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Abstract

Corporate social responsibility has become
more popular across the board. Business
ORIGINAL ARTICLE organi zations have al so cometo therealization that
the Government cannot successfully uplift the
underprivileged in society on its own. As a result,
the current societal marketing concept of
busi nesses has continuously changed, resultingin
the development of a fresh idea: corporate social
responsibility. Many of the top businesses in the
world have come to under stand how important it
is to support socially conscious projects in order
to promote their own brands. Therefore, the
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Introduction

In recent decades, corporate socia responsi bility, sometimesknown as CSR, hasreceived agrowing
amount of attention. Corporatesocid resoong bility (CSR) isamanagement concept that encouragesbus nesses
toincorporate social and environmental issuesinto their daily operationsand relationshipswith diverse
stakeholders. Corporate social responsibility (CSR) generally refers to a company’s attempts to balance its
commitments to economic, environmental, and social goals while also meeting the expectations of its
stakeholders and shareholders.

Recent yearshave seenariseininterest in corporate social responsbility, which continuesto beatopic
of vigorous debate among academicsand industry professionals. In recent years, asaresult of devel opments
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in bothindustry and soci ety, the general public hasbeen paying agreater amount of attention to concernsof
corporate socia responsibility (CSR). Because companies have made efforts to improve their public
gppearancesby havingabeneficia effect on society, cusomersno longer placeahigh premium onthe corporate
socid respong bility that companies are expected to uphold.

Therearetwo primary explanationsfor therisein emphasison CSR: To begin, companiesare coming
totheredisation that CSR isnecessary to their continued success. Second, they recogni sethe significance of
providing financia ass stanceto charitable organisations, which inspiresthem to participatein activitiesthat
promote socia responsibility. Inaddition, themajority of companiesfed that participatingin CSRwill assist
them in being better recognised to thegenerd public. Thisisdueto thefact that doing actsof kindnessasssts
acompany indevel oping favourable public viewsaswe | asastrong reputation. Asaconsequenceof this, a
company that followstheplanit devised for itssocia respons bility may enhanceitsreputation and get an edge
over itscompetitors. CSR and corporate brand images areredlly quite strongly tied to one another, despite
thefact that thereare not many studiesontheissue. Thisisoneof thethingsthat prompted theresearchinthe
first place.

Asaresult, we can concludethat CSR in Indianowadaysis approached in away that ismore organi zed
and goes beyond simpl e charity and gifts. It hasevolved into an essentia part of theoverall businessplan.
Teamsdedicated to corporate social responsibility (CSR) work inside businessesto devel op specific CSR
policies, strategies, and objectives, aswell asthefinancia resourcesto support CSR programmes. Additiondly,
it may be said that in today’s information-rich society, where the general public has easy access to information,
CSR hasbecomeacrucid component of any successful firm.

Inlight of the above discussion, the researcher tried to fulfill the below mentioned objectivesina
profound manner:

1. To study the Relationship among Economic Responsibilities, Legal Responsibilities, Ethical
Responsibilities and Philanthropic Responsibilities with Level of Company’s Brand Building Strategies
from Beneficiaries’ and company executives* Perspective

2. Tostudythelmpact of Economic Responsihilities, Lega Responsibilities, Ethical Responsibilitiesand
Philanthropic Responsibilities (independent variables) on Level of Company’s Brand Building Strategies
(dependent variable) from Beneficiaries’ and company executives‘ Perspective

Literature Review

Clarence C. Walton first proposed theideaof CSR asacompany volunteer project in his1967 book
“Corporate Social Responsibilities,” which also advanced the notion of a firm’s social responsibility.

The concept of corporate socia responsibility (CSR) roseto prominencein the 1990s. For themodern
problem of social responsibility, Howard R. Bowen’s book “Social Responsibilities of the Businessman” was
acrucia catalyst inthe development of new ideas and approaches. He said that companies should consider
how the decisionsthey make could have an effect on society.

Several studies have shown that customers are increasingly purchasing items based on a company’s
socid respongbility. Thistrend isexpected to continue (Forteand Lamont, 1998).

A survey was conducted by the Confederation of Indian Industry (2002) in collaboration with the
United Nations Devel opment Program (UNDP), The British Council, and PricewaterhouseCoopers. The
purpose of the survey wasto determinethe most common perceptionsof CSRinIndiaaswell astherolethat
busi nessesdefinefor themsel vesin society (PwC). According to theresearch, thetwo primary reasonswhy
corporationsengage in CSR activities are the aspiration to act asresponsi ble corporate citizens and the
pursuit of animproved brand image. (Edenkamp, 2002).
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Corporatesocid responsibility islikely thetopicthat occupiesthe most mentd spaceinthemindsof all
marketers of brands. Thefindings of moreand more studies show that customersare morelikely to spend
their money with businessesthat sharetheir ideal sand concerns; asaresult, it isessential for businessesto
(Mark Choueke, 2009).

“Corporate social responsibility has basically the same advantages as advertisements since it promotes
abrand or product,” says Scott Beaudoin (2009). As a type of marketing, CSR may thus be considered as an
option. When abrand nameisintegrated into socialy responsiblemarketing, thereisacorresponding risein
both brand recognition and brand awareness. It is abundantly clear that consumers’ perceptions of value and
their actua valuesarerapidly converging. Peoplearemorelikely to patronise companiesthat have thesame
values asthem. Peoplewho were aware of the CSR initiative tended to have morefavourable associations
with the company, demonstrated ahigher level of organisationd identification with thebusiness, and expressed
a stronger desire to use the company’s products, apply for jobs there, and make investments there compared
to respondentswho were unaware of theinitiative. Thiswasthe casefor al three of the af orementioned
factors. CSR action hastheability to devel op not just CSR associations, attitudes, and identities, but also
stakeholders’ intents to contribute personal resources (such as money, time, etc.) to the company’s benefit.
CSR engagement has the capacity to strengthen CSR relationships, attitudes, and identities (Scott
Beaudoin.2009)

In the academic literature, there is an abundance of research on the influence of CSR on brand
performanceindicators such as brand assessmentsand brand loyalty, in additionto corporate performance
(Du, Bhattacharya, & Sen, 2007a). Inlight of this, asignificant corollary isthat for businessesto regp the
benefitsof CSR, they must invest more effort to create awareness (Sankar Sen, Bhattacharyaand Daniel
Korschun, 2006).

Consumer responsesto CSRindicatethat it has positive effectson avariety of cognitiveand affective
(suchasbdli€fs, attitudes, attributions, and identification) aswell asbehaviourd (such asloyalty, evenduring
crisesincluding product harm) outcomes. These results can be found in the responses of consumers. In
general, customers have avery weak capacity to accurately recognise the corporate social responsibility
(CSR) programmesof thebusinessesthat they support financidly. Bdiefs, atributions, atitudes, and identification
arethefour company-specific outcomesthat are connected to theinternd (i.e., menta and emotiond) reactions
of consumersto the CSR programme (Bhattacharyaand Sen, 2003).

According to Angshuman Paul (2007), corporate socia responsibility doesnot help to progressa
brand, and theinfluence of CSR can never bevisibleintheprofit and loss statement of afirm. CSR makesa
contribution to the overarching objectives of acorporation sinceamore affluent society will haveagreater
pool of prospective consumersintheyearsto come.

Gopalkrishna (1992) investigated the attitudes of large-scale firm managersin Indiatoward the
implementation of CSR. Thevast mgority of managerswere of the opinion that changeswereoccurringin
society’s values, and that industry played a vital role in the transition from a capitalist society to a socialist one.
Itis in the company’s long-term advantage to become directly engaged in social problems, and industry has
therequisiteresourcesand skill to get involved insocia action programmes. Getting directly involvedinsocid
issues. There has been arise in the public’s desire for socially responsible behaviour on the part of business,
and socia action programmes provide afavourableimagein the eyesof thepublic.

Thefunction of businessin modern society has undergone profound shifts. Along with thegrowing
socid regulatory demands, there has a so been agrowth in the knowledge of how the effectsof businesson
soci ety and the environment. The processes of hiring employees, bringingin money, and paying taxeshaveal
becomemorecomplicated in recent years. It isnow expected of businessesto behaveethicdly, beresponsible,
and contributeto the advancement of society (Brown, 2001).
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Both society and commerce arereliant on one another; one cannot exist without the other (Davisand
Frederick, 1985). Asaconsequence of this, thereisalink that goesin both directions between businessand
society. Customers havetheright to switch to the goods and services of adifferent company, expresstheir
displeasure to family and friends, refrain from investing in the company’s stock, turn down employment
opportunities, and participate in a boycott of the company’s goods and services if the company engages in
poor corporate citizenship practises (Edenkamp, 2002).

The contemporary consumer hasafar morein-depth comprehens on of corporatesocid responsbility.
Future marketing will be dominated by corporate social responsibility (Harish Bijoor, 2008). CSRisan
important factor, especially in developing arelationship of trust with the client base. Because customersin
devel oping economiesarelooking for itemsthat are both useful and durablefor alonger period of time, and
because rapid obsolescence is less of a problem than it is in established markets, the consumer’s view of the
corporatebrandisof critica sgnificance. Evenif they are not on the cutting edge of technological development,
abusinessthat hasbuilt asolid reputation for producing durable, high-quality products may gain asignificant
advantagein new market segmentsviatheir ability to differentiate themsel vesfrom their competitors (Harish
Bijoor, 2008).

Inrecent years, businessesall over the globe have begunto acknowledge the significance of intangible
assets, such asthereputation of their brands and the moral e of their employees. Theseintangible assetswill
only be ableto be converted into competitive advantagesfor companiesif they have gained the confidence of
the genera public and shown that they are good examples of corporations (Edenkamp, 2002). Corporate
social responsibility islikely thetopic that occupiesthe most menta spacein themindsof all marketers of
brands. Thefindingsof moreand morestudiesshow that customersaremorelikely to spend their money with
businessesthat sharetheir idealsand concerns; asaresult, itisessentia for businessesto (Mark Choueke,
2009).

As aresult of the fact that CSR gives positive publicity to acompany’s brand or product, it generates
effectsthat arepractically equiva ent to those of marketing. Asatypeof marketing, CSR may thusbe considered
asan option. When abrand nameisintegrated into socially responsible marketing, thereisacorresponding
rise in both brand recognition and brand awareness. It is abundantly clear that consumers’ perceptions of
valueandthelr actud vauesarerapidly converging. Peoplearemorelikely to patronise companiesthat have
the samevalues asthem (Scott Beaudoin, 2009)

Research Methodology

In this particul ar research project, the researcher used both a descriptive and exploratory research
design. Primary datawere gathered from ten chosen districtsin the Jammu divison, including Jammu, Doda,
Kathua, Ramban, Reas, Kishtwar, Poonch, Rgouri, and Samba. Thisallowed the goa sto be accomplished
and ensured that the obj ectiveswere met. Questionnaireswere sent out to atotal of 514 CSR beneficiaries
and 213firmleadersin theJammu division in order to obtai n the necessary information. In order to samplethe
data, the quota sampling method was put into practise. In order to achieve the goal s of theresearch, the
gathered information was subjected to SPSS software version 25’s crosstab analysis, correlation analysis,
and multiplelinear regressonandyss.

Data Analysis & Interpretation
Demographic Profileof therespondents

Therearetwo typesof respondentsinthisstudy i.e. CSR beneficiariesand Company executives. On
anayzing thedemographic profileof the CSR beneficiariesit wasfound that there weretota 514 respondents,
out of which 14.2% respondents aged between 21-30 years, 38.9% respondents aged between 31-40
years, 34.8% respondents ages between 41-50 years and 12.1% respondents aged between 51-60 years.
Further, it was also found that out of total 514 respondents, 58.4% respondents were male and 41.6%

MarchtoMay 2023 www.amoghvarta.com \mpact Factor 183
A Double-blind, Peer-reviewed & Referred, Quarterly, Multidiciplinary and SJIF (2023): 5.062
Bilingual Research Journal



ISSN : 2583-3189 (E), 25830775 (P) | A MOGHVARTA Prof. Mahrukh Mé;aé ?\lr(\)NTS?-al rgg

Year-02, Volume-02, |ssue-04

respondents were female. The 19.6% respondents were others, 24.3% respondents were postgraduate,
11.7% respondents were professional ly/technically quaified, 44.4% respondentswere graduate. Further, it
wasfound that out of total 514 respondents, 6.8% respondentswerefrom Government organization, 25.7%
respondentswere from private organi zation, 22.0% respondents were professional s, 14.0% respondents
had businesses, 28.4% werefrom NGO and 3.1% respondents were others.

While analyzing the Demographic Profile of Company Executives, it wasfound that out of total 213
respondents, 17.4% respondents aged between 21-30 years, 36.2% respondents aged between 31-40
years, 19.7% respondents ages between 41-50 years and 26.8% respondents aged between 51-60 years. It
was also found that out of total 213 respondents, 62.0% respondents were male and 38.0% respondents
werefemae. Thequalification of the company executivesreved ed th 14.6% respondentswere others, 19.7%
respondents were post graduate, 34.3% respondents were professionally/technically qualified, 31.5%
respondentswere graduates. The designation of the respondentsrevea ed that out of total 213 respondents,
31.9% respondentswerelower level executive, 48.8% respondentsweremiddlelevel executiveand 19.2%
respondents were senior level executive. Lastly, it was found that out of total 213 respondents, 11.7%
respondentsearnlessthan Rs. 50,000, 58.2% respondents earn between Rs. 50,001 to Rs. 1,00,000,16.9%
respondents earn between Rs. 1,00,001 to Rs. 1,50,000 and 13.1% respondents earn more than 1,50,000.

CorrélationsAnalysis
Rel ati onship among Economic Responsibilities, Legal Responsibilities, Ethical Responsibilitiesand
Philanthropic Responsibilities with Level of Company’s Brand Building Strategies: Beneficiaries’ Perspective:
> Null Hypothesis 1 (H,): Thereisno significant correlations between Economic Responsibilitiesand
Level of Company’s Brand Building Strategies from Beneficiaries’ Perspective.
> Null Hypothesis2 (H,): Thereisno significant correlationsbetween Lega Responsibilitiesand Level of
Company’s Brand Building Strategies from Beneficiaries’ Perspective.
> Null Hypothesis3 (H,): Thereisno significant correl ations between Ethical Respongibilitiesand Level
of Company’s Brand Building Strategies from Beneficiaries’ Perspective.
> Null Hypothesis4 (H,): Thereisno significant correl ations between Philanthropic Responsibilitiesand
Level of Company’s Brand Building Strategies from Beneficiaries’ Perspective.
Table4.1: Correlations

Corréations?

Phila
Level of | Econo nthro
Company | mic |Lega |Ethical | pic
’s Brand |Respon |Respo [Respon [Respo
Building (sibilitie|nsibili |sibilitie |nsibili
Strategies| s ties S ties
Pearson Level of Company’s Brand 1.000| .715| .612, .893| .969
Correlation  |Building Strategies
Economic Responsibilities .715| 1.000| .066| .738| .695
Legal Responsihilities 612| .066| 1.000| .551| .667
Ethical Responsibilities .893| .738| .551| 1.000| .881
Philanthropic Responsibilities 969| .695| .667| .881|1.000
Sig. (1-tailed) |Level of Company’s Brand .| .000| .000| .000| .000
Building Strategies
Economic Responsibilities .000 .| .068| .000| .000
Legal Responsibilities .000| .068 .| .000| .000
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Ethical Responsibilities .000| .000| .000 .| .000
Philanthropic Responsibilities .000/ .000|, .000|, .000 :

N Level of Company’s Brand 514 514, 514 514, 514
Building Strategies
Economic Responsibilities 514| 514| 514| 514| 514
Legal Responsihilities 514| 514| 514| 514| 514
Ethical Responsibilities 514| 514| 514| 514| 514
Philanthropic Responsibilities 514 514, 514 514| 514

a. Selecting only cases for which Type of Respondents = Beneficiaries

Findings

»  EconomicResponsbilities: Thevaueof Correlations Coefficientsispositive(0.715) and significant
(0.000), which means Economic Responsibilitieshas positiveand significant re aionshipwiththe Leve
of Company’s Brand Building Strategies (dependent variable). So, the null hypothesis in this case is
rejected.

» Legal Responsibilities: Thevaueof Correlations Coefficientsispositive (0.612) and significant
(0.000), which meansLega Responsibilitieshaspositiveand significant rel aionshipwiththe Level of
Company’s Brand Building Strategies (dependent variable). So, the null hypothesis in this case is
rejected.

» Ethical Responsbilities: Thevaueof Correlations Coefficientsispositive (0.893) and significant
(0.000), which meansEthica Respons bilitieshaspositiveand significant reationshipwiththeLeve of
Company’s Brand Building Strategies (dependent variable). So, the null hypothesis in this case is
rejected.

>  PhilanthropicResponsbilities: Thevaueof Corre ations Coefficientsispostive (0.969) and significant
(0.000), which means Philanthropic Responsi bilities has positive and significant rel ationshipwith the
Level of Company’s Brand Building Strategies (dependent variable). So, the null hypothesis in this
caseisrejected.

MultipleLinear Regression Analysis

Impact of Economic Responsibilities, Lega Responsbilities, Ethical Respongbilitiesand Philanthropic
Responsibilities (independent variables) on Level of Company’s Brand Building Strategies (dependent variable)
Beneficiaries’ Perspective:

> Null Hypothesis-1 (H,): Thereisno significant impact of Economic Responsibilitieson Level of
Company’s Brand Building Strategies (dependent variable) from Beneficiaries’ Perspective.

> Null Hypothesis-2 (H,): There is no significant impact of Legal Responsibilities on Level of Company’s
Brand Building Strategies (dependent variable) from Beneficiaries’ Perspective.

> Null Hypothesis-3(H,): There is no significant impact of Ethical Responsibilities on Level of Company’s
Brand Building Strategies (dependent variable) from Beneficiaries’ Perspective.

> Null Hypothesis-4 (H): Thereisno significant impact of Philanthropic Responsibilitieson Level of
Company’s Brand Building Strategies (dependent variable) from Beneficiaries’ Perspective.

Inmodel, the proportion of explained variance as measured by R-SQUARE was (R2=0.947) which
indicatesthat about 94.7% of thevariancein dependent variableisexplained by the4 predictor variables

(independent).
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Table4.2: Regression coefficients

Coefficients*P
Standardi
zed
Unstandardized |Coefficie
Coefficients nts Correlations
Std. Zero- |Partia
Model B Error Beta t Sig. | order I Part
1 |(Constant) 203 .058 3.500, .00
Economic .000 .024 .000| -.018| .985| .715|-.001| .000
Responsibilities
Legal -.050 021 -0501-2.372| .018| .612| -.105| -.024
Responsibilities
Ethical 173 .025 .168| 7.000| .000| .893| .296| .071
Responsibilities
Philanthropic 816 .029 .855|28.33| .000| .969| .782| .288
Responsibilities 8
a. Dependent Variable: Level of Company’s Brand Building Strategies
b. Selecting only cases for which Type of Respondents = Beneficiaries

Findings

>

Regression coefficientsval ues.

Economic Responsibilities: Theva ueof Standardised Coefficients (Beta) is0.0 and insignificant
(0.985), thus, it can be concluded that economic respons bilitiesdimens on hasinsgnificant impact on
the Level of Company’s Brand Building Strategies (dependent variable). Therefore, it can be said that
Null Hypothesis(H,)-1isaccepted.

L egal Responsibilities: Thevaue of Standardised Coefficients (Beta) is-0.050, and significant
(0.018), thus, it can be concluded that Legal responsibilities dimension hasnegative and significant
impact on the Level of Company’s Brand Building Strategies (dependent variable). Therefore, it can
besaidthat Null Hypothesis (H,)-1isrejected.

Ethical Responsibilities: Thevaueof Standardised Coefficients (Beta) is0.168, and significant
(0.000), thus, it can be concluded that Ethical responsibilitiesdimension haspositive and significant
impact on the dependent variable. Therefore, it can besaid that Null Hypothesis (H,)-3isrejected.
Philanthr opic Responsbilities: Thevadueof Standardised Coefficients (Beta) is0.855, and significant
(0.000), thus, it can be concl uded that Phil anthropic Respons bilitiesdimens on haspositiveand significant
impact on the dependent variable. Therefore, it can besaid that Null Hypothesis (H )-4 isrejected.

CorrélationsAnalysis

Rel ati onship among Economic Responsibilities, Legal Responsibilities, Ethical Responsbilitiesand

Philanthropic Responsibilities on Level of Company’s Brand Building Strategies: Company Executives’

Perspective:
> Null Hypothesis-1 (H,): Thereisno significant correl ations between Economic Responsibilitiesand
Level of Company’s Brand Building Strategies from Company Executives’ Perspective.
> Null Hypothesis-2 (H,): Thereisno significant correl ationsbetween Lega Responsibilitiesand Level
of Company’s Brand Building Strategies from Company Executives’ Perspective.
> Null Hypothesis-3 (H,)): Thereisno significant correl aionsbetween Ethical Responsibilitiesand Level

of Company’s Brand Building Strategies from Company Executives’ Perspective.
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> Null Hypothesis-4 (H,): Thereisno significant correlations between Philanthropic Responsibilitiesand
Level of Company’s Brand Building Strategies from Company Executives’ Perspective.
Table4.3: Correlations
Corréations?
Level of
Compan
y’s Phila
Brand |Econ Ethica | nthro
Buildin {omic |Legal I pic
g Resp |Respo |[Respo |Respo
Strategi |onsib [nsibili [nsibili nsibili
es |ilities| ties | ties | ties
Pearson Level of Company’s Brand 1.000| .589| .654| .821| .714
Correlation  [Building Strategies
Economic Responsihilities 589(1.000| .264| .505| .305
Legal Responsihilities .654| .264| 1.000| .554| .386
Ethical Responsibilities .821| 505| .554| 1.000| .453
Philanthropic Responsibilities .714| .305| .386| .453|1.000
Sig. (1-tailed) |Level of Company’s Brand .| .000| .000| .000| .000
Building Strategies
Economic Responsibilities .000 .| .000| .000| .000
Legal Responsihilities .000| .000 .| .000| .000
Ethical Responsibilities .000| .000| .000 .| .000
Philanthropic Responsibilities .000| .000| .000| .000 :
N Level of Company’s Brand 213| 213, 213| 213| 213
Building Strategies
Economic Responsibilities 213| 213| 213| 213| 213
Lega Responsibilities 213| 213| 213| 213| 213
Ethical Responsibilities 213| 213| 213| 213 213
Philanthropic Responsibilities 213| 213| 213| 213| 213
a. Selecting only cases for which Type of Respondents = Company Executives
Findings

»  EconomicRespongbilities: Thevaueof Correlations Coefficientsis positive (0.589) and significant
(0.000), which means Economic Responsibilitieshaspositiveand S gnificant rd ationshipwith the Level
of Company’s Brand Building Strategies. So, the null hypothesis in this case is rejected.

» Legal Responsibilities: Thevaueof Correlations Coefficientsis positive (0.654) and significant
(0.000), which meansLega Responsibilitieshaspositiveand significant rel aionshipwiththe Level of
Company’s Brand Building Strategies. So, the null hypothesis in this case is rejected.

» Ethical Responsbilities: Thevaueof Correlations Coefficientsispositive (0.821) and significant
(0.000), which meansEthica Respons bilitieshaspositiveand significant reationshipwiththeLeve of
Company’s Brand Building Strategies. So, the null hypothesis in this case is rejected.

»  PhilanthropicResponsbilities: Thevaueof Correlations Coefficientsispogtive(0.714) and sgnificant

(0.000), which means Philanthropic Responsibilities has positive and significant rel ationshipwith the
Level of Company’s Brand Building Strategies. So, the null hypothesis in this case is rejected.

MultipleLinear Regression Analysis

Impact of Economic Responsibilities, Lega Responsbilities, Ethical Respongbilitiesand Philanthropic

Responsibilities (independent variables) on Level of Company’s Brand Building Strategies (dependent variable)
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Company Executives’ Perspective

>

>

Null Hypothesis-1 (H,): Thereisno significant impact of Economic Responsibilitieson Level of
Company’s Brand Building Strategies (dependent variable) from Company Executives’ Perspective.

Null Hypothesis-2 (H,): There is no significant impact of Legal Responsibilities on Level of Company’s
Brand Building Strategies (dependent variable) from Company Executives’ Perspective.

Null Hypothesis-3 (H,): There is no significant impact of Ethical Responsibilities on Level of Company’s
Brand Building Strategies (dependent variable) from Company Executives’ Perspective.

Null Hypothesis-4 (H,): Thereisno significant impact of Philanthropic Responsibilitieson Level of
Company’s Brand Building Strategies (dependent variable) from Company Executives’ Perspective.

Inmodel, the proportion of explained variance as measured by R-SQUARE was (R2=0.881) which

indicatesthat about 88.1% of the variancein dependent variableisexplained by the4 predictor variables

(independent).
Table7.83: Regression coefficients
Coefficients*?
Standardi
zed
Unstandardized |Coefficie
Coefficients nts Correlations
Std. Zero- |Partia
Model B Error Beta t Sig. | order I Part
1 |(Constant) -.305 101 -3.016| .00
Economic .180 .025 201 7.195| .000| .589| .446| .172
Responsibilities
Legal 201 .027 2219|7491 .000| .654| .461| .179
Responsibilities
Ethical .390 .030 42911297 .000| .821| .669| .310
Responsibilities 0
Philanthropic 304 .022 374/ 13.63| .000| .714| .687| .326
Responsibilities 5
a. Dependent Variable: Level of Company’s Brand Building Strategies
b. Selecting only cases for which Type of Respondents = Company Executives

Findings
Regression coefficientsvalues:
»  EconomicResponsibilities: Thevaueof Standardised Coefficients (Beta) is0.201, and significant

(0.000), thus, it can be concluded that Economic respons bilitiesdimension haspositiveand significant
impact on the Level of Company’s Brand Building Strategies (dependent variable). Therefore, it can
besaidthat Null Hypothesis (H,)-1isrejected.

L egal Responsibilities: Thevalueof Standardised Coefficients (Beta) is-0.219, and significant
(0.000), thus, it can be concluded that Legal Responsibilities dimension has positive and significant
impact on the Level of Company’s Brand Building Strategies (dependent variable). Therefore, it can
besaidthat Null Hypothesis (H,)-2isrejected.

Ethical Responsibilities: Thevaueof Standardised Coefficients (Beta) is0.429, and significant
(0.000), thus, it can be concluded that Ethical responsibilities dimension haspositive and significant
impact on the Level of Company’s Brand Building Strategies (dependent variable). Therefore, it can
besaidthat Null Hypothesis (H,)-3isrejected.
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»  Philanthropic Responsibilities: Thevaueof Standardised Coefficients (Beta) is0.374, and significant
(0.000), thus, it can be.concluded that Philanthropic Respong bilitiesdimension haspositiveand significant
impact on the Level of Company’s Brand Building Strategies (dependent variable). Therefore, it can
besaidthat Null Hypothesis (H,)-4isrejected.

Conclusion and Suggestions

Many businessesarethriving to devel op their brandsin thisextremely competitive period. CSRisone
of their most powerful and effective marketing strategies. Asaresult, theimportance and reach of CSR have
multiplied. Additiondly, CSR, whether performed mandatorily or voluntarily, contributesto improving public
perception of thecompany. Asaresult, thestudy shedslight onthe perspectivesof voluntary CSR beneficiaries
and company executivesin the Jammu division on how to use voluntary CSR to enhance thebrand image of
corporations. Through thefour CSR pillarsof economic, legal, ethical, and philanthropic responsibilities of
corporations towards soci ety, the researcher examined the effects of voluntary CSR efforts on the brand
building of theorganizations.

Theresultsshowed someintriguing results, showing that whilefor executivestherewas apositiveand
significant impact of economic responsibilities on the Level of Company’s Brand Building Strategies in the
Jammu division, for beneficiaries economic respons bilitiesof the corporationswere playing anins gnificant
role on the Level of Company’s Brand Building Strategies. The differences in the perspectives of the two key
stakehol ders on the contribution of corporate economic dutiesto the development of the corporate brand
image may result from thefundamental function of companies.

Theresults provided someinteresting information, demongtrating that whilefor executivestherewasa
positive and significant impact of economic responsibilities on the Level of Company’s Brand Building Strategies
in the Jammu division, for beneficiaries these responsibilities had little bearing on the Level of Company’s
Brand Building Strategies. The core purpose of bus nessesmay bethe cause of thedivergent viewpointsheld
by thetwo major stakehol derson how corporate economic responsi bilitiesaffect the growth of the company
brandimage.

The level of the firm’s brand building strategies in the Jammu division is having a negative and significant
impact onthelegal obligations, according to both the CSR beneficiariesand corporate management, according
totheanaysisof thelega responsbilitiesdimension. The negativeimpact of legd obligationsdemonstrates
that the companies’ degree of legal responsibility was low, and if that level of legal obligations is raised without
being improved, it will have a negative and significant influence on the Company’s Brand Building Strategies in
theJammudivison.

Another conclusion that may bedrawn from thisresearchisthat whilevoluntary CSR effortsare not
required, businesseswere keeping their legal obligationsto aminimum. Thebeneficiariesand corporate
executives both indicated a good and considerable influence of these obligations on the level of the company’s
brand building strategiesin the Jammu division upon reviewing theethical and philanthropic responsbilitiesof
thecompanies.

Insummary;, it can be said that abusinessismorethan just an economic unit concerned with maximising
profitsat theexpense of society; rather, itisafull-fledged system that requires careful consideration of its
economic, lega, ethical, and philanthropic responsibilitiesin order to grow itsown operations, win over
customers, and establish apositive reputation. Additionally, it may be argued that voluntary CSR can be
utilised to establish brands successfully nceit enables organisationsto interact directly with their sakehol ders.
Based on theforegoing finding, the following recommendations can bemade:

»  Businesses should devel op plansand build strategieswhiletaking into account all important CSR
factors. By taking into account only themost useful factors, brand managersand practitionerswould
be ableto modify the val ue of the companies.
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To createasuperior company plan, anideal CSR strategy should be devel oped. Market executives
need to be aware of the advantages of asocially conscious business.

Company executives can also get other staff membersinvolved in social activities so they can get
behind the goa sand make the efforts dependable over time.

Following that, company management should createapublicity campai gn to inform customersof their
CSRinitiatives. Asaresult, customerswould have a better perspective of the goods and services
offered.

The corporate sector should raiseits ethical standardsin order to have afavourable effect on the
company’s brand-building plan.
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