consumers.

e Social initiatives such as education, healthcare, and empowerment programs build a
humane and caring brand image.

Role of Sustainable Marketing in Promoting CSR Awareness

e Sustainable marketing plays a key role in communicating CSR initiatives effectively to
consumers through ethical and value-based messaging.

e [t integrates social, environmental, and economic responsibilities into marketing
strategies, making CSR more visible to the public.

e Sustainable marketing educates consumers about a company’s environmental and social
efforts, thereby increasing CSR awareness.

e Use of eco-labels, sustainability reports, and green advertising helps consumers easily
recognize responsible business practices.

e Digital platforms and social media campaigns amplify CSR communication and
enhance consumer engagement.

o (Cause-related marketing campaigns connect social issues with brand promotion,
improving awareness and emotional appeal.

e Transparent communication in sustainable marketing builds credibility and reduces
consumer skepticism about CSR claims.

e Storytelling and purpose-driven branding make CSR initiatives more relatable and
understandable to consumers.

e Sustainable packaging and eco-friendly product promotion serve as visible indicators of
CSR commitment.

e C(Collaboration with NGOs and community programs through marketing campaigns
strengthens public awareness of CSR activities.

Challenges in Consumer Awareness of CSR Activities
e Lack of effective communication by companies about their CSR initiatives leads to low

consumer awareness.
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e Many consumers are unaware of CSR activities because firms focus more on product
promotion than social initiatives.
o Greenwashing and exaggerated CSR claims create skepticism and reduce consumer
trust.
e Limited consumer interest in social and environmental issues reduces attention toward
CSR activities.
e Complex CSR reports and technical language make it difficult for common consumers
to understand initiatives.
e Cultural and educational differences influence the level of CSR awareness among
consumers.
e Lack of standardized CSR measurement and disclosure frameworks confuses
consumers.
e Negative media coverage or past controversies can overshadow genuine CSR efforts.
e Limited use of digital and social media for CSR communication reduces outreach and
engagement.
e Short-term marketing focus of companies results in under-promotion of long-term CSR
programs.
e Consumer mistrust about corporate motives leads to doubt about the authenticity of CSR
initiatives.
Recent Case Studies with Sustainable Marketing Practices
1.Hindustan Zinc
In 2018, Hindustan Zinc introduced the “Sakhi Project,” focusing on women empowerment,
rural livelihood development, and community engagement in mining-affected regions. The
initiative adopted community-driven communication strategies, grassroots participation, and
self-help group development to improve socio-economic conditions of rural women. These
efforts increased awareness regarding gender equality, financial independence, and inclusive
growth among local communities and broader stakeholders. As a result, the company’s CSR
communication significantly improved its corporate reputation in a sector often criticized for
environmental and social impacts, positioning Hindustan Zinc as a socially responsible and

community-oriented organization.
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2 Tata Steel

In 2017, Tata Steel introduced the “Green School Project,” aimed at promoting
environmental sustainability education among school students and local communities. The
initiative focused on climate awareness, ecological responsibility, and sustainable living
practices through structured educational programs and environmental campaigns. By aligning
its CSR activities with environmental sustainability and responsible industrial practices, Tata
Steel effectively enhanced consumer and community awareness regarding climate issues and
sustainable development. This proactive environmental engagement strengthened the
company’s brand perception as an environmentally responsible and ethically driven industrial
leader, reinforcing trust and positive stakeholder associations.

3.Wipro

From 2015 onwards, Wipro intensified its CSR-driven sustainability initiatives centered on
climate action, renewable energy adoption, and educational development. The company
integrated sustainability into its corporate strategy and communicated its environmental
commitments through transparent sustainability reports and ESG disclosures. These initiatives
increased awareness among consumers and stakeholders regarding green energy usage,
responsible technology practices, and environmental accountability. Consequently, Wipro’s
brand perception improved significantly at both national and global levels, positioning it as a
responsible, innovative, and sustainability-focused technology brand.

4.Tata Trusts

In 2015, Tata Trusts launched “Tata STRIVE,” a skill development and employability
initiative aligned with the national Skill India mission. The program focused on vocational
training, youth empowerment, and employment generation through industry-relevant skill
development centers. By aligning CSR initiatives with national development goals and
communicating them through institutional platforms, Tata Trusts significantly raised awareness
about vocational education and livelihood opportunities. This initiative enhanced the overall
Tata brand perception as a nation-building, socially committed, and development-oriented
corporate group, strengthening emotional brand loyalty and public trust.

5.Reliance Foundation
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In 2013, Reliance Foundation launched the “Education for All” initiative with a broader CSR
focus on education, disaster relief, and rural healthcare. The foundation leveraged large-scale
campaigns during IPL and major national events to integrate CSR visibility with mass
communication strategies, thereby significantly amplifying consumer awareness across both
urban and rural segments. The high visibility and large outreach programs improved public
understanding of corporate social responsibility and community development initiatives
undertaken by the Reliance ecosystem. As a result, the initiative positively influenced brand
perception, strengthening Reliance’s corporate image as a nation-building and socially
committed organization with a strong focus on inclusive growth and societal welfare.

6.ITC Limited I

In 2010, ITC Limited launched its flagship CSR initiative “Mission Sunehra Kal,” which
was later expanded nationally in 2015, with a strong focus on sustainable agriculture, water
conservation, afforestation, and holistic rural development.

The initiative aimed to create sustainable livelihoods while promoting environmental
stewardship through integrated programs across rural India. As part of its sustainable marketing
practices, ITC embedded sustainability into its core supply chain through platforms like e-
Choupal, which empowered farmers with digital market access, agricultural knowledge, and
resource efficiency.

The company also enhanced transparency by consistently communicating its sustainability
achievements, such as being carbon-positive and water-positive, through detailed sustainability
reports and corporate disclosures. These efforts significantly increased consumer awareness,
particularly among urban and environmentally conscious consumers, regarding responsible
sourcing and sustainable business operations.

Consequently, ITC’s proactive CSR communication strengthened its brand perception as a
sustainability leader in India, with consumers increasingly associating the brand with
environmental responsibility, ethical governance, and long-term social commitment, thereby
reinforcing its premium and trustworthy brand positioning in the FMCG and diversified
business sectors.

7.Mahindra & Mahindra
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Mahindra & Mahindra initiated the “Nanhi Kali” program in 1996 (with expanded CSR
communication after 2010), focusing on providing education and academic support to
underprivileged girl children in India.

The initiative was strategically integrated with Mahindra’s “Rise” philosophy, positioning the
company as a purpose-driven and socially progressive brand. Through digital storytelling,
campaigns, and partnerships with NGOs, the program significantly increased public awareness
about girl child education and gender equality.

This sustained communication created emotional resonance among consumers, leading to
stronger brand attachment and ethical brand associations. Consequently, consumers
increasingly perceived Mahindra as a socially responsible, progressive, and value-driven
organization, enhancing its corporate reputation and brand loyalty.

8. Infosys

Since 2010, Infosys Foundation has expanded its CSR philosophy often associated with a
purpose-driven approach, focusing on education, digital literacy, healthcare, and social welfare.
The foundation’s initiatives were actively communicated through CSR reports, media coverage,
and institutional outreach, which enhanced public recognition of its social contributions. This
consistent engagement increased consumer awareness about corporate philanthropy and
inclusive development. As a result, Infosys has been widely perceived as an ethical, transparent,
and socially responsible organization, strengthening its corporate credibility and long-term
brand trust.

9.Tata Consumer Products

In 2008, Tata Consumer Products (through its flagship brand Tata Tea) launched the iconic
CSR-led campaign “Jaago Re,” aimed at promoting civic awareness, voter registration, gender
equality, and broader social responsibility among Indian citizens.

Unlike traditional CSR initiatives limited to philanthropy, the campaign uniquely integrated
social awakening into its core marketing communication by linking the idea of drinking tea
with “waking up” to societal issues. Through digital media, campus outreach programs, public
discussions, and socially driven advertisements, the initiative effectively amplified public

engagement and participatory awareness.
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The campaign significantly enhanced consumer awareness regarding voting rights and social
issues, especially among youth, and sparked nationwide conversations on responsible
citizenship. As a result, consumers increasingly perceived Tata Tea as a progressive, ethical,
and socially conscious brand. This emotional and value-based positioning strengthened brand
loyalty, trust, and positive brand associations, demonstrating how purpose-driven sustainable
marketing and CSR communication can substantially enhance brand equity and long-term
consumer perception.
10.Hindustan Unilever Limited
In 2001, Hindustan Unilever Limited launched “Project Shakti,” a flagship CSR initiative
focused on empowering rural women by creating micro-entrepreneurs who distribute HUL
products in villages. This initiative uniquely blended CSR with a sustainable distribution model,
where social empowerment aligned directly with business growth and rural market expansion.
By providing training, financial opportunities, and entrepreneurship support to women, the
program significantly increased awareness about women empowerment, inclusive
development, and rural livelihood generation across India.
The initiative also strengthened community engagement and grassroots visibility of CSR
activities. As a result, HUL gained strong trust and acceptance in rural markets and was widely
perceived as a socially inclusive and responsible organization. The integration of social impact
with marketing strategy enhanced brand credibility, long-term loyalty, and positive brand
perception among both rural and urban consumers.
Findings
e Consumer awareness of CSR activities has a strong positive impact on brand perception
and brand image.
e Consumers who are aware of environmental and social initiatives tend to trust brands
more than those who are unaware.
e (SR awareness significantly influences consumer loyalty and long-term relationship
with the brand.
e Transparent and well-communicated CSR practices improve brand credibility and

authenticity.

K. S., Asma, & Arunprakash, A. 405




A
& : : -
R Edumania-An International Multidisciplinary Journal

@2026 International Council for Education Research and Training 2026, Vol. 04, Issue 03, 390-411
ISSN: 2960-0006 DOI: https: https://doi.org/10.59231/edumania/9245

e Sustainable marketing practices enhance the effectiveness of CSR by making initiatives

more visible to consumers.

e Social media and digital platforms play a crucial role in spreading awareness of CSR
activities.

e Consumers perceive socially responsible brands as ethical, reliable, and socially
committed.

e Lack of awareness about CSR initiatives reduces the effectiveness of CSR activities,
even if companies invest heavily in CSR programs.

e The Young and environmentally conscious consumers show higher sensitivity toward
CSR initiatives.

e (Greenwashing or misleading CSR communication negatively affects brand perception
and consumer trust.

e (SR awareness acts as a mediating factor between sustainable practices and purchase
intention.

e Companies with strong CSR visibility gain competitive advantage and positive brand
positioning in the market.

Solutions / Suggestions

e Companies should actively communicate CSR initiatives through advertising, social
media, and sustainability reports.

e Use transparent and honest CSR communication to avoid consumer skepticism.

e Integrate CSR activities with core business strategy instead of using them only as
promotional tools.

e Conduct awareness campaigns to educate consumers about environmental and social
responsibility programs.

e Adopt sustainable marketing practices such as eco-labeling, green packaging, and
ethical branding.

e (ollaborate with NGOs and community organizations to increase CSR credibility and
visibility.

e Provide measurable impact reports (carbon reduction, social impact data) to build

consumer trust.
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e Avoid greenwashing and ensure authenticity in sustainability claims.
e Focus on customer engagement programs related to CSR initiatives.
e Use digital storytelling and real-life case studies to enhance consumer understanding of
CSR efforts.
e Encourage consumer participation in CSR activities (tree planting, recycling drives,
social campaigns).
e Strengthen corporate transparency through sustainability disclosures and CSR
reporting.
Conclusion
Consumer awareness of Corporate Social Responsibility (CSR) activities plays a crucial role in
shaping brand perception within the framework of sustainable marketing practices. The analysis
of various national and global case studies demonstrates that when CSR initiatives are
strategically communicated and authentically implemented, they significantly influence
consumer attitudes, trust levels, and overall brand evaluation. Awareness acts as a mediating
factor between CSR efforts and brand perception; without effective communication and
transparency, even impactful CSR initiatives may fail to generate positive consumer responses.
The findings indicate that consumers increasingly prefer brands that demonstrate environmental
responsibility, social commitment, and ethical governance. CSR initiatives related to
sustainability, women empowerment, education, rural development, and climate action enhance
emotional connection, strengthen brand credibility, and foster long-term loyalty. Companies
that integrate CSR into their core business strategy rather than treating it as a peripheral activity
experience stronger brand equity and competitive advantage.
Moreover, sustainable marketing practices amplify the effectiveness of CSR by aligning social
value creation with brand communication, transparent reporting, stakeholder’s engagement,
and consistent messaging improves consumer trust and reduce mistrust. However, the study
also highlights that inconsistency, greenwashing, or past controversies can lead to mixed brand
perceptions despite strong CSR commitments.
In conclusion, consumer awareness of CSR initiatives undertaken by the companies have
positive impact on brand perception and on buying decisions, when it is supported by

authenticity, transparency, and strategic integration into sustainable marketing practices.
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Organizations that successfully align social responsibility with business objectives not only

contribute to societal development but also strengthen their market position, stakeholders trust,

and build long-term brand sustainability.
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