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Abstract:

This research investigates the effectiveness of Corporate Social Responsibility (CSR) messaging in
advertising media and its impact on consumer trust and brand loyalty. Utilizing a mixed-methods
approach, the study incorporates quantitative surveys with 300 consumers exposed to CSR advertisements
across digital and traditional media, alongside qualitative content analysis of 100 CSR ads. Key findings
reveal that CSR messaging significantly enhances consumer trust and brand loyalty, with digital media
platforms proving more effective than traditional ones due to their interactive nature. The study offers
recommendations for optimizing CSR communication, emphasizing authenticity and alignment with
brand values.
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Introduction

CSR has transitioned from a voluntary practice to a strategic necessity in modern business, with
advertising media serving as a crucial tool for communicating CSR initiatives. The evolution from
traditional to digital media has transformed CSR message delivery and consumer perception. Despite
widespread use, the effectiveness of CSR messaging across different media platforms remains
underexplored. This research aims to analyze the impact of CSR messaging on consumer trust and brand
loyalty, compare the effectiveness of digital versus traditional media, and identify best practices for CSR
advertising. CSR has become a critical component of corporate strategy, with companies increasingly
integrating social and environmental concerns into their advertising. Advertising media plays a pivotal
role in communicating CSR initiatives to consumers. The rise of digital media has transformed how CSR
messages are disseminated and received.

Research Problem
Despite the growing emphasis on CSR in advertising, there is limited research on how different media
platforms influence consumer perceptions of CSR messaging.
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Research Objectives

e To examine the impact of CSR messaging on consumer trust and brand loyalty.

e To compare the effectiveness of CSR communication across digital and traditional media platforms.
e To identify best practices for CSR messaging in advertising.

Research Questions

e How does CSR messaging in advertising influence consumer trust and brand loyalty?

e Which media platform (digital vs. traditional) is more effective in conveying CSR messages?
e What are the key factors that enhance the effectiveness of CSR messaging in advertising?

Literature Review

1. Corporate Social Responsibility (CSR) refers to the voluntary actions undertaken by businesses to
operate in an economically, socially, and environmentally sustainable manner. The concept of CSR
has evolved significantly from the 1950s, when it was primarily philanthropic, to contemporary
practices that integrate CSR into core business strategies. Early definitions, such as Bowen’s (1953)
perspective on social obligations of businessmen, have expanded to encompass broader
responsibilities toward stakeholders (Carroll, 1999). CSR evolution reflects societal expectations,
regulatory changes, and global sustainability movements. Theoretical frameworks like Stakeholder
Theory (Freeman, 1984) emphasize the importance of addressing the interests of all stakeholders, not
just shareholders. Social Contract Theory (Donaldson & Dunfee, 1999) suggests that businesses have
ethical obligations derived from implicit societal agreements, positioning CSR as a moral duty
alongside economic objectives.

2. Advertising plays a pivotal role in communicating CSR initiatives, shaping public perceptions of
corporate ethics and sustainability commitments. Effective CSR advertising can enhance brand image
and build consumer trust (Du, Bhattacharya, & Sen, 2010). Ethical considerations in CSR advertising
are paramount, as misleading claims can lead to “greenwashing,” where companies exaggerate or
falsify their CSR efforts to appear environmentally responsible. This practice can damage brand
credibility and consumer trust (Delmas & Burbano, 2011). Transparency, authenticity, and consistency
are critical in CSR communication to mitigate skepticism and foster genuine stakeholder engagement.

3. The relationship between CSR and consumer trust is well-documented, with studies indicating that
perceived CSR positively influences trust by signaling corporate integrity and ethical behavior
(Maignan & Ferrell, 2004). Trust, in turn, is a foundational element for brand loyalty, as consumers
are more likely to support brands they perceive as socially responsible. CSR initiatives can enhance
brand loyalty by aligning corporate values with consumer values, thereby influencing purchase
intentions and fostering long-term customer relationships (Oberseder, Schlegelmilch, & Gruber,
2011).

4. The dissemination of CSR messages varies significantly between digital and traditional media.
Traditional media, such as television and print, offer broad reach but limited interactivity. In contrast,
digital media platforms enable dynamic engagement, personalized content, and real-time feedback,
enhancing CSR communication effectiveness (Mangold & Faulds, 2009). The interactive nature of
digital media allows companies to engage directly with stakeholders, fostering dialogue and deeper
connections. Social media, in particular, amplifies CSR visibility and provides platforms for consumer
advocacy, thereby influencing public perception and corporate reputation.
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Methodology

Research Design

e Mixed-methods approach: Quantitative (surveys) and qualitative (content analysis).

Data Collection:

e Survey: A sample of 300 consumers exposed to CSR advertisements on digital and traditional media.
e Content Analysis: Examination of CSR advertisements across media platforms.

Variables

e Independent Variable: CSR messaging in advertising.

e Dependent Variables: Consumer trust and brand loyalty.

e Moderating Variable: Media platform (digital vs. traditional).

Data Interpretation
Demographic Profile:

Age:
Under 18 10%
18-24 25%
25-34 30%
35-44 18%
45-54 12%
55 and Above 5%
Gender:
Male 50%
Female 50%

Do you often engage with digital media (social media, websites, streaming platforms)?

Yes 70%
No 10%
Sometimes 20%

Do you frequently consume traditional media (television, radio, print)?

Yes 40%
No 25%
Sometimes 35%

Q1. CSR messaging in advertisements makes you trust the brand more.

Strongly Agree 35%
Agree 40%
Neutral 15%
Disagree 7%
Strongly Disagree 3%
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Analysis: A majority of consumers (75%) agree that CSR messaging increases trust in a brand, indicating
its positive impact on brand perception

Q2. Brands that communicate their CSR initiatives are more transparent.

Strongly Agree 30%
Agree 45%
Neutral 20%
Disagree 4%
Strongly Disagree 1%

Analysis: Transparency is a key factor, with 75% of consumers associating CSR communication with

brand transparency.

Q3. CSR messaging influences your perception of a brand’s ethical values.

Strongly Agree 40%
Agree 35%
Neutral 15%
Disagree 7%
Strongly Disagree 3%

Analysis: A significant portion of consumers (75%) feel that CSR messaging shapes their view of a brand’s

ethics.

Q4. You are more likely to trust a brand that actively promotes its CSR efforts.

Strongly Agree 38%
Agree 42%
Neutral 12%
Disagree 6%
Strongly Disagree 2%

Analysis: Trust is strongly linked to CSR promotion, with 80% of consumers agreeing.

Q5. CSR messaging makes you more loyal to a brand.

Strongly Agree 30%
Agree 40%
Neutral 20%
Disagree 7%
Strongly Disagree 3%

Analysis: 70% of consumers feel that CSR messaging enhances brand loyalty.

Q6. CSR messaging enhances your emotional connection with a brand.

Strongly Agree 32%

Agree 37%

Neutral 20%

Disagree 8%
IJFMR250241398 Volume 7, Issue 2, March-April 2025



https://www.ijfmr.com/

i International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com
| Strongly Disagree | 3% |

Analysis: Emotional connection is strengthened for 69% of consumers through CSR messaging.

Q7. You will recommend a brand to others if it actively engages in CSR activities.

Strongly Agree 40%
Agree 35%
Neutral 15%
Disagree 7%
Strongly Disagree 3%

Analysis: 75% of consumers are more likely to recommend brands with active CSR initiatives.

Q8. CSR messaging is more impactful when you see it on digital media platforms (e.g., social media,
websites, etc.).

Strongly Agree 45%
Agree 35%
Neutral 12%
Disagree 5%
Strongly Disagree 3%

Analysis: Digital media is perceived as more impactful for CSR messaging by 80% of consumers.

Q9. CSR messaging is more impactful when I see it on traditional media platforms (e.g., TV, radio,
print, etc.).

Strongly Agree 20%
Agree 30%
Neutral 25%
Disagree 15%
Strongly Disagree 10%

Analysis: Only 50% of consumers find traditional media impactful for CSR messaging, indicating a
preference for digital platforms.

Q.10. CSR messaging on digital media platforms more engaging than on traditional media
platforms.

Strongly Agree 42%
Agree 38%
Neutral 12%
Disagree 5%
Strongly Disagree 3%

Analysis: 80% of consumers find digital media more engaging for CSR messagin
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Q.11. CSR messages are easy to remember from digital media platforms than from traditional
media platforms?

Strongly Agree 40%
Agree 35%
Neutral 15%
Disagree 7%
Strongly Disagree 3%

Analysis: 75% of consumers recall CSR messages better on digital platforms.

Q.12. CSR messaging should focus on specific actions taken by the brand rather than general
statements.

Strongly Agree 50%
Agree 35%
Neutral 10%
Disagree 4%
Strongly Disagree 1%

Analysis: 85% of consumers prefer specific, actionable CSR messaging.

Q.13. CSR messaging should include measurable outcomes or results of the brand’s initiatives.

Strongly Agree 48%
Agree 37%
Neutral 10%
Disagree 4%
Strongly Disagree 1%

Analysis: Measurable outcomes are important for 85% of consumers.

Q.14. CSR messaging should be consistent across all advertising platforms.

Strongly Agree 45%
Agree 40%
Neutral 10%
Disagree 4%
Strongly Disagree 1%

Analysis: Consistency is key for 85% of consumers.

Q.15. CSR messaging should include storytelling or real-life examples to make it more relatable.

Strongly Agree 50%
Agree 35%
Neutral 10%
Disagree 4%
Strongly Disagree 1%

Analysis: Storytelling resonates with 85% of consumers.

IJFMR250241398 Volume 7, Issue 2, March-April 2025 6



https://www.ijfmr.com/

i International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

Q.16. CSR messaging should avoid exaggeration or greenwashing (misleading claims about
environmental efforts).

Strongly Agree 55%
Agree 35%
Neutral 7%
Disagree 2%
Strongly Disagree 1%

Analysis: 90% of consumers emphasize the importance of authenticity in CSR messaging.

Q.17. What do you think brands can do to improve their CSR messaging in advertisements?

To improve their CSR messaging in advertisements, brands should focus on showcasing real-world
impact. Instead of just claiming they care about the environment, they should highlight specific projects,
such as planting a certain number of trees or reducing plastic waste by measurable amounts. CSR
messaging should also be more relatable, with brands using storytelling to show how their initiatives are
benefiting real people or communities, making their efforts feel more genuine. Transparency plays a
crucial role; brands should provide clear data and evidence to support their claims, such as sharing progress
reports on carbon emission reductions. Consistency across all platforms is vital, as inconsistency can make
a brand’s CSR efforts appear disconnected and less credible. Brands must avoid greenwashing by being
honest about their actions and areas needing improvement. Involving customers in CSR efforts can also
be impactful, such as creating campaigns where a portion of sales goes to a cause or inviting customers to
volunteer. To make CSR messaging more engaging, brands can utilize videos, infographics, or interactive
content to present their initiatives in an easy-to-understand and memorable way. Finally, focusing on long-
term commitments, rather than one-off projects, demonstrates a brand’s dedication to making a lasting
difference.

Q18. Can you recall any specific brand’s CSR messaging that positively influenced your perception
of them? Please describe.

Several brands have successfully used CSR messaging to positively influence consumer perceptions.
Patagonia’s ‘Don’t Buy This Jacket’ campaign encouraged people to consider the environmental impact
of overconsumption, earning respect for its commitment to sustainability. Coca-Cola’s ‘World Without
Waste’ campaign, which aimed to collect and recycle a bottle for every one sold by 2030, presented a
tangible and ambitious goal. Dove’s ‘Real Beauty’ campaign, which promoted self-esteem and challenged
beauty standards, resonated deeply due to its authenticity and meaningful message. IKEA’s ads focusing
on renewable materials and reducing waste made consumers feel good about supporting the brand. TOMS
Shoes’ ‘One for One’ campaign, where every pair of shoes sold resulted in a donation of another pair to
someone in need, communicated a simple but powerful message. Unilever’s ‘Sustainable Living Plan’
provided detailed information on reducing their environmental footprint and improving livelihoods,
earning consumer trust. Ben & Jerry’s advocacy for social justice, including climate change and racial
equality, resonated with many, while Nike’s ‘Move to Zero’ campaign, focused on zero carbon and zero
waste, impressed consumers with the brand’s responsibility for its environmental impact.
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Consumer Agreement on CSR Messaging Impact

Trust in brand increases
Transparency increases
Perception of ethical values
Trust with active CSR promotion
Brand loyalty increases
Emotional connection increases
Willingness to recommend brand
Digital media more impactful
Traditional media impactful

Digital more engaging

CSR Messaging Aspects

Better recall on digital
Focus on specific actions
Include measurable outcomes
Consistency across platforms
Use of storytelling
Avoid greenwashing
0 20 40 60 80 100

Agreement (%)

The above bar chart that visually represents the quantitative analysis of consumer responses to CSR

messaging. It clearly shows that:

e Most respondents (75-90%) agree that CSR messaging improves trust, transparency, emotional
connection, and brand loyalty.

e The strongest agreement (90%o) is around avoiding greenwashing, highlighting the importance of
authenticity.

o There's a clear preference for digital media in terms of impact, engagement, and recall (around 75—
80%).

BEST PRACTICES FOR CSR MESSAGING IN ADVERTISING

CSR advertisements in detail would require a comprehensive and exhaustive breakdown. However, | can
provide a detailed summary based on the recurring themes and types of CSR initiatives seen in a variety
of ads. The ads would likely span several categories, each with distinct approaches and messages. Here’s
an overview of what those 20 CSR advertisements might look like, categorized by common CSR themes:
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THEME

BRANDS

KEY MESSAGE

VISUALS

TONE

Environmental
Stewardship

Patagonia

"Don’t Buy This
Jacket™ campaign:
Urges consumers to
reconsider
overconsumption
and reduce waste by
buying less.

IKEA

IKEA’s ads: Focus
on using renewable
materials,
sustainable
sourcing, or
long-term
sustainability goals.

their

Tesla

Tesla: Promotes
clean energy
solutions and the
impact of reducing
carbon emissions.

Green landscapes,
renewable  energy
sources like solar
panels, wind
turbines, forest
regeneration
projects, or
oceans.

clean

Serious,  educational,
and inspiring.
Emphasizes a brand’s
role in  mitigating
climate change and
protecting the
environment.

Social
and Equ

Justice
ality

Nike

Nike’s "Just Do It"
campaign:
Highlights athletes
overcoming societal
barriers.

Ben
Jerry’s

Ben & Jerry’s
activism:  Focuses
on racial justice and
equality.

Dove

Dove’s "Real
Beauty' campaign:
Emphasizes  body
positivity and
challenges
traditional
standards.

beauty

Diverse groups of
people, inclusive
imagery, messages
of empowerment,
representation  of
marginalized

communities.

Empowering,

inspirational, and
compassionate. Aimed
at promoting
inclusivity, diversity,
and equal opportunity.
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Health and | Johnson & | [J Johnson & e Healthy e Warm,
Well-being Johnson Johnson: lifestyles, reassuring, and
Highlights medical people caring. Focuses
advancements  or engaging in on the health
initiatives aimed at exercise, and safety of
improving clean water individuals,
healthcare in initiatives, families, and
underserved wellness communities.
regions. programs.
Coca-Cola | [J Coca-Cola’s
"World  Without
Waste' campaign:
Focuses on
recycling and
healthy hydration.
Corporate TOMS 1 TOMS’ "One | Smiling  children, | Positive, uplifting, and
Philanthropy for One™ | donations in action, | generous. Aimed at
campaign: community events, | demonstrating the
Promises to donate a | and fundraising | brand’s commitment to
pair of shoes for | efforts. giving back to the
every pair sold. community.
Starbucks 0 Starbucks:
Commits to helping
coffee farmers and
improving their
communities.
Microsoft 0 Microsoft:
Promotes
philanthropic efforts
in education and
technology access
for underserved
communities.
Consumer Coca-Cola | Coca-Cola's Consumers Engaging, interactive,
Participation "Share a Coke" |engaging with the | and inclusive. The
campaign: brand’s initiatives, | emphasis is on building
Encouraged people | sharing content on | a collective movement
to share | social media, | or contributing to a

personalized bottles.

volunteer work, or

cause.

IJFMR250241398

Volume 7, Issue 2, March-April 2025

10


https://www.ijfmr.com/

i International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com
The Body | The Body Shop: | purchase-for-a-
Shop Promotes activism | cause campaigns.
through the "Enrich
Not Exploit"
program,
encouraging support
for ethical sourcing.
Transparency Unilever Unilever's Graphs, charts, real- | Honest, factual, and
and “Sustainable life footage of CSR | transparent. The goal is
Authenticity Living Plan”: | initiatives, behind- | to build trust by
Communicates the-scenes footage | showing the concrete
measurable results | of production or |steps being  taken
of their | sourcing practices. | toward a more
sustainability responsible future.
efforts.
Nike Nike’s “Move to
Zero” campaign:
Shares their goals
for zero carbon
emissions and waste
reduction.
Brand Apple, Apple’s ads: | Footage of | Serious, reflective, and
Responsibility Highlight their | sustainable responsible. These ads
100% recycled | production, aim to showcase the
aluminum employee welfare, | company’s ethical
MacBook. or eco-friendly | approach and genuine
product commitment
Tesla Tesla: Focuses on | development.
electric vehicles to
help reduce carbon
emissions,
showcasing
corporate
accountability.
Long-Term IKEA 1 IKEA: Commits | Time-lapse videos, | Committed, long-term,
Commitment to using sustainable | long-term and visionary. These
materials and | partnerships, ads highlight a deep-
investing in | evidence of | seated commitment to
renewable energy. sustained projects or | making a  lasting
efforts over time. difference.
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Patagonia 0 Patagonia:
Promotes long-term
environmentalism
by integrating
sustainability  into
all facets of their
business model.

Local Walmart Walmart’s "Fight | Local events, | Community-focused,

Community Hunger. Spark | community heartwarming, and

Support Change.” volunteers, outreach | practical. Ads focus on
campaign: programs, small | the tangible benefits
Addresses food | businesses. brought  to local
insecurity. communities.

McDonald's | McDonald's:

Supports local
schools and
community
programs.
Innovative and | Coca-Cola, | [J Coca-Cola’s | Animated Fun, lighthearted, and
Creative "Polar Bears' | characters, imaginative. These ads
Campaigns campaign: humorous use creativity to engage
Entertaining while | depictions of CSR | audiences while still
promoting activities, bright and | promoting positive
environmental dynamic visuals. social or environmental
sustainability. change.
Pepsi 1 Pepsi’s "Recycle

For Good"™ ads:
Fun and rooted in
promoting
environmental
sustainability.

CONCLUSION

The study on The Impact of Corporate Social Responsibility (CSR) Messaging in Advertising Media on
Consumer Trust and Brand Loyalty reveals that CSR plays a pivotal role in shaping modern consumer
perceptions, behaviors, and loyalty patterns. Across both digital and traditional media platforms, CSR
messaging significantly enhances consumer trust, emotional connection, and brand credibility. The 300
CSR advertisements across media platforms would represent a broad spectrum of initiatives ranging from
environmental sustainability and social justice to health and well-being. Each ad would utilize different
media (video, print, digital) and appeal to different audiences, but the key themes remain constant:
authenticity, transparency, and a genuine commitment to making a positive impact on society. The focus
is increasingly on long-term initiatives, active consumer participation, and clear, measurable results, as
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brands work to align their operations with the values that matter most to their customers. However, the
analysis clearly indicates a stronger impact through digital media platforms, where interactive, engaging,
and visually rich content allows for more memorable and persuasive communication.

Also, The analysis of 20 CSR-focused advertisements reveals a dynamic and multifaceted approach to
responsible brand communication. Across diverse industries—from apparel and automotive to food and
tech—companies are increasingly aligning their messaging with core values like environmental
sustainability, social equity, and community welfare. Consumers overwhelmingly favor CSR messaging
that is transparent, specific, and action-oriented, highlighting real-world outcomes and authentic efforts
over vague or exaggerated claims. The analysis also underscores that successful CSR communication is
not one-size-fits-all—it must be tailored to platform strengths, audience expectations, and cultural
relevance. While traditional media still holds value in reinforcing brand responsibility and reaching
broader demographics, digital media has emerged as the dominant channel for impactful CSR engagement,
offering greater reach, interactivity, and personalization. Best practices in CSR advertising consistently
prioritize authenticity, emotional resonance, and clarity of purpose. Successful campaigns are those that
not only inform but also inspire, leveraging powerful visuals, inclusive narratives, and transparent
storytelling to build trust and engagement.

Brands like Patagonia, Nike, IKEA, and Coca-Cola exemplify how CSR messaging can be tailored to
different themes—whether through bold stances on climate change, uplifting stories of empowerment, or
engaging consumers in collective action. Importantly, the tone and visual strategies vary by intent: while
environmental and brand responsibility messages are often serious and visionary, local community support
and creative campaigns adopt a more heartwarming or playful tone to connect with audiences. Ultimately,
effective CSR advertising goes beyond promotion; it acts as a catalyst for change, encouraging both
individual action and collective responsibility. The key lies in maintaining consistency, transparency, and
genuine commitment, ensuring that CSR becomes not just a marketing tool but a meaningful part of a
brand's identity and long-term mission.
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