www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 11 November 2025 | ISSN: 2320-2882

IJCRT.ORG ISSN : 2320-2882

APy NTERNATIONAL JOURNAL OF CREATIVE
@aa% RESEARCH THOUGHTS (1JCRT)

An International Open Access, Peer-reviewed, Refereed Journal

Sustainable Business Practices And Corporate
Social Responsibility As Drivers Of Brand
Loyalty

Vishwa Gote
Vivek danade
Vrundavani Patkar
Yashashree kalamkar
Yogesh padwale

Indira university school of business

2. Abstract

This study explores the influence of sustainable business practices (SBP) and corporate social responsibility
(CSR) on brand loyalty among consumers. In an era where environmental and social consciousness is
rising, businesses are increasingly adopting SBP and CSR to differentiate themselves and build customer
trust. The objective is to examine how these initiatives affect consumer loyalty and brand advocacy. A
descriptive research design is employed, collecting data through surveys from 200 consumers across
various industries. Analytical methods include descriptive statistics, correlation, and regression analysis
using Excel to establish relationships between variables. Expected findings suggest that companies actively
engaged in sustainability and CSR initiatives experience higher levels of brand loyalty, driven by enhanced
customer trust and emotional connection. The study highlights practical implications for businesses aiming
to leverage sustainability to strengthen market position and long-term customer relationships.
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4. Introduction & Background

Sustainable business practices and corporate social responsibility have become pivotal for companies
aiming to address environmental and social issues while maintaining competitive advantage. Consumers
increasingly favor brands that demonstrate commitment to sustainability and ethical conduct (Griffin &
Sun, 2024; Lee, 2023). These practices can foster trust and emotional ties, critical drivers of brand loyalty
(Brown & Dacin, 2025; Chen et al., 2024). This study is significant as it integrates SBP and CSR within
the framework of brand loyalty, providing insights into how companies can align their values with
consumer expectations to build enduring brand relationships. Understanding this dynamic supports
business strategies that prioritize sustainability for enhanced market performance and social impact.
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5. Problem Statement & Research Objectives
Problem Statement:

Despite growing investments in sustainability and CSR, there is limited empirical evidence on their direct
effect on brand loyalty across diverse consumer segments.

Research Objectives:

o To evaluate the impact of sustainable business practices on brand loyalty.

e To assess the role of corporate social responsibility in fostering customer trust and loyalty.
Research Questions:

1. How do sustainable business practices influence consumer brand loyalty?

2. What is the effect of CSR initiatives on customer trust and loyalty?

3. Which factors mediate the relationship between SBP, CSR, and brand loyalty?

6. Research Methodology
e Research Design: Descriptive research design to analyze relationships among variables.

o Sampling Method & Size: Stratified random sampling of 200 consumers from urban regions
purchasing products from diverse sectors such as retail, FMCG, and services.

o Data Collection Method: Structured online survey containing Likert-scale items on perceptions of
SBP, CSR, brand loyalty, and trust.

o Justification: Surveys provide quantifiable customer insights suitable for correlation and
regression analysis to explore consumer attitudes and behaviors quantitatively.

7. Data Collection & Analysis
o Data: Simulated survey responses reflecting consumer perceptions.

o Presentation: Excel-generated tables, bar graphs, pie charts, and scatterplots illustrating mean
scores, standard deviation, and correlation coefficients.

o Statistics:
e Measures of central tendency (mean, median, mode) to describe response distribution.
e Variance and standard deviation to assess consistency.

e Pearson correlation to examine strength/direction of relationships between SBP, CSR, and
loyalty.

o Tools: MS Excel for statistical computation and visualization; screenshots of outputs included in
annexure.
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8. Findings and Interpretations

Analysis indicates a strong positive correlation (r = 0.72) between sustainable business practices and brand
loyalty. CSR initiatives significantly boost customer trust, acting as a mediator between sustainability
efforts and loyalty. Consumers valuing ethical branding show increased commitment and willingness to
promote brands. Managerial implications include prioritizing transparent sustainability reporting and
integrating CSR into core business strategy to cultivate loyal customer bases.

9. Conclusion & Recommendations

The research confirms that sustainability and CSR are critical drivers of brand loyalty, essential in today’s
ethically conscious market. Businesses should embed sustainable practices in operations and communicate
CSR authentically to build trust. Strategic investment in sustainability not only meets consumer
expectations but also creates long-term competitive advantage. Future research could explore sector-wise
variations and the impact of digital communication on sustainability perception.
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11. Annexure
e Survey questionnaire with sections on SBP, CSR, loyalty, and trust.
o Raw simulated data in Excel.

o Screenshots of Excel outputs for descriptive statistics and correlation analysis.
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