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Impact of CSR Practices on Consumer Buying
Behaviour
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Abstract

CSR stands furLC-;}rpﬂralu Social Responsibility, which is understood by studying
what companies give back to the society. Il is done in the form of women
empowerment, child education, protecting environment and pruﬁiding medical
facilities, Sometimes, these practices also help companies to take competitive
advantage. On the other hand, consumer behaviour is the behaviour shown by
the consumer at the time of purchasing. If we see in our society, 70-75% consumers
are emotional in nature and are easily attracted by these promotional tools, This
research paper examines the impact of CSR practices on consumer buying
behaviour. Despite the increasing CSR, it is still one of the most debated topics,
this research is aimed to determine interest in corporate social responsibility
and its marketing practices, the role of CSR has little been explored in the area of
stationery products and marketing. The major problem found by researchers is
that a little group of society is aware about the CSR practices and their effects.
Therefore, the present research finds (a) the relationship between corporate
social responsibility and consumer preference and (b) consumers attitude towards
corporate social responsibility practices-as a social welfare or as an advertising
or promotional tool.

Keywords: Corporate social responsibility, consumer behaviour, brand
preference, marketing.

Introduction

Business is needed to understand its social responsibility that the main task and

objective for it is not to generate extra income and to become rich and transter

the money abroad, but to look and evaluate what a businessman has done for the

country, for the people, on whose account he or she has become so rich. CSR

stands for the Corporate Social Responsibility, which is understood by monitoring
and evaluating that what a company give back t society in terms of welfare, CSR
aims to embrace responsibility for corporate actions and to encourage a positive
impact on the environment and stakeholders including consumers, employees,
investors, communities, and others. In India, companies have a separate and
specialized department of employees that are responsible for performing CSR
activities. They formulate policies and strategies for their CSR programs and
Jlocate budget for it. Sometimes, companies collaborate with non-governmental
ations (NGOs) use of their expertise to execute their programs,
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