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Abstract
CSR activities are done for the benefit of society
as a whole. To Investigate the matter, the study

proposed an alternate hypothesis that It 1s not what

It Is sald In reality. It’s the other way around.

Qualitative research methods were applied. After

the analysis, It has been witnessed that such

activities are used just as another tool of marketing

strategy.
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Introduction
Angelidis and Ibrahim (1993) gave the definition

-

of

CSR as “Corporate soclal actions whose purpose IS

to satisfy social needs”. But are we really moving
towards the set objectives solely? Is there any

hidden underlying factor motivating us to do such

socletal good deeds? Are CSR activities being used

as a marketing strategy?

Materials and Methods
=28 Qualitative Research conducted:
| =
i ' In — Depth Telephonic Interviews — 3 segments
: ' 1. Corporations
Lt | 2. Facilitators (NGOSs)
: 3. Other Stakeholders

t * Conclusions
‘.‘ ;.*: gu Yes, to an extent corporations are disguisedly
..l‘* E 4 marketing their products and services in the name

f"f’" "= of corporate social responsibility.
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L= 2- Uplittment of all sections of society
' m 3 A corporation’s image in the industry
4. Impact on consumers’ mindshare
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Result
The alternate hypothesis stands true and it i1s found
out that:-

1. CSR activities tend to affect the marketing

Ideology and strategy of the corporations.
2. The costs Incurred are amalgamated with
marketing / promotional expenses which In turn
lead to Increase In prices of products/ services.
Such marketing strategy may have a direct and
positive Impact on the environment because due
to the success of this strategy, more and more
corporations will start working for the
betterment of the society, be It the ecological
environment or issues of child labor or beating
plastic pollution and so on.
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