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The Corporate Social Responsibility value of any company depends on the stake 
holder reaction. How the stake holders perceive and response to the CSR activities of 
a company can highly influence the benefits they want to reap like increased customer 
patronage, employees with organisational commitment etc. It is always important 
from the point of view of companies to understand what and how the customers feel 
about the CSR of the Company. Stakeholders make use of CSR to make inferences 
about the values upheld by a company and how the company respond to the needs of 
the stakeholders. So it is very important from the point of view of the company to 
understand what the customers know about CSR, how they know about it and how it 
is perceived by them. The objective of the study is to understand the awareness and 
perception of the customers about corporate social responsibility. The study will focus 
on understanding the awareness and perception of customers and how it will affect 
their buying behaviour. Data will be collected from 50 individuals by administering a 
questionnaire. The study will be conducted in Ernakulum District. Customers will be 
chosen by convenient sampling method.   

KEYWORDS: Corporate Social Responsibility, Customer Awareness, Customer 
purchase Intention, Customer Behaviour, Customer Loyalty 

I Introduction 

Corporate Social Responsibility is perceived to be the activities to ensure 
sustainability in the environment it operates. Sustainability is the base of the concept 
of corporate responsibility. But there can be situations where the corporate 
responsibility activities of the companies become not sustainable. It happens when the 
stakeholders do not value the CR activities of the company and properly reward the 
companies. The importance of stakeholders in the sustainable existence of business 
has become a prerequisite.  

 The change in the attitude of the stakeholders towards business and their activities is 
very visible now days. The Corporate Social Responsibility value of any company 
depends on the stake holder reaction. How the stake holders perceive and response to 
the CSR activities of a company can highly influence the benefits they want to reap 
like increased customer patronage, employees with organisational commitment etc. 
Stakeholders make use of CSR to make inferences about the values upheld by a 
company and how the company respond to the needs of the stakeholders. So it is very 
important from the point of view of the company to understand what the customers 
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know about CSR, how they know about it and how it is perceived by them. The belief 
that corporate social responsibility will help in improving the social performance of 
the company is increasing the acceptance for CSR among the companies. Today most 
of the companies are focussing on “shared value” concept. Most of the companies all 
over the world had this realisation and it is evident from the huge amount of 
investment they are ready to make in CSR activities. They have identified CSR as a 
tool for improving the corporate performance.  But the other side is that most of the 
companies are unaware and sluggish about the response of its stake holders to these 
activities. The stakeholder perception about CSR is an important area where each 
company should focus. The company’s can make necessary changes in their CSR 
implementation armed with this insight about stakeholder perception.  

II Background of the study 

It can be seen that earlier days corporate social responsibility by firms were 
self driven where as now the reason is the increased demand for socially and 
environmentally sustainable practices by the stakeholders. As observed by 
Bhattacharya, Sen and Korschu “A substantial segment of population now actively 
rewards “good” companies and punishes “bad ones”.i Corporate social responsibility 
is a response of companies to the crucial problems the society and environment is 
facing. Even a large group of stakeholders had started to believe that business is better 
equipped to solve the existing problems in our world. All these had made it 
imperative to analyse the stakeholder response towards CSR. Here the selected 
stakeholder group is customers. The corporate can benefit by having a deeper 
understanding of how the stakeholders think and behave. The consumers, being a 
heterogeneous group, the managers need to understand how the individuals perceive 
CSR initiatives.  

III Objectives 

• To study the awareness of customers about CSR 
• To study the attitude of customers towards CSR 
• To study the purchase intention of customers based on their attitude 

towards CSR 
• To study the purchasing behaviour based on the customers attitude 

towards CSR 
• To study the loyalty of customers towards a company doing CSR 

IV Research Methodology 

Research Design 

Descriptive research design was used in the study. 

Sources of Data 

 Data was collected from primary and secondary sources.  

Primary Sources 

Primary data was collected by administering a questionnaire on the customers 
to know their attitude towards CSR. The customers were given questionnaire which 



Online International Interdisciplinary Research Journal, {Bi-Monthly}, ISSN 2249-9598, Volume-08, Issue-04, July-Aug 2018 Issue 

 

 
w w w . o i i r j . o r g                      I S S N  2 2 4 9 - 9 5 9 8 

 
Page 158 

consists of a set of statements. The customers had to show their agreement or 
disagreement towards each of the statement using the 5 point Likert Scale.   

Secondary Sources 

Secondary data was collected from sources like published books, articles  in 
published journals etc.  

Sample  

The sample size for the study was 50 and convenient sampling was employed 
to identify the samples.  

Data Analysis and Interpretation 

The data collected were tabulated and analysed using SPSS. Tools used for 
analysis are frequency, mean and standard deviation.   

V Limitations of the study 

1. The findings cannot be generalised, since the number of samples used 
is very low. 

2. Many of the respondents were not aware of the concept of CSR. 

VI Review of Literature 

Hilali and Nasery (2014) had studied the customer perception towards the CSR 
initiatives through cause related marketing initiatives. The study was conducted in 
Kuwait and data was collected from 532 respondents. A situation actual cause related 
marketing was presented before the customers to understand their opinion. It was 
found that the perceived motive of the company, the importance customers assign to 
the addressed cause of the company and the trust people have in the organisation 
influence their perception. It was also found that the customers can be divided in to 
four according to their difference in the attitude. The classification is as pre 
contemplators, contemplators, actionists and maintainers. Pre contemplators can be 
described as a group which is market oriented and whose main concerns are price and 
quality. It was seen that CSR had no impact on 54% of the customers in that group. 
And half of that group purely believes that only responsibility of business is making 
profit. Among the contemplators half of them were aware about CSR but they did not 
believe that participation in such activities will make a positive change in the society. 
Actionists are ready to support the CSR activities even though half of them had 
doubts regarding the intention of companies. The maintainers or the pro social 
individuals are a group which is in search of companies that are actively associated 
with social activities. They are even ready to switch over the brand and pay more to 
buy products of companies having CSR activities.  

Nahid Shah (2013) tried to analyse the impact of CSR activities of the tele 
communication industry in Bangladesh. He carried on the study by evaluating the 
factors influencing the CSR adoption. Data was collected from 100 
telecommunication subscribers all over Bangladesh. The author found that the CSR 
activities of the company had positive impact on environment, subscribers as well as 
various stake holders. Ten factors were identified by the author as influencing the 
CSR practices of Grameen Phone Ltd. in Bangladesh. They were subscriber’s 
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demand, government policy, workers welfare, organizational culture, service quality, 
environmental issues, legal requirements, infrastructural decay and call rate. The 
author also found that most of the respondents feel that Grameen Phone Ltd played 
major role in the CSR practices in Bangladesh. The CSR activities of Grameen Phone 
Ltd concentrated mainly on Health care, education and environment. Customers were 
asked about their satisfaction regarding services and the CSR operations and it was 
identified that Grameen Phone Ltd is the most preferred tele communication service 
provider among the tele communication companies. 

Vahdati et al. had studied the customer perception on corporate social responsibility. 
The study was conducted among the customers of dairy products. The major finding 
initiated by the paper was that CSR have a relevant role in creating positive attitude in 
the mind of customers and it lead to or influence the buying behaviour of the 
customer. The study tried to connect the relationship between CSR activities of the 
companies and the attitude of the customers. It also tried to depict the influence of 
customer attitude on consumer buying behaviour. The first hypothesis was regarding 
the impact of CSR on the customer attitude. It was tested and found that every single 
dimension of CSR like supporting employees, protecting environment, moral, 
economic and humanitarian responsibility as identified by the author was tested and 
approved to be true. The effect of customer attitude on the buying behaviour was also 
tested and proved right.  The third hypothesis was the impact of CSR on consumer 
buying behaviour with regard to customer attitude which is the mediating variable. It 
can be seen that when the indirect impact was proved the direct impact was rejected in 
hypothesis testing. The hypothesis testing finally proved that the implementation of 
CSR will create customer attitude and inculcate buying behaviour in them. 

Patrick Amfo Anim and Agbemabiese George Cudjoe (2015) studied the influence 
of CSR awareness on the purchasing intention of the customers.150 customers who 
are the network subscribers of MTN was selected for the study. It was found that the 
customers are aware about the CSR practices of the company. The customers were 
influenced by the brand name, quality services, reference groups, products and 
services offered by MTN.  But CSR activities proved to be an important factor 
influencing their repurchase of the services of MTN.  

Khan et al. (2014) had made a study to understand the customer perception regarding 
the social responsibility of banks. They tried to study the perception of customers 
about CSR initiatives of Pakistan Banks. 300 customers were the sample size of the 
study. It was found that the customers are largely favouring the CSR initiatives of the 
banks.  It was also identified that the customers give priority to the customer centric 
activities of the banks, secondly to the philanthropic activities and finally to 
environmental activities. On the basis of hypothesis testing it was proved that CSR 
activities can have a positive and significant impact on the attitude and behaviour of 
the Pakistani banking customers. The result of the correlation analysis indicated that 
due to customer centric activities, there occurred a more significant change as 
compared to the philanthropic and environmental activities of the business.  

Anahita Naderian and Rohaizat Baharun (2015) had analysed the relationship 
between consumer behaviour and corporate social responsibility. The study is based 
on the hotel industry in Malaysia. The study was based on four dimensions of 
corporate social responsibility. They were employee support, community relation, and 
environment support and food quality. It was identified that the four dimensions of 
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CSR selected in the study created a positive impact on customers and it leads to 
customer satisfaction. 
 
VII  Data Analysis and Interpretation 
Demographic Profile of the Respondents 

The total sample size of 70 comprises of 33 male and 37 female respondents. 
About 89% of them are having an educational qualification of degree and above. 
Majority of the respondents are employees and professionals. 
VIII  Results and Discussion 

� Perception of customers about the concept of CSR 
41% of the respondents were of the opinion that CSR is a concept whereby 
companies decide voluntarily to contribute to a better society and a cleaner 
environment. So the customers give importance to the voluntary aspect of CSR. 
Only 26% of the respondents view it as the additional responsibility of business 
apart from making profit.  
From the analysis it is clear that the customers give importance to the voluntary 
aspect of CSR rather than as a responsibility of companies 
� Awareness level of respondents about CSR 
All statements assessing the awareness of respondents show a mean value above 
3. About 76% of the respondents agreed that they know what CSR is and 81% of 
them are aware about many socially responsible companies in India. But only 
47% of the respondents were aware about the companies that publicize their CSR 
activities. Only 50% of them felt that there are socially irresponsible companies in 
India. Overall there is above average awareness among the customers. But they 
are not familiar with the ways company is publicizing its CSR activities.  
� Attitude of the customers towards companies doing CSR 
The respondents agreed that they will spread good word of mouth about socially 
responsible companies (Mean Value: 4.24) and they would openly state their 
displeasure about socially irresponsible companies     (Mean Value: 3.57). From 
the responses, it is clear that the customers are having a positive attitude towards 
CSR. They were ready to recommend the products and services of socially 
responsible companies to their friends and relatives and they were not ready to 
purchase products from a socially irresponsible company, even if recommended 
by the reference group. So the customers think that whether the company is 
having CSR or not is a factor deciding the reputation and it influence the positive 
word of mouth about the company.  
� Purchase Intention of customers based on their attitude towards CSR 
Regarding the purchase intention of the customers based on CSR. The highest 
mean value was calculated for the statement I will not buy product/ service from a 
company which I know is socially irresponsible (Mean Value: 3.51). This shows 
the attraction of the customer towards socially irresponsible companies. But the 
customers feel that Price is rather an important factor than CSR while making a 
purchase decision. This is clear from the lesser mean value calculated for the 
statement “Price in comparison to the CSR activities of a company is not as 
important when deciding to buy products or services from it.” (Mean Value: 3.19). 
Also they are not ready to pay a premium price and buy a product from a socially 
responsible company when there are cheaper sources are available.  
� Buying Behaviour of customers based on their attitude towards CSR 

The customers were ready to buy products from a socially responsible 
company, when they were given two alternatives, one from a responsible and 
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another from an irresponsible company. But majority have not paid a premium 
price or higher price for purchasing products of a socially responsible 
company. So overall it can be identified that customers prefer to buy from 
socially responsible company, but they are not ready to give a higher or 
premium price for the product.  

� Loyalty/ Commitment of the customers based on their attitude towards CSR 
The respondents agreed that they will continue to buy the products of a 
socially responsible company even when cheaper alternatives are available 
from an irresponsible company. They also stated that they will not switch over 
to a cheaper product offered by a socially irresponsible company. (Mean 
Value: 3.03) But they cannot be treated as strong followers of socially 
responsible companies. This is evident from the lower mean value for the 
statements like “If asked to sign an agreement to buy products only from 
socially responsible companies, I will sign the contract.” (Mean Value: 2.73) 
and I will continue to buy products and services from a company that is 
socially responsible even if it slightly increase the price of the product. (Mean 
Value: 3.03).  

� Source of information about CSR 
It can be identified that media and internet are the major sources of information to 
the customers about CSR. Only a nominal number of the respondents rely on the 
annual CSR reports of the companies to obtain the information about CSR. So it 
can be concluded that the corporate cannot expect its customers to search for the 
CSR information, but companies must initiate measures to popularise their CSR 
activities. 

IX Suggestions 
 It is always important that the companies understand the stakeholder reaction 
towards CSR. So  

a) Measures should be taken by them to propagate and create awareness 
among the customers regarding the various CSR activities undertaken 
by the company. 

b) Apart from the annual CSR reports, other mediums of communication 
should be identified by the companies to spread the CSR activities of 
the company. 

c) CR Programmes can be envisaged in such a manner that it create a 
sense of unity among the customers. It is only possible when the 
individuals feel that they and the company share same values.  

d) CSR initiatives can be made by activities like cause related marketing 
and social marketing in which the participation of stakeholders are also 
ensured.  

X Conclusion 
 There was always a concern in the society regarding the social justice, equity 
and environment. But the difference now is that the society as a whole wants the 
business to come to the forefront to address these issues. Today corporate social 
responsibility has changed its status from an “obligation” to “value creation”. The 
corporate houses are aware about the expectations of stakeholders. They have 
recognised that today’s customer need more than product performance and benefits.  
From the study, it is evident that the customers are aware about CSR, and to some 
extent they consider the factor “socially responsible company” while making a 
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purchasing decision and purchase. To some extent, it also influences the loyalty of the 
customers.  
For the optimum implementation of CSR, the companies should focus on creating 
awareness among the customers about the CSR activities. Also they should make the 
customers recognise its usefulness. “When the two levers – Understanding and 
Usefulness – are working harmoniously, stakeholders develop a sense of Unity with 
the company (the third lever), a sense that becomes the primary impetus for CR 
Value”ii. Every manager should understand that good stakeholder relationships are 
critical for the success of any company.  
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Table I Showing the perception of customers about the concept of Corporate Social 

Responsibility 

DEFINITION OF CSR 

 
Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid CSR is about how companies manage the 

business processes to produce an overall 

positive impact on society 

23 32.9 32.9 32.9 

CSR is a concept whereby companies decide 

voluntarily to contribute to a better society and 

a cleaner environment 

29 41.4 41.4 74.3 

CSR is the additional responsibilities of 

businesses to local and wider communities 

apart from profit maximisation 

18 25.7 25.7 100.0 

Total 70 100.0 100.0  

Source: Primary Data 

 

Table II: Showing the awareness of the customers about CSR 

 

Descriptive Statistics 

 
N Minimum Maximum Mean 

Std. 

Deviation 

I basically know what Corporate Social 

Responsibility  is  

70 1 5 3.80 1.016 

I know about many socially responsible companies 

in India. 

70 1 5 3.81 .889 

I know  of companies that publicize their CSR 

activities 

70 1 5 3.33 .974 

I am aware that there are socially irresponsible 

companies in India 

70 1 5 3.17 1.116 

Valid N (listwise) 70     

Source: Primary Data 
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Table III: showing the attitude of customers towards CSR 

Descriptive Statistics 

 
N Minimum Maximum Mean 

Std. 

Deviation 

I will advice my friends and family to stop buying 

products from a company which I know is socially 

irresponsible.  

70 2 5 3.40 .875 

I will recommend a product or service to my friends 

and family, if I know a company is socially 

responsible. 

70 1 4 3.33 .944 

I will not buy a product or service recommended by 

my friends and family, if the company offering it is 

socially irresponsible. 

70 2 5 3.39 .952 

I will buy a product or service recommended by my 

friends and family, if the company offering it is 

socially responsible. 

70 3 5 3.91 .583 

I would openly state my displeasure to everyone I 

know about socially irresponsible companies. 

70 2 5 3.57 .791 

I would spread good word of mouth about socially 

responsible companies 

70 3 5 4.24 .494 

Valid N (listwise) 70     

Source: Primary Data 

 

Table IV: Showing the purchase intention based on the attitude towards CSR 

Descriptive Statistics 

 
N Minimum Maximum Mean 

Std. 

Deviation 

I am willing to pay a higher price for a product/ 

service from a company that is socially responsible 

70 2 5 3.36 .901 

I will not buy product/ service from a company which 

I know is socially irresponsible 

70 2 5 3.51 1.139 

I will choose a product from a socially responsible 

company even when there are cheaper alternatives 

available from other companies which are lesser 

responsible or  

70 1 4 3.00 .978 

CSR activity of the company is a factor when 

deciding to buy product/service from it.  

70 1 5 3.31 .826 
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Price in comparison to the CSR activities of a 

company is not as important when deciding to buy 

products or services from it. 

70 2 5 3.19 .822 

Valid N (listwise) 70     

Source: Primary Data 

 

Table No V showing the purchase behaviour based on CSR 

 

Descriptive Statistics 

 
N Minimum Maximum Mean 

Std. 

Deviation 

I have paid a higher price for a product from a 

socially responsible company even when there are 

cheaper alternatives available from other companies 

which are lesser  

70 1 5 3.09 1.060 

I have paid a premium price because of the CSR 

activities of the company offering it 

70 1 5 3.37 1.010 

I have stopped buying products or services from a 

company which I found was not socially responsible. 

70 1 5 3.10 1.241 

When presented with two alternative products, one 

from a socially responsible company and other from a 

lesser responsible / irresponsible one, I have picked 

the first  

70 2 5 3.87 .588 

I have deliberately looked for a product/ service I 

needed that is offered by a socially responsible 

company 

70 2 5 3.21 .899 

Valid N (list wise) 70     

Source: Primary Data 
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Table VI showing the  loyalty/commitment of the customers based on CSR 

 

Descriptive Statistics 

 
N Minimum Maximum Mean 

Std. 

Deviation 

I will continue to buy products/ services from a 

socially responsible company even when cheaper 

alternatives are known to me. 

70 2 5 3.14 .804 

I will not switch to a cheaper product from a socially 

irresponsible company 

70 2 5 3.64 .948 

I will continue to buy products and services from a 

company that is socially responsible even if it slightly 

increase the price of the product. 

70 1 4 3.03 1.090 

If given a choice to stop buying from a socially 

responsible company, I will choose not to stop.  

70 2 5 3.77 .685 

If asked to sign an agreement to buy products only 

from socially responsible companies, I will sign the 

contract.  

70 1 5 2.73 .962 

Valid N (list wise) 70     

Source: Primary Data 

 

Table VII showing the source of information about CSR 

 Frequency Percent Valid Percent Cumulative Percent 

Valid ANNUAL REPORTS 3 4.3 4.3 4.3 

OFFICIAL WEBSITE 6 8.6 8.6 12.9 

MEDIA 32 45.7 45.7 58.6 

INTERNET 29 41.4 41.4 100.0 

Total 70 100.0 100.0  

Source: Primary Data 

 


