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Abstract 

Studies in developed economies report that CSR has effect on brands performance. However, there is a dearth of 

such studies in developing countries like India. Therefore, this study is an attempt to find out the relation between 

CSR dimensions and Brand equity through brand value trend in Reliance industry. Now-a-days many industries 

are investing or managing their CSR initiatives for the well-being of the society. On the other hand, the users of 

the products of these industries are also found to be brand loyal. Data gathered from secondary sources to find 

out the relations between these two terms i.e., CSR and BE in Reliance Industry. Main purpose of this paper is to 

explore the CSR activities of the period 2016-2017 to 2020-2021, followed by Reliance to strengthen their 

position in marketplace. The industries which are investing in CSR activities are enjoying healthy profits and 

sustainable market position. The findings of the study would help to compare the role of different activities for 

betterment of the society. It also reveals their contribution in various areas as per Companies Act, 2013.  

Keywords: - Corporate social responsibility, Brand equity, Sustainable market positions, industries 

Introduction: -  

 Relation between Corporate Social Responsibility and Brand Equity  

When talking about what CSR is, one thing that comes to the mind is that some org use CSR as marketing tool in 

its broadest sense and are mostly concerned with theirs profits and not with the underlying social values based on 

ethical considerations. Other org does however conduct their business in a manner that reflects ethical concern 

but the real concept of corporate social responsibility is where a company manages its business activities in order 

to provide long term sustainable social benefits to the society and is involved in the wellbeing of the society.  

Companies spend billions in social responsibility initiatives to build good corporate reputation. This happens 

because consumer purchase intention is influenced 60% by perception of the company as against 40% about 

product. And this same study also shows that 42% of this company image build from their CSR activities.  
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If this case is happening, then ques arise, what aspects of CSR is dominant in transforming reputation into equity. 

However, so far most of the studies have investigated the overall impact of CSR on performance of company. 

Therefore, future studies need to link the influence of each dimension of CSR (economic, legal, ethical, 

philanthropic) on corporate brand outcomes to analyse their comparative effects.  

CSR  

Over a period of time, CSR definitions, practices, and its adaption expanded immensely. While there is no 

universal definition of CSR, is generally refers to the transparent business practices that are based on ethical 

values, legal consideration or compliance and respect for people, communities and the environment. Apart from 

making profits in business, they are also responsible for society to make their life better. CSR is defined as the 

ways in which a business seeks to align its values and behaviours along with values and behaviour of its various 

stakeholders. However, one of the most eminent scholars of 1990’s Noble prize economist, Milton Friedman, 

acc. To him,  

There is one and only one responsibility of business to use its resources and engage in activities designed to 

increase its profits so long as it slays within the rules of the game, which is to say, engages in open and free  

competition without deception or fraud.   

                                                                                                                                  (Friedman, 1970)  

Brand  

Brand is about creating and delivering a promise to target consumers, Brand is a heart of company which creates 

a perception about the company’s product or service in the mind of consumer.  

According to AMA (American Marketing Association), name, term, design, symbol or a combination of them 

intended to identify the goods and services of one seller and group of sellers and to differentiate them from those 

of other sellers. (Fries, 2006)  

Now-a-days, brands are promising that they not only care about their customers but also about their employees, 

the environment and humanity at large.  

The interest finding is that the relationships between brands and CSR is the strongest for familiarity not for 

favourability i.e., if a company is well known in its community its CSR activities will strengthen its brand more 

than other. The implication is that CSR’s impact is strongest with customers who are already familiar with the 

company, enhancing relationships with existing clients.  

Brand Equity  

Brand equity is becoming a new arising issue in the Business sector because Brand equity is an asset of the 

company which builds a strong brand among their competitors and can increase the financial value of a brand.  

It refers to a value premium that a company generates from its products with a recognizable name when compared 

to a generic equivalent. Brand equity as “the differential effect of brand knowledge on consumer response to the 

marketing of brand”. (Keller, 1993)  

Literature Review: -  

If activities of the company are related to social context, then it affects the reputation indicators of Business i.e., 

performance. A corporation’s reputation as a socially responsible entity is a favourable component in establishing 

brand equity. A company’s good reputation is a valuable strategic asset that helps differentiate it from the 

competitors. Academic and managerial school of thoughts jointly agree on the aspect that positive reputation 

results in a profitable brand, and it serves as a competitive advantage in the industry. Garberg and Fomburn (2006) 

shows that CSR activities are as stimulator for increasing brand reputation in the mind of customers, thus making 

it, an investment of strategic nature that can be viewed as a form of reputation building. The existing literature 

also point out that companies conducting their activities in social context can gain competitive advantage over 

others in terms of cost and image.  
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Stanwick and Stanwick (2009) noted that there is an optimal level of CSR where managers in the organisation 

control an economic view of benefits versus costs. Some studies focused on increase of firm financial 

performance on advertising CSR activities (Yumei et al.,2021; Vu et al., 2020; Maqbool and Hurrah, 2020; Aslam 

et al., 2018)   

Steve Hoeffler and Kevin Keller (2002) describe six ways in which corporate social responsibility can help an 

organisation to build brand equity:  

1. Building brand awareness,  

2. Enhancing brand image,  

3. Establishing brand credibility,  

4. Evoking brand feelings,  

5. Creating a sense of brand community, and  

6. Eliciting brand engagement.  

The literature highlights brand reputation to be linked with the org integrity, in other words, corporate reputation 

is the reaction of all stakeholders to organisations strong, weak, or poor actions. Similarly, Brand equity is the 

worth of brand in the market. One of the main reasons companies engage in socially responsible behaviour is the 

possible financial gain that can come from it.  

According to daisy-wheel model of brand equities by Jones (2005), the brand equity is linked with its 

shareholders’ fulfilled expectations. Socially responsible behaviour is the main expectation of shareholders. For 

meeting these expectations companies used CSR as a strategic tool.   

CSR can also be a method to increase employee morale and satisfaction, improve retention rate, and help to recruit 

new qualified employees. It means,  

Positive business reputation  High equity brand  High value in market        

Theoretical framework emerging out of existing body of literature:  

  

  

  

  

  

This  theoretical  framework  explains relationship         

between CSR and 5 variables (both as independent variable) and 

their subsequent  impact  on  brand  equity  

(Dependent variable).   

  

  

  

  

 

 

We can define these variables linked with existing body of research literature in the following manner:  

 Brand Loyalty is the reflection of brand equity. Brand loyalty shows the curiosity and repurchase intention 

of a customer towards a product and services. Brand loyalty is a long-term success. Without loyalty, brand 

fails to develop equity.  
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 Brand awareness represents the strength of brand’s preference in the target customer’s mind. Brand 

awareness is built through various promotional tools used by marketing dept. to succeed in the competitive 

environment.  

 Brand association represents the emotional bond of brand with customers. It is linked with brand loyalty. 

The marketing department should remain focus on their targets and build a strong association of brand 

with their customers.  

 The target customer must perceive the quality of what is being offered by the company. This occurs only 

by providing better quality to the customer. Most brands are concerned with the quality but many brands 

just ignore this aspect.  

 Overall brand equity is the crux of all variables which shows that these all are the important in building 

brand equity through corporate social responsibility.  

Research Objectives: -  

1. To study the relationship between different CSR Dimensions and brand equity.  

2. To determine CSR Dimension’s effect on Reliance Industry.  

3. To determine the CSR trend in Reliance Industry.  

Research Methodology: -  

• Data Source: The study is based on secondary data.  

• Sample size: For determining the trend of CSR contribution in different activities, a sample of reliance 

industry was selected.  

• Data collection: Secondary data were collected from annual reports, director’s report and financial 

statements which were taken from the official site of reliance industry.    

• Time period of the study: Data were collected from financial year 2016-17 to 2020-21.  

• Data Analysis: To determine the CSR activities conducted by reliance industry, CSR score was calculated 

on the basis of data collected and all activities were ranked on the basis of that average score.  

Analysis and Findings: -  

Table 1. CSR Contribution in Different Years by Reliance Industry:  

  

               Year  CSR Contribution (in crores)  Net Profit after tax (in 

crores)  

2016-2017  659  29,901  

2017-2018  771  36,075  

2018-2019  904  39,558  

2019-2020  1,022  39,880  

2020-2021  1,140  53,739  
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(Graph 1.)  

Figure 2 shows trend of CSR spending by reliance industry. This trend shows gradually increasing and their 

highest contribution till 2021 is 1,140 crores.   

Table 2. Education Score  

 

Sr.  

No.  

Particulars  2016-2017  2017-2018  2018-2019  2019-2020  2020-2021  

1.  Direct jobs created  0  1  1  0  1  

2.  Indirect jobs created  1  0  1  0  0  

3.  Vocational training  0  0  0  1  1  

4.  Learn from home concept  0  0  0  1  1  

5.  Education to underprivileged 

children  

0  1  0  1  0  

6.  Scholarships provided  1  0  1  1  0  

7.  Leadership programmes  0  0  1  0  1  

8.  Enhance  employee  

engagement  

1  1  1  1  1  

 Total Score  3/8  3/8  5/8  5/8  5/8  

 Average Score  37.5  37.5  62.5  62.5  62.5  

  Source: Reliance annual report  

Table 2 shows score and average score of Reliance industry in educational activities for the period 2016-17 to 

2020-21. The highest average score is 62.5 in year 2018-19, 2019-20 & 2020-21 and lowest score is 37.5 in year 

2016-17 & 2017-18.  

Table 3. Health Score  

Sr.  

No.  

Particulars  2016-2017  2017-2018  2018-2019  2019-2020  2020-2021  

1.  Health consultations provided  0  0  1  1  1  

2.  Help to malnourished children  1  1  1  1  1  
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3.  Provide medical liquid oxygen  0  0  0  0  1  

4.  Hospital setups  0  0  0  1  1  

5.  Nutritious  meal  to  

underprivileged segments   

1  1  1  1  1  

6.  Protective towards staff and 

frontline warrior  

0  0  0  1  1  

 Total Score  2/6  2/6  3/6  5/6  6/6  

 Average Score  33.3  33.3  50  83.3  100  

  Source: Reliance annual report  

Table 3 shows score and average score of Reliance industry in health activities for the period 2016-17 to 202021. 

There is 100 average score in year 2020-21 and lowest score in 2016-17 & 2017-18.   

Table 4. Environment Score  

Sr.  

No.  

Particulars  2016-2017  2017-2018  2018-2019  2019-2020  2020-2021  

1.  Focus  on  rainwater  

harvesting   

1  1  1  1  1  

2.  Helps in mitigating global 

warming  

1  1  1  1  1  

3.  Promote eco-friendly fuels   0  1  1  1  0  

4.  Resource stewardship   0  1  1  0  0  

5.  Waste  and  water  

management  

1  0  0  1  1  

6.  Focus  on  environmental 

performance  

1  1  1  1  1  

7.  Initiative towards clean and 

green development  

0  0  1  1  1  

Total Score  4/7  5/7  6/7  6/7  5/7  

Average Score  57.1  71.4  85.7  85.7  71.4  

  Source: Reliance annual report  

Table 4 shows score and average score of Reliance industry in environmental activities for the period 2016-17 to 

2020-21. Reliance score 85.7, highest in year 2018-19 & 2019-20 and score 57.1, lowest in year 2016-17.  

Table 5. Social Empowerment Score  

Sr.  

No.  

Particulars  2016-2017  2017-2018  2018-2019  2019-2020  2020-2021  

1.  Empowering  women  in  

business  

0  0  1  1  1  

2.  Arrange  Community  

development programmes  

0  1  1  1  1  
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3.  Promote diversification in 

work  

0  0  1  1  1  

4.  Follow  up  the  Non- 

discrimination and human  

right policy  

1  1  1  1  1  

5.  Focus on safety  1  1  1  1  1  

 Total Score  2/5  3/5  5/5  5/5  5/5  

 Average Score  40  60  100  100  100  

  Source: Reliance annual report  

Table 5 shows score and average score of Reliance industry in social empowerment activities for the period 

201617 to 2020-21. The highest score is 100 in 3 years.  

Table 6. Sports, Culture and Heritage Score  

Sr. No.  Particulars  2016-2017  2017-2018  2018-2019  2019-2020  2020-2021  

1.  Promote children, youth 

related to sports  

0  0  1  1  0  

2.  Provide scholarships  0  0  1  1  0  

3.  Sports  related  

foundation  

1  1  1  1  1  

4.  Support to concerts and 

movies  

1  1  1  1  0  

5.  Adoption of different 

culture in business   

0  0  0  1  1  

 Total Score  2/5  2/5  4/5  5/5  2/5  

 Average Score  40  40  80  100  40  

  Source: Reliance annual report  

Table 6 shows score and average score of Reliance industry in sports, culture and heritage related activities for 

the period 2016-17 to 2020-21. It shows lowest score 40 in year 2016-17, 2017-18 & 2020-21. Table 7. 

Voluntary areas Score  

Sr.  

No.  

Particulars  2016-2017  2017-2018  2018-2019  2019-2020  2020-2021  

1.  Research and development 

expenditure  

1  1  1  1  1  

2.  Use  of  innovative  

technologies  

1  1  1  1  1  

3.  Promote Gender equality  0  1  1  1  1  

4.  Provide  customer  data  

privacy  

0  0  0  1  1  
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5.  Establish strong relation with 

stockholders   

0  0  1  1  0  

6.  Help in rural transformation  1  1  1  1  1  

7.  Provide  warning  advisory  

related to disaster  

1  1  1  1  1  

8.  Support to local govt. in 

disaster response  

0  1  1  1  1  

9.  Promote urban renovation  0  0  0  1  1  

 Total Score              4/9  6/9  7/9  9/9  8/9  

 Average Score   44.4  66.6  77.7  100  88.8  

  Source: Reliance annual report  

Table 7 shows score and average score of Reliance industry in voluntary activities for the period 2016-17 to 

202021. The highest score is 100 in year 2019-20 & lowest score is 44.4 in year 2016-17.  

Table 8. CSR Variables Score  

Sr. No.  Particulars  2016-2017  2017-2018  2018-2019  2019-2020  2020-2021  

1.  Formation  of  CSR  

committee  

1  1  1  1  1  

2.  Follow the composition  

criteria  

1  1  1  1  1  

3.  Independent directors  1  1  1  1  1  

4.  Use of CSR amount acc.  

To section 135   

1  1  1  1  1  

5.  Meetings  held  by  

committee  

1  1  1  1  1  

6.  2% expenditure of net  

profit   

1  1  1  1  1  

7.  Report specifying reason 

for unspent CSR  

0  0  0  0  0  

Total Score  6/7  6/7  6/7  6/7  6/7  

Average Score   85.7  85.7  85.7  85.7  85.7  

  Source: Reliance annual report  

Table 8 shows score and average score of Reliance industry in disclosure of CSR variables for the period 201617 

to 2020-21. The score of reliance in these CSR variables is 85.7 in all 5 financial years.  

Table 9. Comparison of different activities done by Reliance Industry:  

Sr. no.  Activities  Total score  Average Score  Rank  

1.  Education  21/40  52.5  VII  

2.  Health  18/30  60  V  

3.  Environment  26/35  74.2  IV  

4.  Social Empowerment  20/25  80  II  

5.  Sports, Culture and Heritage  15/25  60  VI  

6.  Voluntary areas  34/45  75.5  III  
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7.  CSR Variables  30/35  85.7  I  

  

Table 9 shows score and average score of Reliance industry in different activities from the period 2016-17 to 

2020-21. It scored 52.5 in education, 60 in health, 74.2 in environment, 80 in social empowerment, 60 in sports, 

culture & heritage, 75.5 in voluntary activities and 85.7 in CSR variables. The main focus of industry was on 

empowering women and diversification in their work.   

From the 9th table, it shows Reliance Industry involves in different CSR activities to strengthen its position in 

marketplace. They go beyond the legal obligations, thus showing that the company cares more than just profits. 

CSR act as a moderator in this study and reflects its impact on brand value. The value of the brand significantly 

increases from 2016-17 to 2020-21. The brand ranked third in the top most valuable Indian brands in 2020 (by 

Statista Research Department). Brand value of Reliance industry shown in graph below:  

 

Graph 2. Brand value of Reliance industries ltd.  

Results and Discussion: -  

1. The study reveals that CSR contribution by reliance industry increases year to year. They had contributed 

at least 2% of average net profit towards CSR activities of the studied period.  

2. The result showed that the reliance industry scored 42.5 in education, 60 in health, 74.2 in environment, 

80 in social empowerment, 60 in sports, culture & heritage, 75.5 in voluntary activities and 85.7 in CSR 

variables.  

3. The result also depicts that highest average score is 85.7 in CSR variable which focuses on 7 activities. 

All of these activities have equal score.  

4. It also reveals that industry fulfilled the mandatory requirement of Companies Act, 2013 related to CSR 

contribution and its activities.  

5. The study reflects that CSR act as a moderator to enhance the influence of brand reputation on brand 

equity.    

Conclusion: -  

From this study, it is concluded that expenditure in CSR activities by Reliance industry is gradually increasing 

year to year. They had contributed at least 2% of average net profit in different CSR activities and fulfil the 

mandatory requirements of the Act. On the basis of average score, CSR variables come at the top. Brand equity 

falls in line with many elements of corporate social responsibility.  

Recognition through several rewards, investment in advertisement for establishing brand positioning, 

involvement in CSR activities help the reliance industry with its positive image among investors and various 
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stakeholders. Marketing done through TVCs, print, online ads, billboards etc for its business are able to create 

resonating effect among the customers thus increasing brand loyalty. The philanthropic activities such as 

donations, scholarships and community’s wellbeing create its positive image. Improvements to a Reliance 

reputation through practicing social responsibility with four perspectives (economic, legal, philanthropic, ethical- 

by carroll in 1991) can also lead to increased brand equity. As a result, reliance industry captures a high market 

share through its positive brand image.    

References: -  

1. Ali, I. (2011), Influences of Corporate Social Responsibility on Development of Corporate reputation 

and consumer purchase intentions, Romanian review of social sciences, 1(1).  

2. Kotler, P. Adam, S., Brown, L., Armstrong, G., (2006) Principles of marketing (3rd ed.). NSW: 

Prentice Hall.  

3. Riaz., N. (2010) Corporate Social Responsibility (CSR) and Brand Equity (BE), University of Central 

Punjab, 1-10.  

4. Kasmin Fernandes, (2020) Top 20 Indian Companies for CSR in 2019, thecsrjournal.in.  

5. R. Sharma, V. Jain, Metamorphosis 2019, CSR, Trust, Brand loyalty, Brand equity: Empirical 

Evidences from Sportswear Industry in the NCR Region of India, journals.sagepub.com.   

6. M Esmaeilpour, S Barjoei (2016) - Global business and management…., The impact of Corporate 

Social Responsibility and image on Brand equity, gbmrjournal.com.  

7. A. Singh, P. Verma, 2017 Global business review, How CSR affects brand equity of Indian firms? 

journals.sagepub.com.  

8. Creel, Timothy – Management Accounting Quarterly Summer 2012, How Corporate Social 

Responsibility Influences Brand Equity, vol.13.  

9. Hoffler, Steve & Keller, Kevin, “Building Brand Equity through Corporate Societal Marketing,” 

Journal of Public Policy & Marketing, Spring 2002.  

10. http://thecsrjournal.in, The Definitive CSR Report of Reliance Industries Ltd.  

11. http://www.ril.com, Annual Report | Revenue – Reliance Industries Ltd.  

12. www.journals.sagepub.com, How does corporate social responsibility transform brand reputation 

into brand equity.  

http://www.jetir.org/
http://thecsrjournal.in/
http://thecsrjournal.in/
http://www.ril.com/
http://www.ril.com/
http://www.journals.sagepub.com/
http://www.journals.sagepub.com/

