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Abstract
Can Corporate Social Responsibility have marketing implications 
and create value for the firm? This is a question which marketing 
managers often face. This study helps to examine and identify if 
CSR has a role in building brand loyalty and purchase consideration 
of products and services for Millennials. A questionnaire was rolled 
out, and factor analysis was conducted on the data. The Findings 
suggest that CSR does help in creating a strong brand image, adds 
to the brand value of the firm, and helps to develop brand loyalty 
in the consumers and firms, which invest in CSR, are easily recog-
nized by the consumer and thus helps them to consider the firm 
for the purchase of products & services. Thus, Marketing Managers 
should focus on aligning CSR activities, so the consumer can also be 
engaged with the brand and adds value to all stakeholders. Thus if 
CSR managers enforce in their organizations to make sustainable 
products, customers can be won on product differentiation.
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1. Introduction
India as a nation is one of the few countries world-

wide to have a devoted Corporate Social Responsibil-

ity Act. CSR means when companies invest in socially 
and environmentally responsible initiatives and pro-
grams [1]. According to section 135 of the Companies 
Act, 2013, any organization – government or private if 
they meet any of the below fiscal criteria have to abide 
by the CSR Laws, a company having a net worth of 500 
crores or higher, if the annual turnover is One Thou-
sand crores or higher and annual net profit is above 
five crores or higher (Indian Companies Act, 2013). 
Suppose any organization fulfills any of the following 
fiscal conditions. In that case, it needs to form a CSR 
committee, with at least three directors, in which one 
of the directors should be an independent director [2].

Indian corporates have started developing their 
CSR policies. There is a need for them to do CSR not 
just from the legislation point of view but also from 
consumers’ viewpoints. Consumers are interested 
in buying goods and availing services of socially re-
sponsible companies and staying loyal to such organi-
zations. CSR programs and initiatives help the locals, 
environment, and society and foster a strong bond 
with the consumers and build loyalty and command a 
better price for products [3]. This paper aims to com-
prehend whether CSR plays a role in purchase consid-
eration and building brand loyalty when millennials 
purchase a product or service. Some of the questions 
we plan to answer are: Are consumers observing the 
CSR activities of brands, doing CSR activities by an 
organization helps build brand image, and doing CSR 
activities of an organization contribute to building 
brand loyalty. The target segment chosen for this study 
is Millennials. 

The remaining part of the paper follows the Literature 
review, objectives, and research questions. The method-
ology and statistical tool, which have been utilized to 
measure and examine the input, then the paper includes 
the data analysis and its interpretations, followed by the 
conclusion. Towards the end, we are analyzing the man-
agerial implications, opportunities of the further scope of 
research, limitations, and conclusion [4].

2. Literature Review

2.1. CSR
It has been said that CSR positively impacts the 

brand perception of consumers. It has also been said 
that corporate social responsibility is a prime param-
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eter for consumers’ purchase decisions. As per the 
National CSR portal, a total of Rs.52, 537 crores have 
been spent by companies for CSR Activities in the last 
four years, from 2014 – 2018. Around 24,868 compa-
nies had a CSR budget ranging from 0 – 50 Lakhs. The 
CSR spent for unlisted companies has been more than 
listed companies. The top three causes for which or-
ganizations are willing to spend are Education, Health 
& Eradicating Hunger, and Rural Development. Some 
evidence was shown by Hoefflerthat responsible mar-
keting can improve the company’s marketing param-
eters of Overall Awareness, Company Reputation, 
Trust, and Brand Engagement. Narayan Murthy, the 
founder of Infosys, has given that CSR is there to in-
crease shareholder value while also benefiting all par-
ties involved in the firm’s operations [5]. The activities 
under which a firm can use the funds are given in the 
act in schedule 7.CSR Act was implemented at length 
on 1st April 2014. It has been seen that the breadth 
of projects in the nation has been expanded, which 
reflects the company’s willingness to make a larger 
impact on society. There are also barriers that orga-
nizations are facing in implementing CSR initiatives 
like lack of commitment from top management, lack 
of financial resources, and lack of strategic planning, 
time-consuming implementation, and patience to see 
the results of initiatives.

2.2. Theories of CSR

2.2.1. Stakeholder Theory 
A CSR communication strategy was proposed by 

Schultz, involving stakeholders, where they have pro-
posed three strategies: Stakeholder Information, Re-
sponse, and Involvement. The key point highlighted 
in their study based on empirical evidence is that CSR 
is a double-edged sword. Thus, the involvement of all 
parties becomes essential for ensuring that an orga-
nization stays in tune with the changing stakeholder 
expectations [6].

2.2.2. Brand Loyalty 
Brand loyalty is the trust and association, which a 

consumer maintains with a brand or organization de-
spite the competitor’s luring offers. Brand Loyalty is 
also defined as a strong belief in the brand’s value sys-
tem and thus re-patronizing the brand by purchasing 
the product or availing the service despite other situ-
ational factors and marketing efforts of competitors. 

Brand Loyalty is extremely important for an organi-
zation, as it leads to higher purchases by consumers, 
increased revenue, and high referrals. Once a con-
sumer builds loyalty towards a band, it is difficult for a 
competitor to attract that consumer [7]. Thus, today’s 
communication is more interactional where they want 
to give a personalized touch to each consumer and 
gain their loyalty. In the current situation, a compa-
ny’s relationship is not just with its consumer but also 
with various other stakeholders like vendors, govern-
ment, and society. Thus, CSR activities by a brand are 
observed by all stakeholders of the society. Therefore, 
CSR activities also help a brand overcome the nega-
tive associations, which people might have with it and 
build a favorable positive image [8].

2.2.3. Brand Image
The brand’s image is what consumers think based 

on the interactions and experiences the consumer had 
with the brand. Brand Image helps an organization to 
attract new consumers, which leads to more profits. 
An organization with a favorable brand image can eas-
ily enter new markets and launch new product cate-
gories. A strong Brand Image helps boost consumers’ 
confidence and helps retain consumers, and increases 
customer lifetime value [9]. CSR should be commu-
nicated to the stakeholders as it helps in positioning 
the products and services. It also has to be noted that 
building a brand image can be easier but maintain the 
brand image is difficult as one bad act by the compa-
ny can ruin all the efforts that went into building the 
image. Thus, the top management should plan the 
CSR activities in a strategic manner, which helps the 
company reinforce its core values to all stakeholders. 
Consumers also form a social identity or an image 
for themselves. They relate to companies like them in 
terms of traits and like to purchase those companies’ 
products [10].

2.3. Purchase Consideration
Marketing scholars have developed a five-stage 

model for the buying process. In this model, after rec-
ognizing the problem comes searching information 
about the product or service and evaluating which one 
to select. There are two kinds of search levels. Initially, 
it is a basic search to find out which product or ser-
vice can satisfy your need. Then you are conscious if 
someone is sharing information about that brand or 
product. The next stage will enter into an active in-
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formation search to look for more information about 
the product [11]. Consumers also take shortcuts and 
based on their beliefs and attitude. Moreover, decide 
to buy a product based on an attribute they are keen to 
have. Purchase Consideration for consumers also de-
pends upon their innate needs, which they are looking 
out for in the product. It also depends on the consum-
er’s lifestyle and how the consumer wants to be per-
ceived by others while using a product or service. The 
consumer also considers the pricing and reliability of 
the product or service before making the payment. In 
the current times, influencers also have an important 
part in helping the user take the final decision. In the 
current times, companies also need to ensure their 
digital profile is sound as most consumers are now 
purchasing products online. A bad reputation online 
can hamper the company from falling into the consid-
eration set of the consumer [12].

2.4. Millennia’s and New Generation
Millennials are also known as Generation Y. This 

is a generation, which is generally in the age group 
of 16 – 24; they are driven a lot by emotions and are 
yet in their earlier years of life and career, which is a 
generation, which has grown up with technology and 
thus they also monitor the brand’s activities online. 
In terms of CSR activities, it important for brands to 
communicate their CSR activities using digital media 
platforms so that this generation can understand the 
importance of social responsibility and build a favor-
able image for the brand, which is an aspirational set 
of consumers who want to strive for the best and want 
to be considered in high regard by everyone. They also 
have a digital profile, which they would like to keep 
updated with the trends. This set of consumers adapts 
to new product changes and discards a product fast if 
it does not meet their needs and requirements. Thus, 
companies should patiently deal with this set of con-
sumers [13].

2.5. Brand Value
A company’s overall reputation has practices and 

standard operating processes, which help the compa-
ny to differentiate from its competitors. CSR initiatives 
help to build a strong positive effect. This positive 
perception helps the brand safeguard itself from com-
petitors. Even when prices of products increase, con-
sumers stick to the brand. They are willing to shell out 
extra pennies for it. Brand value can also be defined as 

the excess money an organization can make from its 
offerings. As per a study conducted, CSR has a strong 
relation with brand equity, and it was found that con-
sumers regard the company in high value. It has also 
been found in a study that CSR is an intangible source 
of competitive advantage [14].

3. Research Objectives 
and Research Problem

The authors’ objective of this research is to under-
stand if Corporate Social Responsibility has a role in 
building brand loyalty among consumers, building a 
favorable image, and building a strong brand image, 
which builds brand value. Today social responsibility 
has become a subject of prime importance by compa-
nies. As per academic research, it has been shown that 
CSR and branding have a positive effect in developed 
economies. In this study, we are also trying to under-
stand if CSR plays a role in purchasing products. The 
paper is the first of the kind where we have tried to 
understand if CSR affects millennial consumers.

The key research questions are: 
R1: Do CSR activities help in building Brand Loy-

alty among Millennial Consumers? 
R2: Do CSR activities help in building Brand Image 

among Millennial Consumers? 
R3: Do CSR activities help in enhancing Brand Val-

ue for companies? 
R4: Do Millennial Consumers consider CSR activi-

ties as a factor for buying products and services? 

4. Methodology 

4.1. Measurement Instrument 
and Data Source 

For empirical data collection, the authors have 
designed an online questionnaire in English with is 
on a 4-point Likert scale. The scale has been defined 
from strongly disagree to agree strongly. The ques-
tionnaire mainly consists of five parts. Questions 
about CSR initiatives, brand loyalty, brand image, 
purchase consideration, and brand value developed 
from CSR initiatives [15], which is an applied re-
search and follows empirical design. The Sampling 
procedure used by the author is Convenience Sam-
pling. The author has 175 responses, and to get a 
diversified sample set, the questionnaire was sent to 
respondents across various states of India. There was 
50.3% male, and 49.7% were female respondents. 
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80% of the respondents were under the age group of 
16 – 24, 17% in 25 – 30, and 3% in the 30 &above age 
category. The demographic characteristics also var-
ied as per the educational qualifications; 72.3% of the 
respondents had completed their Bachelor’s degree, 
23.2% had completed a professional degree/master’s 
degree, and 4.5% had completed high school. Thus, 
through primary research, the author reached out to 
the required age group with the required educational 
qualification, which could understand the basic ter-
minologies involved in this survey.

To identify the key variables that influence millen-
nials’ decisions in building loyalty and purchase con-
sideration, factor analysis was conducted. The KMO 
and Bartlett’s Test has been conducted to check the 
reliability and validity of the data. Four components 
were identified as per the Principal Component Anal-
ysis (Extraction Method) and Varimax with Kaiser 
Normalization (Rotation Method).SPSS version 18, 
computer software has been used to apply these tech-
niques and analyze the data [16].

4.2. Scale, Validity & Reliability 
The Kombis a method through which we can mea-

sure the sampling adequacy, Bartlett’s test of sphericity 
is used to assess the usage of the factor model. KMO 
statistics compare the extent of the observed correla-
tion coefficient with the extent of the partial correla-
tion coefficient. The high value of these statistics in-
dicates the appropriateness of factor analysis. Table 1 
shows that KMO statistics is computed as 0.797, the 
minimum requirement for KMO is 0.5, and 0.797, 
which is higher than 0.5 and less than 1, indicates that 
the data set is fit for doing factor analysis. Bartlett’s 
test of sphericity proposes whether the population 
and correlation matrix is an identity matrix. We can 
see from Table 1 that Chi-square statistics is 763.532 
with a degree of freedom 91andthis value is significant 
at 0.00 levels. These tests help us prove that the data 
collected and taken for analysis is appropriate and re-
liable [17], which show the initial and extracted com-
monalities. 
Table 1
KMO & Bartlett’s test
Kaiser – Meyer – Olkin Measure of 
Sampling Adequacy 0.797

Bartlett’s Test of 
Sphericity

Approx Chi. Square 763.532
Df 91
Sig .000

The communalities describe the amount of Vari-
ance variable shares with all other variables taken in 
the study. From Table 2, we can see that the initial 
communality value is equal to 1(as can be seen, the 
unities are inserted in diagonal of correlation matrix) 
for all the variables taken into the factor analysis mod-
el. The SPSS, by default, assigns a communality value 
of 1 to all the variables. As shown in the third column 
of the Table 2, the extracted commonalities estimate 
the Variance in each variable, which can be attributed 
to factors in the factor solution. The commonalities in 
the table are high, which indicates that the extracted 
components represent the variables well. 
Table 2
Communalities

Initial Extraction
Basic Req C1 1.000 .530

Know C2 1.000 .673
Consideration C3 1.000 .532

Recall C4 1.000 .495
bl1 C5 1.000 .615
bl2 C6 1.000 .729
bl3 C7 1.000 .743
bl4 C8 1.000 .660
bi1 C9 1.000 .670
bi2 C10 1.000 .549
bi3 C11 1.000 .644
bv1 C12 1.000 .608
bv2 C13 1.000 .644
bv3 C14 1.000 .443

Table 3 shows the total variances of all the 14 vari-
ables. Among the 14 variables, only four factors are 
having more than one as Eigenvalue. The first four 
factors combined account for 60.957% of the total 
variances explained. These components are – consid-
ering CSR as a basic requirement by millennials while 
buying, awareness about brands associated with CSR, 
giving more attention and focus to brands and con-
sider such brands for purchase, quick recall of brand 
elements of organizations that practice CSR [18].

The scree plot helps us identify the component, 
which makes a significant difference, shown in Fig-
ure 1, which is judged based on the slope of the graph. 
We can observe in this graph that the components 
represent the X-Axis, and Eigenvalues represent the 
Y-Axis. Now the part of the graph that has a steep 
slope those components indicate a good percentage of 
the total variance explained by that component and, 
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therefore, it is justified; the part which has a shallow 
slope explained that those factors have a lesser contri-
bution, which indicates the ideal number of compo-
nents are four, as indicated above [19].

4.3. Rotated Component Matrix 
The originally unrotated factor is often difficult to 

interpret; thus, a rotation is required to ease out that 
difficulty as the original factors may be numerically 
correct but difficult to analyze. 

Table 4 shows the rotated component matrix. In this 
table, we should ignore the signs and consider the max-
imum of each row, which will show that the respective 

variable belongs to the respective factor. The rotated 
component matrix helps to determine the representa-
tiveness of each component. The first factor is highly 
correlated with a brand image (continue to purchase 
products/services from a socially responsible organiza-
tion even if it increases the price slightly). The second 
factor is highly correlated with brand value (Strong CSR 
activities help identify brands of the company). The third 
factor is highly correlated with brand loyalty (CSR ac-
tivities increase the trust I have in a brand). The fourth 
factor is highly correlated with recognizing and knowing 
companies that engage in CSR activities [20]. The com-
ponent Transformation Matrix is shown in Table 5.

Table 3
Total variance explained

Compo-
nent

Initial Eigenvalues Extraction Sums of Squared Load-
ings Rotation Sums of Squared Loadings

Total % of Vari-
ance

Cumulative 
% Total % of Vari-

ance
Cumulative 

% Total % of Vari-
ance

Cumulative 
%

C1 4.500 32.140 32.140 4.500 32.140 32.140 2.650 18.930 18.930
C2 1.806 12.901 45.040 1.806 12.901 45.040 2.339 16.710 35.640
C3 1.155 8.248 53.289 1.155 8.248 53.289 1.993 14.239 48.879
C4 1.073 7.668 60.957 1.073 7.668 60.957 1.551 11.077 60.957
C5 0.921 6.576 67.532
C6 0.819 5.850 73.382
C7 0.767 5.478 78.860
C8 0.598 4.268 83.128
C9 0.538 3.843 86.971
C10 0.464 3.315 90.287
C11 0.442 3.154 93.440
C12 0.387 2.762 96.202
C13 0.273 1.952 98.155
C14 0.258 1.845 100.000

 
Figure 1: Scree plot
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Table 4
Rotated component matrix

Component
1 2 3 4

C1 -0.150 -0.145 0.107 0.689
C2 0.043 0.241 0.089 0.778
C3 0.133 0.180 0.648 0.247
C4 0.270 0.398 0.064 0.509
C5 0.468 0.141 0.581 0.199
C6 0.430 0.168 0.716 0.055
C7 0.855 -0.038 0.087 -0.052
C8 0.690 0.413 -0.068 0.096
C9 0.007 0.744 0.334 -0.072
C10 0.188 0.690 0.163 0.101
C11 0.683 -0.090 0.370 -0.180
C12 0.638 0.393 0.165 0.140
C13 0.068 0.762 0.175 0.167
C14 -0.101 0.278 0.596 -0.210

Table 5
Component transformation matrix

Compo-
nent 1 2 3 4

1 0.597 0.562 0.518 0.245
2 -0.693 0.465 0.034 0.550
3 0.240 -0.570 -0.300 0.786
4 -0.326 -0.379 0.854 -0.143

5. Discussion and Managerial Implications
Today, every company wants to increase its Mar-

ket Share, Top line and Bottom Line and develop a 
strong bond with its consumers. Consumers also to-
day are taking informed decisions while purchasing 
products. Based on the analysis conducted, it can be 
observed that if consumers relate to the organization 
and its CSR initiatives, then they are ready to shell out 
the extra amount to purchase the same product if the 
prices have increased, and this is because of a favorable 
brand image built by the company. The positive brand 
image makes the purchase process easier for the con-
sumer and makes them feel that the brand is sincere 
and has a clear vision and goal. The second aspect is 
of brand value where strong CSR activities help in bet-
ter identification of brands, which has been observed 
in the consumer durables space where people related 
with P&G [21], through its CSR program ‘P&G Shik-
sha.’ Coca – Cola massive transportation fleet contrib-
uted to near four million metric tons of greenhouse 
gases. The company switched to alternatively fuelled 

vehicles, which make their supply chain environment 
friendly. Their initiatives are expected to reduce their 
carbon footprint by 25% in 2020. The consumers have 
appreciated such sustainable initiatives [22]. The third 
important factor which has been identified is Brand 
Loyalty. (Griffin, 1995) In his book on Customer Loy-
alty, he has classified customers into seven types, from 
prospects to advocates. He believes loyalty can be built 
on product differentiation and buyer preference [23]. 
Thus, if CSR managers enforce in their organizations 
to make sustainable products, customers can be won 
on product differentiation. Through CSR activities, 
we can develop a choice for the buyer. He prefers 
the brand as the brand invests back in society. Thus, 
through this, we can build a strong base of brand ad-
vocate consumers who are the brand’s voice for its sus-
tainable initiatives. Thus, interim, the brand will build 
loyalty among its consumers [24]. The fourth aspect 
is related to recognizing a company that has already 
invested in CSR. Thus, assume as manager of a com-
pany if a consumer walks into a store. There are many 
brands available, and your product is also on the shelf; 
all these products have similar features. How would 
you create a differentiation in the minds of the con-
sumer through your positioning? [25],Thus based on 
the survey data, we can conclude that the companies 
that invest in CSR are more recognizable. The impli-
cation for marketing is here is that your customer ac-
quisition and retention cost go down as the customer 
knows you and wants to be associated with you for 
your initiatives.

6. Limitations and Future Scope of Research
The sampling method used is convenience sam-

pling, as millennials, with knowledge of CSR is lim-
ited in geography. For further research, the topic can 
be restricted to analyze the impact of a particular CSR 
activity on the company’s revenue [26]. The study fo-
cuses more on the marketing front of an organization. 
Further research on other verticals can be studied. 
CSR activities help develop a favorable brand image 
that helps to attract a better pool of talent or do CSR 
activities build investor confidence [27].

7. Conclusion
Based on the research objectives, we can observe 

that companies that invest in CSR are extremely im-
portant for Millennials. According to them, compa-
nies should invest in CSR activities and build products 
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& services, which solve a real problem, related to soci-
ety and communicate their initiatives. The communi-
cation of their activities and initiatives is having a di-
rect impact on various functions of the organization. It 
is helping to fulfill some of the marketing goals of the 
organization. These millennials who are today sup-
porting the company’s initiatives are also future cus-
tomers of the organization. Thus, the CSR activities 
are helping to build a favorable relationship with this 
consumer segment. We can conclude from this study 
that corporate social responsibility does have a strong 
role in building brand loyalty and purchase Consider-
ation in the consumers and, when CSR initiatives are 
undertaken properly, it can help companies create a 
sustainable competitive advantage in the market and 
can also gain a bigger slice of perception of the con-
sumers.
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