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Abstract

One of the most important issues facing contemporary organizations is that of (CSR). This research
seeks to discover the advantages of CSR inclusion for company growth by examining the effect of
consumers’ CSR views on their buying intentions through the mediating roles of brand equity,
reliability of brand, & brand reputation. Many organizations' brand marketing strategies now centre on
the idea of incorporating social responsibility measures into brand positioning initiatives. There is a
plethora of research on the implications of corporate social responsibility on B2C marketplaces and
major worldwide brands. The research uses a quantitative strategy, surveying internet cosmetics buyers
to gather information. The information gathered from the is analyzed using SPAA 380 responses.
Consumers' future purchase intent is influenced by their impressions of a company's commitment to
CSR, according to the study's findings. Brand attributes act as a buffer between how consumers feel
about a company's CSR efforts and how likely they are to make a purchase from that company. The
results provide a significant resource for researchers interested in an experimental study of the issue
since previous research hasn't taken a comprehensive approach to validating the influence that CSR had
on brand legitimacy, reputation, & equity in the brand. This document is also useful for managers and
marketers who want to learn how to create effective marketing strategies and brand management
methods.

Keywords: Corporate social responsibility, purchase intentions, brand equity, brand credibility, brand
reputation

1. Introduction

The issue of (CSR) has emerged as one of the most pressing concerns for modern businesses.
Putting into practice ethical norms, CSR, and green marketing may help businesses promote
the SDGs and win over devoted customers [, Customers are more likely to remain loyal to a
brand that they perceive to be engaging in CSR. Consequences for Society Companies
should shift their emphasis to the SDGs of long-term cultivation patterns, global warming
and its implications, and sustainable use of water resources 2. To promote SDGs,
policymakers and society may craft a policy that encourages businesses to embrace more
ethical practices and green marketing. Originality/value This is the first research to our
knowledge to examine the mediating role of green marketing & CSR in the relationship
between ethical conduct and brand loyalty Bl It's additionally an of the few studies that look
at how corporations might be advocates for the SDGs. Some of the most exciting new areas
of study are digital marketing, green marketing, and CSR policy for corporations 4. The
absence of corporate social responsibility (CSR) policies, green marketing development and
adaption by UK-based manufacturers, however, is the industry's biggest issue. In today's
economy, banks play a key role in the expansion of companies Bl Customers in the current
day have more options and data at their disposal than ever before. The information overload
has created a cutthroat corporate climate. The inevitable rise of Islamic banking has
increased competition for businesses, particularly Islamic banks. Banks must prioritize client
retention and actively seek out new methods to increase customer loyalty. The importance of
CSR as a means to improve a company's public image has grown recently [, This chapter
looks at how corporate social responsibility (CSR) might help the Namibian banking system,
which is on the verge of experiencing a decline in asset quality and repeated liquidity
problems post-COVID-19, implement a sustainable framework. It was appropriate to use a
qualitative research strategy based on theme analysis of interviews with stakeholders &
document analysis.
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However, little study has explored the roles of authenticity
as well as private values in the CSR environment [, despite
the fact that they are often regarded as key components of
the brand-building process.

2. Related Work

This research seeks to discover the advantages of CSR
integrating for company growth by examining the effect of
consumers' CSR views on their buying intentions through
the mediating roles of brand equity, trustworthiness of the &
brand reputation. The research uses a quantitative strategy,
surveying internet cosmetics buyers to gather information.
The 380 replies are analyzed using PLS-SEM software.
Consumers' future purchase intent is influenced by their
impressions of a company's commitment to CSR, according
to the study's findings. The relationship between CSR views
and purchasing intentions is mediated by brand equity,
credibility, and reputation. Because prior research has not
taken a holistic approach to confirming the impact that CSR
has on brand credibility, company image, & brand equity,
the findings offer an invaluable resource for scholars
engaged in empirical study of the topic. Additionally, this
document is useful for managers and marketers who want to
learn how to create effective marketing strategies & brand
management methods [, The purpose of this research is to
determine the effect that corporate social responsibility
(CSR) & the Sustainable Development Goals (SDGs) of the
United Nations, including green marketing, have on the
relationship amongst business ethics and brand loyalty.
Design/methodology/approach Data were collected from
622 middle-class city residents who often visit premier
shopping malls using a purposive sampling strategy. The
data was analyzed using a structural equation model with
partial least squares. Findings A favourable and statistically
significant correlation between these company practices and
customer loyalty was discovered. CSR as well as green
marketing both serve as intermediaries between consumers'
impressions of a company's ethics and their commitment to
the brand. Constraints/implications for future studies This
study was conducted with a focus on green marketing,
corporate social responsibility, and business ethics. Future
research can steer clear of this restriction [,

The purpose of this research was to identify the contribution
of online advertising, CSR policies, and green marketing to
the growth of a business. In this regard, the example of UK
manufacturers was explored, which may aid UK
manufacturers in achieving more fruitful brand growth, as
customers would have a more favourable impression of a
company that abides by environmental rules. Researchers
used a quantitative approach based on a closed-ended
survey questionnaire to accomplish their goal. The research
is based on a sample size of 404 people who all work in the
manufacturing industry in the UK, where the data was
obtained. Structural Equation Modeling (SEM) was used to
Smart PLS for the study. Based on the data, it is clear that
green marketing, CSR policy, and digital marketing have
had a substantial influence on the growth of UK
manufacturing businesses' brands. Manufacturers in the UK
are advised to promote their products via environment
disclosure, sustainable development, green alliances, and
promotional action to strengthen their brands. While
interesting, this study has limitations due to its focus on the
United Kingdom 11,

Corporate social responsibility (CSR) with the usage of
social media in marketing might be a potent combination. In
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today's consumer-driven, always-connected society, people
express their opinions by spending their money with
companies that demonstrate they care about things like
employee well-being, community development,
environmental preservation, and respect for human rights.
At this point, we can make use of social media. In line with
the cliche, "There's power in numbers," social media offers
firms an already established network of powerful,
enthusiastic customers who become followers of an entity
when they are engaged in what the company is doing. Real-
world examples are provided to illustrate how social media
may be used to highlight a company's charitable
contributions, whether those contributions take the form of
monetary aid, publicity, new customers, aided recipients,
enhanced communities, etc. 4,

The study's goal was to explore the connections between
corporate governance, business image, & customer loyalty.
This study uses the Islamic banking sector in Pakistan as a
case example. We utilized regression modelling to probe
causal relationships, and we tested our model for convergent
reliability to make sure it was robust. The findings show that
CSR significantly affects customer loyalty and that brand
image is a crucial mediator of this relationship. Brand image
was shown to have a significant influence in amplifying the
connection between CSR and customer retention. In order to
increase client loyalty and promote a favourable image of
the bank, the research suggests that Islamic financial
institutions adopt a CSR program. The theoretical
foundations of this research need to be confirmed in further
social and cultural settings 121,

Institutional, legitimacy, & stakeholder theories were used
to evaluate the underpinnings of CSR in Namibian
commercial banks. customer loyalty, brand perception,
market competition, and Governance, regulatory pre-
emption were some of the internal and external institutional
aspects impacting CSR in Namibian commercial banking
institutions.  Improved CSR  reporting, stakeholder
participation, and discounted rates procedures for
underserved segments of society were just a few of the
many methods discovered in the study that might help
commercial banks undergo change. One of the suggestions
is to create a standardized CSR framework that follows
worldwide best practices while yet being adapted to local
socioeconomic situations [*31,

Taking into account the crucial roles of CSR legitimacy as
well as individual value relevance in developing and
sustaining a solid reputation from consumers' viewpoints on
CSR, this study developed a scientific model to optimize the
efficacy of restaurant firms' CSR activities. Based on
empirical research conducted in the USA, the authors
conclude that customers' positive impressions of a
restaurant's CSR efforts are mediated by the genuineness of
its CSR efforts. This research did find, however, that the
most consequential routes would vary with the importance
of values to the individual. This paper provides managerial
consequences for food service firms to successfully create
and execute CSR programs [l based on empirical data.

This research takes a fresh approach to the evaluation of
CSR in the advertising context, concentrating on the bio-
health sector. Because of the profound impact that its work
has on people's daily lives, the bio-health sector is quickly
becoming a major force in modern society. Research and
development (R&D) efforts are crucial to the success of the
industry. We assume that CSR performance is positively
related to business value and the effects of R&D because of
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CSR's beneficial role in generating brand equity. We also
evaluate the current situation of CSR across the bio health
sector and its relationship to R&D initiatives. CSR
performance's moderating function in the complementary
effect of PR & R&D on business worth is also investigated.
This exemplifies the relationship between traditional forms
of advertising, the tactical application of CSR as
advancement, and the pursuit of new knowledge %1,

3. Methods and Materials

3.1. Methods

The conceptual structure of the research in terms of the
variables used is shown in Fig. 1 below. Table 1 shows that
the independent variable in this research is digital
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marketing, with promotional activity & social media as the
determinants. While environmental and social disclosure
serves as control factors in this research, the corporate social
responsibility (CSR) policy is the next independent variable.
The third independent variable included in the study is
"green marketing,” which encompasses “green innovation™
and "green partnership.” The effect of internet advertising,
CSR policy, & ecological marketing on building brands
serves as a secondary dependent variable in this study.
Furthermore, the assumptions put forward in the early
portions of the work are supported by the suggested
conceptual model. The research hypotheses serve as the
backbone of the research framework that drives this
investigation.
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Employers should prioritize improving the employer-
employee relationship as a means of satisfying the most
essential stakeholder group, which is the workforce. This
article's goal is to show how brand building and CSR are
related. According to the literature on brand building and
CSR, there are links at the strategic and operational levels.
Branding, corporate social responsibility (CSR), and human
resource management (HRM) work together to create a
company's brand. Several corporate social responsibility
(CSR) initiatives might be useful in operationalizing the
economic, functional, & psychological aspects of employer
branding. The substance of social networking site messages
was analyzed qualitatively to see how CSR is really put to
use in the process of brand building. All of the firms were
chosen because of the high quality of their internal employer
brands; the study focused on the CSR initiatives each
company highlights to the outside world. Research finds that
CSR has potential brand-building applications and proposes
a taxonomy for easing the practical use of CSR to employer-
branding strategies. Fig 2 illustrates the questionnaire for
CSR in the part of brand development.

Example of corporate social responsibility

Starbucks has a long history of being a company that cares
about the people and places throughout the globe where it
works. Since its inception, Starbucks has reportedly
achieved an array of CSR goals. By 2020, it plans to have
all of its coffee come from ethical sources, and by 2025, it
plans to have planted one million trees through a network of
farmers around the world, to have all of its physical stores
use green building practices, to have donated millions of
hours to local causes, and to have developed a new college
program for its employees. To reduce the harmful effects of
its cups & promote employee engagement for ecological
leadership, Starbucks wants to recruit 5,000 veterans and
10,000 refugees in 2021 as well as beyond. Additionally, the
2020 report detailed Starbucks' contributions to the
international effort to combat the spread of the coronavirus.
The business has three primary areas of focus in its
pandemic response: being present in areas where it may
make a positive difference, prioritizing the safety of its
customers and employees, and assisting government as well
as health agencies in their attempts to mitigate the
pandemic's effects. Many businesses now exist, and some of
them are known for their CSR (Corporate social
responsibility) efforts like Ben & Jerry's ice cream.

3.2 Questionnaire design

The quantitative research approach employed in this study
necessitated the use of a closed-ended survey questionnaire
using a Likert Scale spanning 1 (strongly disagree) to 5
(strongly agree) to gather the necessary data. The researcher
has disseminated a self-developed research tool that is
grounded on the existing literature. In addition, the
questionnaire was written in clear English, and respondents
were encouraged to get in touch with the study's creator if
they had any questions.

A company's success may be evaluated in a number of
different ways. Most businesses use metrics like (1) sales
revenue, (2) ROE, (3) ROA, (4) ROI, (5) revenue growth,
(6) liquidity ratio, (7) liquidity ratio as well as stock price,
etc. Kotler's performance scales include the:

Sales & market share have increased.

Improve the organization's capacity to find, retain, and
inspire personnel.

Reduce expenses.

Enhance the public's perception of the company
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Attract more potential backers
= Improve your brand's standing by

The author then recommends the following
framework, which is based on the aforementioned idea:
Independent variables that may be used to measure CSR
include those that focus on the community (CLCSR),
employees (ECSR), customers (CCSR), the environment
(ENCSR), governments (GCSR), and stakeholders (SCSR).
Two factors, corporate reputation (CR) and customers'
purchase intention (CPI), mediate the link among corporate
social responsibility (CSR) & brand performance (FP). The
success of a brand may be measured quantitatively and
qualitatively by looking at things like (1) revenue growth,
(2) market share, (3) return on earnings, (4) return on equity,
(5) signs of staff participation, and (6) improved competitive
posture in the market (FP).

The brand name (.000), product quality (.009), marketing
(.004), and service quality (.038) are the four important
factors. Consumers value brand recognition above price,
features, and availability when choosing a product or
service. In Table 1, only brand name (.050) and the cost
(.014) are statistically significant. The overall findings
suggest that of the three age groups, women aged 34-42 are
the most likely to choose well-known brands. Table 2
reliability analysis of factor of brand loyalty.

study

Table 1: Sample Description of Demographics

Frequency % Age
16-24
88 24 25-33
187 48 34-42
107 27 Marital Status
Married
186 49 Unmarried
196 53 Education
High school
78 21 Undergraduate
35 71 Postgraduate
77 11 Income
196 28 3000-10000
109 52 10001-20000
21 More than 20001
Table 2: Factors in Consumer Loyalty to Brands and Their
Reliability
Alpha Factors
0.7029 Name of the brand
0.6572 Quality of the product
0.6618 Rate
0.7482 Proposal
0.6974 Advancement
0.8200 Quality of service
0.7139 Environment Store
0.6646 Loyalty Brand
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3.3. Regression analysis: The dataset was subjected to a
series of prediction analyses performed by each individual
regression classifier throughout the data training phase. A
regression classifier may be instructed to divide the input set
into training information in order to test data at a specified
percentage. Each classifier may learn to create its own set of
regression rules thanks to the information provided by
training data. The testing data was utilized to make stock
price forecasts using the regression algorithm. The test
results were analyzed thereafter. A regression model relates
the unknown variables x and b to a projected value Y.
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Y= f(x,b) 1)
The variable y is the dependent one, x is an autonomous
one, & b is the unidentified one. The typical shape of a
model using linear regression is

Y=b,+bx,+--+b,x,+e @)
In this expression, x_1 though x_n are all free variables,
while e is a mistaken term. The vector version of the issue
for linear regression is

http://www.marketingjournal.net

Y=a+ bx +e (3)
4. Results & Discussion

This study used a quantitative deductive method to explore
hypotheses about the moderating influence of CSR on brand
image and product equity. The data for this research came
from a standardized questionnaire, therefore it's empirical
and not based on manipulation of the setting. An accurate
sample is one that fairly reflects its whole population. Table
3 illustrates the list of factors used for brand development.

Table 3: Factors for Brand Development

Factors of Brand Loyalty Rank Mean
Quality Product 1
Q1. The product has a longer lifespan than competitors. 3.69
Q2. The company only uses organic ingredients in its products. 411
Q3. Color use is enough for the brand. 3.65
. . 3.77
Q4. The product is well-made and serves its purpose. Average Mean 3.80
Designing 2
Q1. The company offers a huge selection of different styles. 3.72
Q2. I'm a good fit for the label's aesthetics. 3.79
Q3. The brand's designs are characterized by certain traits. 3.73
, . . 3.85
Q4. The brand's designs are always on-trend and stylish. Average Mean 3.77
Name of Brand 3
Q1. Dependability is a hallmark of this product line. 3.70
Q2. | am influenced to buy by well-known brands. 3.82
Q3. The price has no bearing on which brand is chosen. 3.41
. . . 3.96
Q4. Personality shines through in my brand. Average Mean 3.72
Environmental Store 5
QL. The storefronts are ideal for the product. 3.65
Q2. Sufficient retail locations carry the brand. 3.77
Q3. The interior design is very pleasing. 3.50
Q4. The store's interior is enticing with its use of colour and sound. Averag:.l\3/lian 357
Quality of Service 7
Q1. The store's sales staff has received extensive training. 3.22
Q2. shops with helpful salespeople 3.39
Q3. Pleasant and helpful shop clerks 3.18
. 3.33
Q4. The store's salespeople always seem put together. Average Mean 3.8
Marketing 4
Q1 The brand's advertising is really enticing. 3.64
Q2. Seeing advertisements for the product makes me want to buy it. 3.44
L . 3.62
Q3. Those decorations in the windows look great. Average Mean 3.56
Worth 6
QL. Price increases do not deter me from making a purchase. 2.99
. . 3.51
Q2. Value for money is a strong suit of the brand. Average Mean 3.5
4.1 Findings original data types. Test outcomes and metrics for assessing
Table 4 illustrates the evaluates the effectiveness of regression classifier performances are shown below:

regression methods. Table 5 illustrates the dataset 2 with

Table 4: Evaluating the Effectiveness of Regression Methods

Regression Algorithm Mean Absolute Error Correlation Coefficient Root Mean Square Error
Additive Regression 15.2275 0.3747 19.0615
Linear Regression 14.4419 0.3755 18.5975
Regression by Discretization 18.8868 0.0397 24.8674
Simple Linear Regression 15.3287 0.3049 19.3164
SMO Regression 14.2697 0.4173 19.2356
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Table 5: Dataset 2 with Ordinal Data Type

Regression Technique Mean Absolute Error Correlation Coefficient Root Mean Square Error
Additive Regression 0.7317 0.5336 0.8641
Linear Regression 0.7141 0.5742 0.8360
Regression by Discretization 0.9491 -0.0378 1.3084
Simple Linear Regression 0.7141 0.5742 0.8360
SMO Regression 0.5462 0.6079 0.8164

5 Conclusion

This study demonstrates that using a tailored transformation
procedure to standardize the input data into an agreed-upon
data type may enhance the results of regression approaches.
When making predictions, the usage of a series of ordinal
type for a ranking system adds a new dimension. It is
possible to make educated guesses about the future state of
the dependent variable by using regression methods. The
procedure entails transforming the chosen parameters into

the expected variable using a

linear transformation.

Parameters for an optimum decision rule are chosen using
the least squares criteria.
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