
56 IZVESTIA – Journal of University of Economics – Varna 
 

 

 

 

Econ Lit – М140 + М310 

 

MARKETING EFFECTS RELATED TO SOCIALLY 

RESPONSIBLE BRANDING 

 

Doctoral student Maria Georgieva 

 

Introduction 

Nowadays many business and social organizations are increasingly trying to 

adopt policies for social responsibility towards a sustainable future
1
. The 21

st
 century 

has been witnessing a new stage in the marketing theory and practice defined by 

Philip Kotler as Marketing 3.0 in the context of which more and more emphasis is 

placed upon values. What is now seen as a major factor determining consumer choice 

and desire for purchase is not the product’s rational qualities and the emotional and 

psychological aspects of the brand or brand image but rather the message that is pro-

jected in the consumer’s mind. In answer to this growing trend, the significance of 

socially responsible branding (SRB) is also taking off. In addition, more and more 

brands are being positioned as clean, green and socially responsible (Clegg, 2007). 

Owing to a shift in the paradigm of traditional marketing, these brands are indicative 

of the aspirations of present day society for social, economic and environmental 

justice and in the words of some experts such brands can be further defined as the 

brands of the future (Nieto, 2009). This accounts for the increased interest in these 

brands and their marketing effects.  

Increased scientific research in this area shows that socially responsible branding 

(SRB) has a considerable influence upon customer loyalty. The latter stands out as an 

important strategic factor determining the success of business organizations. Prioriti-

zation of loyalty in the context of modern marketing is driven by the process of re-

conceptualization of marketing activities, which modifies transactions into relation-

ships if favoured by marketing conditions. (Sheth & Parvatiyar, 1995).  

The purpose of the present paper is to offer a systematic view on the multifacet-

ed nature of SRB and its marketing effects by outlining three main directions of SRB 

and its influence on customer loyalty i.e. direct/indirect impact on brand value; level 

of customer satisfaction and its impact upon corporate reputation and image of the 

company/brand.  

                                         
1
  Sustainable development creates opportunities for satisfying the demand of today’s generation 

without encroaching the demand of future generations (World Commission on Environment and 

Development). 
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The concept of socially responsible branding (SRB) 

Specialized marketing literature fails to offer a coherent definition of the term 

socially responsible branding (SRB) (Vallaster & Lindgreen & Maon, 2012).
 2

 Some 

authors (Stanimirov, Zhechev, 2013, p.182) 
3
 define it as a type of branding; others 

argue that certain ethical brands have emerged in the process of SRB which ‘increase 

social welfare rather than affect it in a negative way.’ (Fan, 2005). 

The phraseological and semantic analysis of the term shows that SRB can be 

seen as a process of brand building and management adhering to the principles of 

corporate social responsibility (CSR); it is a form of integrating brands with the con-

cept of CSR. In other words, in the context of SRB, brand creation and maintenance 

serves social needs for economic, social and environmental sustainability. To this 

aim, brands are aligned with some of the six types of corporate social initiatives, 

identified by Kotler and Lee: 1) cause promotions; 2) cause-related marketing; 3) 

corporate social marketing; 4) corporate philanthropy; 5) voluntary activities of socie-

ty; 6) socially responsible business practices (Кotler, Lee, 2011).  

Brands created and managed with the assumption of social responsibility inte-

grate the concept of sustainability in their vision and strive to successfully implement 

it. Consequently, not only do they identify the product and its characteristics but they 

become communicators of an organization’s values and act as ambassadors of social-

ly-significant causes which business organizations stand by alongside their corporate 

interests. These brands can be described as socially responsible i.e. brands of a new 

generation which Kotler named social cause brands 
4
 (Кotler, Каrtajaya and 

Setiawan, 2010, p.34). 

Socially responsible brands are at the heart of a new marketing direction - that of 

brand citizenship (Thompson, 2013). The latter can be discussed as part of corporate 

citizenship
5
 (Vesselinova, 2005) as a form of commitment to social norms and values, 

nature, state, society and social issues in the process of brand creation and manage-

ment.  

                                         
2
  CSR concept and its effects have been studied by a number of specialists working in the area of 

marketing and management.  However, the link between CSR and branding is still seen as an 

insufficiently examined topic which to some extent explains why a scientific definition of SRB is 
still unavailable. 

3
  The authors argue that one of the branding types is the so-called cause branding which links the 

brand with a social cause and/or CSR.  
4
  People aspire to responsible brands which take into account consumers needs and make the 

world a better place to live in. These are the so-called ‘socially engaged brands’..... 
5
  Corporate citizenship represents a system of values, aimed at harmonizing business and social 

interests and preservation of eco-systems. This implies that the company takes an active part not 

only in the market but in the social area too.  
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The latest shift in the paradigm of traditional marketing demonstrates that brand 

citizenship has largely increased in popularity. This trend has been marked by the 

emergence of a new consumer segment being identified as sophisticated 
6
 by the 

modern marketing theory and practice. 

Sophisticated consumers cut a new category of clients
7
; they are not only seek-

ing functional and emotional satisfaction from the purchase of a product or service 

but also contentment of the human spirit. (Кotler, Каrtajaya and Setiawan, 2010). 

Sophisticated customers are buying brands which match their personality, beliefs and 

values; brands they identify with and the purchase of which is seen as a form of self-

expression (Xiaoli & Kwangjun, 2007; Palazzo & Basu, 2007).
8
 

In this vein, brand citizenship is an effective method in meeting the expectations 

of the sophisticated customers segment and more importantly, winning their trust and 

loyalty on a long-term basis. Indeed, building and maintaining customer loyalty is 

associated with the most prominent marketing effects in terms of socially responsible 

branding (SRB). 

SRB and associated marketing effects 

Marketing effects associated with SRB are illustrated in fig. 1
9
: 

 

 

 

 

 

 

 

 

 

 

 

                                         
6
  In western literature this consumer segment is called ’sophisticated’. The absence of a direct and 

accurate translation of the borrowing ‘sophisticated’ in Bulgarian gives us reasons to use a syn-
onymous expression. In this context ‘sophisticated’ clients are identified as ‘refined’. 

7
  Putting the sign ‘equal’ between ‘user’ and ‘client’ in the text is done solely for the purpose of 

avoiding repetition. 
8
  This trend is identical to the situation of ‘product symbolism’ in which customers perceive the 

purchase and use of certain products and services as a form of self-expression.  
9
  The above figure is created by the author. It is designed on the basis of extensive research and 

selection of specialized sources providing a theoretical and empirical basis for the relationships 

being illustrated in the figure.  . 
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Fig. 1. Marketing effects associated with SRB 

Relatedness is of key importance in tracking the interrelations and interactions 

between individual elements of the diagram and linkage between SRB and brand 

value. Studies in the area of marketing prove that applying CSR to SRB enhances 

brand value directly or indirectly, having a beneficial effect upon formation of brand 

associations, projecting a positive brand image and brand identity.  

High brand value is of great importance for the successful market performance 

of business organizations; it has a series of positive effects, one of the most important 

being related to building and sustaining customer loyalty. 

Apart from its impact on brand value, SRB has a direct influence on the follow-

ing constructs : customer satisfaction and corporate reputation. The latter is of great 

significance for the performance of the organization and brand perception in particu-

lar. Customer loyalty is driven by good brand performance and level of customer 

satisfaction.  

The complex combination of logically sound and empirically validated relation-

ships and interactions gives us grounds to conclude that by exerting influence in three 

main directions, i.e. brand value, corporate reputation and degree of customer satis-

faction, SRB has a bearing on customer loyalty which is one of the most significant 

marketing effects of SRB application.  
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Directions of SRB influence on the degree of customer loyalty 

The impact of SRB on customer loyalty can be discussed in the following three 

directions: 

 

First direction: through direct or indirect influence on brand value: 

- Many scientific studies prove that using SRB has a direct effect on brand val-

ue and adds more value to it.
 
(Lai & Chiu & Yang & Pai, 2010; Melo & Ga-

lan, 2011).
 
 

- SRB creates strong, favourable and unique brand associations which in turn 

have a positive impact on brand image (Raman & Lim & Nair, 2012; Keller, 

1993). An appealing brand image, formed as a result of SRB leads to in-

creased brand value (Hsu, 2012; Berry, 2000).  

- It is worth noting that associations too have an immediate effect upon creation of 

brand value (Crimmins, 1992). Folkenberg believes that building favourable 

brand associations and inspiring positive feelings among target groups of con-

sumers increases brand value (Folkenberg, 1996). Associations can help increase 

brand value in the following aspects: Firstly, they create the basis for product dif-

ferentiation (i.e. association driven differentiation is necessary to build competi-

tive advantage but at the same time it may act as a deterrent to switch customer 

loyalty to other brands). Secondly, associations are behind purchase motivation 

(it is often the case when certain product attributes or consumer benefits deter-

mine the purchasing decision). Thirdly, associations help clients to recall, pro-

cess, interpret and memorize important information about a particular brand. Last 

but not least, associations create positive brand perceptions (this helps refute ar-

guments against brand purchase and guarantees maintaining positive feelings 

during consumption of product/services) (Stanimirov, Zhechev, 2013, p.120-121; 

Brestnichkа, 2004, p. 111-113). 

- SRB has a direct impact upon brand identity and helps augment its attractive-

ness (Lundmark & Elsalhy, 2009). The more attractive the brand, the fatter 

the chances to create a better brand image which in turn leads to a higher 

brand value. 

Arguably, the joint manifestation of the herein discussed constructs and their in-

terrelatedness contributes to a higher brand value.
10

 High brand value is targeted and 

valued by companies for the various positive effects it exerts: 

                                         
10

  The terms ‘market value’, ‘added brand value’, ‘brand value’ are identical and interchangeable. 

However, the ‘brand capital’ differs in meaning – this is the net value of future cash flows, gen-
erated by companies brands, a kind of excess of value, which non-branded goods have for cus-

tomers. 
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- There is a positive relation between brand value and brand market share 

(Agarwal & Rao, 1996). Higher brand value results in a larger market share 

which translates into a larger market share for the company maintaining the 

brand. 

- There is a positive relationship between brand value and consumer percep-

tions on brand quality (Dodds & Monroe & Greal, 1991). Based on the provi-

sions of index models for measuring consumer satisfaction (Swedish, Ameri-

can and European) we can conclude that perceived quality is a construct 

which has a direct influence upon the level of consumer satisfaction and an 

indirect effect upon customer loyalty. On principle, higher quality perception 

results in higher customer satisfaction and loyalty.  

- There is a positive relationship between brand value and customer evaluation 

of brand extensions (Aaker & Keller, 1990). 

- There is a positive relationship between brand value and price insensitivity of 

consumers (Erdem & Swait & Louviere, 2002).  

- There is a positive relationship between brand value and brand endurance un-

der crisis (Dawar & Pilluta, 2000). This predefines a comparatively more sta-

ble market position of the companies owning the brands. 

- There is a positive relationship between brand value on the one hand and con-

sumer preferences and desire to purchase the brand, on the other (Cobb-

Walgren & Ruble & Donthu, 1995).
 
Kotler and Lee, citing the results of a 

survey on CSR conducted on 25 000 respondents in 23 countries argue that 

17% of them avoid buying brands and company products which they consider 

not socially responsible (Кotler, Lee, 2011, p.14). 

- There is a positive relationship between brand value and degree of customer 

loyalty (Stanimirov, Zhechev, 2013, p.36). When customers have a high per-

ception of brand value, the chance for a repeat purchase increases (Kotler, 

Armstrong, 2008). It is economically justified and reasonable to argue the op-

posite: the more loyal customers a brand has, the higher its value. 

Second direction: influencing the level of consumer satisfaction 

Specialized marketing literature provides evidence of different approaches used 

by socially responsible branding (SRB) to influence customer satisfaction (Luo & 

Bhattacharya, 2006). According to one of the most common approaches, SRB helps 

create high levels of customer identification with the company 
11

 (Raman & Lim & 

                                         
11

  Customer identification with a company is defined as the degree to which consumers perceive 
company values and goals as their own; and to what extent they are willing to identify them-

selves with the business organization and its goals/operations. 
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Nair, 2012), which allows to meet customer needs and desires more fully, and in-

creases customer satisfaction in return (Bhattacharya & Sen, 2003),
 
including custom-

er perception of the brand value (Keller, 1993).  

In other words, the segment of ‘sophisticated’ customers will exhibit more satis-

fied customers, the more socially responsible the company becomes in its actions 

from the point of view of its brand building and management. In this case, customers 

tend to identify with the company and the brands it offers on the market, as by meet-

ing their expectations SRB provides customers with the opportunity for self-

expression (Hsu, 2012). 

The resultant high level of consumer satisfaction exerts a favourable influence 

on the level of consumer loyalty. An argument in support of this claim is the fact that 

customer satisfaction is seen as a ‘key factor in building customer loyalty’. 

(Georgieva, Tonkova and Stanimirov, 2008, p. 173). Kotler argues that ‘one key to 

customer retention is customer satisfaction’ (Кotler, 2000, p.10). The likelihood of a 

customer repurchasing a company product/brand is largely determined by the level of 

their satisfaction arising from their first experience with that particular product or 

brand. Mladenova further argues that a satisfied consumer will continue buying com-

pany products and share his or her positive experience with other consumers; being 

less distracted by competitive offers and focusing on new products launched by the 

company on the market (Mladenova, 2000, p.173). 

The opposite argument also holds true – the higher the level of customer loyalty, 

the greater the customer satisfaction. Nonetheless, identification with a delighted and 

loyal customer is not always reasonable. Zhelev points to situations when some unsat-

isfied company clients continue being loyal to it, either because they have no other 

alternative offers or because other suppliers can offer nothing better. The opposite 

situation is also true i.e. when highly satisfied clients of a given company switch their 

loyalty to other suppliers expecting better offers and more purchase benefits (Zhelev, 

2000, p. 84).  

Customer satisfaction is not only linked with consumer loyalty but has a direct 

positive influence on corporate reputation
12

 (Bontis & Booker & Serenko, 2007), 
13

(Jones, 2005) which plays a crucial role in company/brand promotion.  

                                         
12

  The more satisfied customers are with the range of a company’s product and services, the better 
the perceptions of a particular business organization. 

13
  Jones focuses on the opposite direction of the impact ‘corporate reputation’ → customer satis-

faction → brand value”. The author notes that satisfaction generates brand value only if the ex-

pectations of all stakeholders are met. Jones argues that all stakeholders have expectations for 
good corporate reputation. Good corporate reputation results in satisfied customers which in turn 

adds value to the brand.  
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Third direction: influencing company reputation and company/brand 

promotion: 

Applying corporate social responsibility (CSR) to branding can be viewed as a 

form of strategic investment which aims to build and sustain corporate reputation 

(McWilliams & Siegel & Wright, 2006). Scientific research in the area of marketing 

confirms the positive influence which CSR has on corporate reputation (Garberg & 

Fombrun, 2006).  

Building a favourable corporate reputation is one of the key factors in creating an 

organization’s competitive edge and sustained superior financial performance (Sanchez & 

Sotorrio, 2007)
 
towards a more effective brand performance on the market. If the compa-

ny has an established reputation, it holds a promise and becomes a guarantee for the 

quality of the company’s products and services; it also becomes a magnet for better edu-

cated and more qualified workers as it requires more confident and self-assured employ-

ees (Roberts & Dowling, 2002). Barnett emphasizes the positive influence which corpo-

rate reputation has upon company/brand financial performance. (Barnett, 2008). In terms 

of costs, good reputation builds trust between the organization and its stakeholders which 

in turn reduces the share of transactional costs and risk involved in financial and market 

operations. From the point of view of earnings, good corporate reputation creates a fa-

vourable investment climate and opportunities for price reductions and discounts to attract 

new clients and keep loyal customers. 

As a result of the positive influence of SRB on corporate reputation, different 

companies/brands are better positioned on the market which can be partly due to the 

availability of loyal customers. 

Conclusion 

Although relatively new in the marketing theory and practice, socially responsi-

ble branding (SRB) is taking off in popularity and areas of application. This can be 

attributed to the positive marketing effects of SRB in general and to its positive influ-

ence upon the level of customer loyalty in particular.  

Having in mind the fact that customer loyalty is manifested through repurchases 

and inclination for personal recommendations and supplier feedback, we can point 

out that by influencing customer loyalty in the three outlined directions, SRB is able 

to directly or indirectly influence company financial outcomes and its successful 

market performance.  

It is worth mentioning that the herein discussed marketing effects associated 

with the use of SRB have a potential character. The adopted systematization of SRB 

marketing effects can be used as the basis for analysis of the real/actual dimensions of 

said marketing effects upon a specific industry sector. 
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MARKETING EFFECTS RELATED TO SOCIALLY 

RESPONSIBLE BRANDING 

Doctoral student Maria Georgieva 

Abstract 

"Socially responsible branding" (SRB) is a category that is new for modern marketing, 

which is gaining ever greater popularity. Among the main reasons for that there can be men-

tioned the considerable number of positive marketing effects, which the application of SRB 

carries. Maintaining high levels of consumer loyalty is one of these effects. By exerting influ-

ence in three main areas - on the value of the brand, on the corporate reputation and the level 

of consumer satisfaction, SRB also influences the loyalty of consumers, and the latter is in 

turn a factor of strategic importance for the successful market realization of each company.  

Keywords: corporate social responsibility (CSR); branding; socially responsible brand-

ing (SRB); loyalty; brand value. 
 

 


