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Abstract 

Corporate Social Responsibility (CSR) has become integral to modern business 

strategy. CSR is not only about fulfilling corporate social responsibilities but also about 

creating long-term value for stakeholders. The research aims to: 1) Identify the role of 

CSR as a catalyst in integrating ESG in marketing strategy; 2) Analyze the Impact of ESG 

integration on company performance and marketing strategy; 3) Provide case studies of 

successful companies implementing CSR as an ESG catalyst in marketing strategies. T 

The research approach used in this study is qualitative. The research design used is 

descriptive. This design describes CSR and ESG phenomena in a marketing context. 

Data was collected through surveys, interviews, and document analysis. Data analysis 

was carried out using content analysis methods. Content analysis is used to analyze 

qualitative data from interviews and documents. Integrating CSR and ESG in marketing 

strategies can provide significant competitive advantages. Integrating CSR into marketing 

through the lens of ESG can significantly enhance a company's reputation, build 

consumer trust, and differentiate the brand in a competitive market. Unilever’s successful 

integration of CSR as an ESG catalyst in marketing demonstrates that sustainability can 

drive business growth while benefiting society and the environment. 
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INTRODUCTION  

Corporate Social Responsibility (CSR) has become integral to modern business 

strategy. CSR is not only about fulfilling corporate social responsibilities but also about 
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creating long-term value for stakeholders. In recent decades, the CSR concept has 

evolved into a more holistic approach that includes Environmental, Social, and 

Governance (ESG) metrics. ESG is a framework used to measure company investments' 

sustainability and ethical Impact. According to a report from the World Economic Forum 

(2020), around 80% of global companies have integrated ESG aspects into their business 

strategy. On the other hand, environmental, social, and governance (ESG) have become 

increasingly considered factors in investment and consumer decision-making. Therefore, 

integrating CSR and ESG in marketing strategies can be a powerful catalyst for improving 

a company's reputation and expanding market share. 

The integration of ESG in marketing strategies not only improves a company's 

reputation but also creates a competitive advantage. For example, Unilever, which has 

adopted a sustainable marketing strategy, increased sales of their environmentally 

friendly products by 40% in 2019 (Unilever, 2019). Therefore, it is crucial to understand 

how CSR can catalyze the integration of ESG in marketing strategies. 

This research aims to answer several essential questions: 1) How can the CSR 

concept catalyze the integration of ESG in marketing strategy? 2) How does ESG 

integration impact company performance in terms of marketing strategy? 3) How do 

companies successfully implement CSR as a catalyst in integrating ESG into their 

marketing strategies? The aim of this research is to: 1) Identify the role of CSR as a 

catalyst in integrating ESG in marketing strategy; 2) Analyze the Impact of ESG 

integration on company performance and marketing strategy; 3) Provide case studies of 

successful companies implementing CSR as an ESG catalyst in marketing strategies. 

 

LITERATURE REVIEW 

Concept of Corporate Social Responsibility (CSR). 

CSR is a concept in which companies integrate social and environmental concerns 

in their business operations and interactions with stakeholders. According to Carroll 

(1991), CSR can be divided into four main categories: economic, legal, ethical, and 

philanthropic responsibilities. Financial responsibility is the foundation of CSR, where 

companies are expected to generate profits. Legal responsibilities include compliance 

with laws and regulations. Ethical responsibilities involve fair and moral business 

practices, while philanthropic responsibilities involve voluntary contributions to the welfare 

of society. 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/


 

 

200 
IJEBIR, Volume 03 Issue 04, 2024 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-ShareAlike 4.0 International License. 

Data from the Global Reporting Initiative (GRI) shows that 93% of the 250 largest 

companies in the world issue sustainability reports that include CSR aspects (GRI, 2020). 

This shows that CSR has become an essential part of global business strategy. For 

example, Starbucks has implemented various CSR initiatives, such as using sustainable 

raw materials and community empowerment programs, improving its reputation and 

customer loyalty (Starbucks, 2020). 

Corporate Social Responsibility (CSR) is a business model that emphasizes a 

company's responsibility to operate in a way that benefits society. This goes beyond 

maximizing profits for shareholders and includes consideration of the environmental, 

social, and ethical impacts of business activities. Here is an overview of the concept: 

1. Environmental Responsibility: CSR involves minimizing the environmental Impact of 

business operations. This includes efforts to reduce energy consumption, reduce 

emissions, conserve natural resources, and manage waste responsibly. Companies 

can implement sustainability initiatives such as using renewable energy sources, 

adopting environmentally friendly technologies, and promoting recycling and 

conservation practices. 

2. Social Responsibility: CSR includes initiatives to have a positive impact on society and 

communities. This can involve philanthropy, charitable donations, volunteer programs, 

and community development projects. Companies can support causes such as 

education, healthcare, poverty alleviation, and disaster relief. Additionally, 

encouraging diversity and inclusion in the workforce and supply chain is critical to 

social responsibility. 

3. Ethical Responsibility: CSR means conducting business ethically and with integrity. 

This includes compliance with legal and regulatory standards and upholding ethical 

principles in all business dealings. Companies must demonstrate honesty, 

transparency, fairness, and respect for human rights in stakeholder interactions. 

Ethical responsibilities also include ensuring the welfare and safety of employees, 

customers, and suppliers. 

4. Stakeholder Engagement: CSR involves engagement with various stakeholders, 

including customers, employees, investors, suppliers, and communities. Companies 

must listen to stakeholders' needs and concerns and incorporate their perspectives 

into decision-making. By encouraging open dialogue and collaboration, the business 

world can build trust, strengthen relationships, and create shared value for all 

stakeholders. 
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5. Long-Term Sustainability: CSR emphasizes the importance of sustainable business 

practices that balance economic growth with social and environmental considerations. 

Companies are encouraged to adopt a long-term perspective and consider the Impact 

of their actions on future generations. This involves integrating sustainability into 

business strategy, risk management processes, and performance metrics to ensure 

business survival and success. 

Overall, CSR is about recognizing that businesses have broader responsibilities 

beyond financial profit and recognizing their role in contributing to society and the well-

being of the planet. By implementing CSR principles, companies can enhance their 

reputation, attract and retain talent, mitigate risk, encourage innovation, and create 

positive social and environmental Impacts. 

 

ESG Integration in Marketing Strategy 

ESG integration in marketing strategy is how companies incorporate 

environmental, social, and governance aspects in their marketing efforts. ESG provides 

a comprehensive framework for measuring and managing risks and opportunities related 

to sustainability. According to a report from Morgan Stanley (2020), companies that 

integrate ESG in their marketing strategies tend to have better financial performance and 

gain higher consumer trust. 

For example, Patagonia, an outdoor clothing company, has integrated ESG into 

its marketing strategy, focusing on sustainability and ethics in its supply chain. Their 

marketing campaigns that emphasize durable and environmentally friendly products have 

succeeded in attracting consumers who care about environmental issues, increasing 

sales and customer loyalty (Patagonia, 2020). 

 

The Relationship between CSR and ESG in Marketing 

Research by Lee et al. (2015) shows that strong CSR practices can be a catalyst 

for integrating ESG into a company's marketing strategy. Companies committed to CSR 

tend to have a better reputation and more easily attract the interest of consumers who 

care about the environment. 

CSR and ESG are interrelated concepts often used interchangeably but have 

different focuses. CSR focuses more on a company's overall social responsibility, while 

ESG is more specific to the metrics used to measure environmental, social, and 

governance impacts. According to research by Eccles and Serafeim (2013), companies 
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that successfully integrate CSR and ESG in their marketing strategies tend to have better 

financial performance and stronger reputations. 

For example, technology companies like Apple have combined their CSR 

initiatives with ESG metrics to create holistic marketing strategies. Apple has 

implemented various sustainability programs, such as using renewable energy and 

product recycling, which improves its reputation and attracts consumers who care about 

environmental issues (Apple, 2020). 

 

RESEARCH METHODS 

A. Research Approach 

The research approach used in this study is qualitative. Four informants 

representing companies with experience managing ESG were interviewed in-depth to 

understand the phenomenon of CSR and ESG in a marketing context and case study. 

 

B. Research Design 

The research design used is descriptive. This design describes CSR and ESG 

phenomena in a marketing context. Data was collected through surveys, interviews, and 

document analysis. 

 

C. Data Collection Techniques 

Data collection techniques used include surveys, in-depth interviews, and 

document analysis. In-depth interviews were conducted to understand better how 

companies integrate CSR and ESG into their marketing strategies. Document analysis 

was carried out on the company's annual sustainability report. 

 

D. Data Analysis 

Data analysis was carried out using content analysis methods. Content analysis is 

used to analyze qualitative data from interviews and documents. 

 

RESULTS AND DISCUSSION 

A. Analysis of ESG Integration in Marketing Strategy 

The research results show that ESG integration in marketing strategies positively 

impacts company performance. Companies that integrate ESG in their marketing 

strategies tend to have better reputations, higher customer loyalty, and better financial 
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performance. For example, companies such as Unilever and Patagonia that integrated 

ESG into their marketing strategies succeeded in increasing sales and customer loyalty 

(Unilever, 2019; Patagonia, 2020). 

Researchers use these procedures to examine how Environmental, Social, and 

Governance (ESG) themes are incorporated into marketing strategies: 

1. Understanding ESG Integration: We will define ESG and its importance in 

marketing strategies. 

2. Assessing Current Strategy: Examine how ESG principles are integrated into the 

marketing strategy. 

3. Measuring Impact: Evaluate the Impact of ESG integration on marketing 

performance. 

4. Identifying Gaps and Opportunities: Identify areas for improvement and potential 

opportunities for deeper ESG integration. 

 

1. Understanding ESG Integration 

a. ESG Principles: 

- Environmental: This focuses on how a company's activities impact the environment. 

This includes sustainable practices, reducing carbon footprints, and managing 

resources efficiently. 

- Social: Involves the company’s relationships with employees, suppliers, customers, 

and communities. It includes labor practices, product safety, and community 

engagement. 

- Governance: Pertains to the company's leadership, executive pay, audits, internal 

controls, and shareholder rights. 

b. Importance in Marketing: 

- Brand Image and Reputation: Consumers view companies with strong ESG 

practices more favorably. 

- Customer Loyalty: Consumers are increasingly choosing brands that align with their 

values. 

- Competitive Advantage: ESG can differentiate a brand in the market. 

2. Assessing Current Strategy 

To analyze the current integration of ESG principles in your marketing strategy, we 

will consider the following aspects: 

a. Messaging and Communication: 
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- Are ESG principles communicated in marketing materials? 

- Is there transparency regarding the company’s ESG initiatives? 

b. Product and Service Alignment: 

- Are products and services designed to be sustainable and socially responsible? 

- Are there any certifications or endorsements related to ESG? 

c. Stakeholder Engagement: 

- How does the company engage with stakeholders on ESG issues? 

- Are there active partnerships with NGOs, communities, and other organizations? 

d. Metrics and Reporting: 

- Are there KPIs related to ESG in the marketing strategy? 

- Is the company reporting on its ESG performance? 

3. Measuring Impact 

To measure the Impact of ESG integration on marketing performance, we will 

analyze: 

a. Customer Sentiment: 

- Conduct surveys and analyze social media to gauge customer perceptions of the 

brand’s ESG efforts. 

- 2. Sales and Revenue: 

- Compare sales data before and after implementing ESG-focused marketing 

strategies. 

b. Market Share: 

- Analyze market share changes about ESG initiatives. 

c. Brand Equity: 

- Use brand equity measurement tools to assess the Impact of ESG on brand value. 

4. Identifying Gaps and Opportunities 

Based on the assessment, identify areas where ESG integration can be improved: 

a. Enhancing Communication:  

- Ensure that ESG efforts are prominently featured in marketing campaigns. 

b. Product Innovation: 

- Develop new products or services that address specific ESG issues. 

c. Stakeholder Collaboration: 

- Strengthen partnerships with stakeholders to enhance ESG initiatives. 

 

d. Continuous Improvement: 
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- Regularly review and update ESG strategies to adapt to changing market conditions 

and consumer expectations. 

 

B. The Impact of Corporate Social Responsibility on ESG in Marketing 

This research also finds that CSR can function as a catalyst in integrating ESG 

into marketing strategies. Companies with vital CSR initiatives tend to integrate ESG 

aspects more easily into their marketing strategies. For example, Starbucks, which has 

various CSR initiatives such as using sustainable raw materials and community 

empowerment programs, has successfully integrated ESG into its marketing strategy and 

increased its reputation and customer loyalty (Starbucks, 2020). 

Corporate Social Responsibility (CSR) plays a significant role in shaping 

Environmental, Social, and Governance (ESG) factors in marketing strategies. Let us 

break down the Impact: 

1. Environmental Impact: 

CSR Initiatives: 

- Sustainable Practices: Companies adopt eco-friendly practices, such as reducing 

their carbon footprints, managing waste, and using renewable energy. 

- Product Innovation: Development of sustainable products and packaging. 

ESG Impact on Marketing: 

- Brand Image: Promotes a positive brand image and attracts environmentally 

conscious consumers. 

- Customer Loyalty: Builds long-term customer loyalty and trust. 

- Regulatory Compliance: Helps adhere to environmental regulations and reduce 

legal risks. 

2. Social Impact: 

CSR Initiatives: 

- Community Engagement: Involvement in community development, education, and 

healthcare programs. 

- Employee Welfare: Ensuring fair labor practices, diversity, and inclusion within the 

workforce. 

ESG Impact on Marketing: 

- Brand Reputation: Enhances the company's reputation as a socially responsible 

entity. 
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- Consumer Connection: Strengthens the emotional connection with consumers 

who value social responsibility. 

- Market Differentiation: Differentiates the brand from competitors through a robust 

social value proposition. 

3. Governance Impact: 

CSR Initiatives: 

- Ethical Practices: Commitment to ethical business practices, transparency, and 

anti-corruption measures. 

- Stakeholder Engagement: Active engagement with customers, employees, 

investors, and communities. 

ESG Impact on Marketing: 

- Trust Building: Builds trust with consumers and investors through transparency 

and ethical behavior. 

- Risk Management: Reduces risks related to governance issues, such as fraud or 

mismanagement. 

- Investment Attraction: Attracts ESG-focused investors and partners, enhancing 

the company’s financial stability. 

The Integrated Impact on Marketing Strategy is shown in the mind map below.

 
Figure 1. Integrated Impact on Marketing Strategies 
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C. Challenges and Considerations: 

- Authenticity: Ensure that CSR initiatives are genuine and not perceived as 

greenwashing or social washing. 

- Measurement: Develop metrics to measure the Impact of CSR on ESG factors and 

adjust strategies accordingly. 

- Stakeholder Alignment: Align CSR activities with the expectations and values of 

stakeholders to maximize Impact. 

 

D. Case Study of a Company that Successfully Integrates CSR as an ESG Catalyst 

in Marketing 

Case studies conducted on companies such as Unilever, Patagonia, and 

Starbucks show that integrating CSR and ESG in marketing strategies can provide 

significant competitive advantages. Unilever, which adopted a sustainable marketing 

strategy, increased sales of their environmentally friendly products by 40% in 2019 

(Unilever, 2019). Patagonia's focus on sustainability and ethics in its supply chain has 

attracted consumers who care about environmental issues and increased sales 

(Patagonia, 2020). Starbucks, which has various CSR initiatives, has succeeded in 

increasing its reputation and customer loyalty (Starbucks, 2020). 

Example: Unilever - Integrating CSR as an ESG Catalyst in Marketing 

1. Company Overview: 

Unilever, a global consumer goods company, is renowned for its diverse product 

range in food, beverages, cleaning agents, and personal care products. With a presence 

in over 190 countries and products used by 2.5 billion people daily, Unilever significantly 

impacts both the global market and local communities. 

2. CSR and ESG Integration: 

Unilever's commitment to Corporate Social Responsibility (CSR) and 

Environmental, Social, and Governance (ESG) principles is embedded in its business 

strategy, the Unilever Sustainable Living Plan (USLP). Launched in 2010, the USLP aims 

to decouple the company's growth from its environmental footprint while increasing its 

positive social Impact. 

3. Key Strategies and Initiatives: 

a. Sustainable Sourcing: 
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- Tea and Palm Oil: Using Rainforest Alliance Certified farms, Unilever sources 100% 

of its tea sustainably. It also leads in the sustainable sourcing of palm oil through 

certification and smallholder inclusion programs. 

- Impact: This initiative ensures ethical practices, supports biodiversity, and improves 

farmers' livelihoods, strengthening Unilever's supply chain resilience. 

b. Plastic Reduction and Circular Economy: 

- Packaging: Unilever is committed to ensuring all its plastic packaging is reusable, 

recyclable, or compostable by 2025. 

- Impact: By reducing plastic waste, Unilever addresses environmental concerns and 

aligns with consumer demand for sustainable products. 

c. Climate Action: 

- Carbon Neutrality: Unilever aims to achieve net-zero emissions by 2039 across its 

value chain. 

- Impact: This ambitious target showcases Unilever's leadership in climate action and 

meets investors' and consumers' growing expectations for corporate environmental 

responsibility. 

d. Social Impact Programs: 

- Health and Hygiene: Brands like Lifebuoy promote handwashing and improve 

hygiene in communities worldwide. Dove's Self-Esteem Project empowers young 

people to develop a positive relationship with their appearance. 

- Impact: These initiatives address critical social issues, enhance brand reputation, 

and build customer loyalty. 

4. Marketing and Communication: 

Unilever effectively integrates its CSR and ESG initiatives into its marketing 

strategies through: 

1. Brand Messaging: 

- Purpose-Driven Brands: Unilever’s brands, such as Ben & Jerry’s and Seventh 

Generation, emphasize their social and environmental commitments in their 

marketing campaigns. 

- Impact: This resonates with conscious consumers, driving brand preference and 

loyalty. 

2. Transparent Reporting: 

- Sustainability Reports: Unilever publishes annual sustainability reports detailing 

progress on its USLP goals. 
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- Impact: Transparency builds trust with stakeholders and showcases Unilever’s 

accountability. 

3. Consumer Engagement: 

- Campaigns and Partnerships: Unilever engages in campaigns highlighting its 

sustainability efforts, like the "Sustainable Living" campaign and NGO partnerships. 

- Impact: These efforts educate consumers about sustainability and encourage 

responsible consumption. 

4. Digital and Social Media: 

- Content Creation: Unilever uses digital platforms to share stories of impact and 

sustainability achievements. 

- Impact: Leveraging social media amplifies Unilever’s message and engages a 

broader audience. 

5. Outcomes and Benefits: 

a. Enhanced Brand Value: 

- Brands integrating sustainability into their core purpose grew 69% faster than the 

rest of the business. 

b. Consumer Trust and Loyalty: 

- Unilever’s sustainable brands accounted for 75% of the company’s growth in recent 

years. 

c. Investor Confidence: 

- Strong ESG performance attracts investment, as seen by Unilever’s inclusion in the 

Dow Jones Sustainability Index. 

d. Competitive Advantage: 

- Unilever's proactive approach to CSR and ESG sets it apart from competitors and 

positions it as a leader in sustainable business practices. 

Implications of Findings for Theory 

The findings of this research have important implications for CSR and ESG theory 

in the marketing context. These findings support the theory that CSR can be a catalyst 

for integrating ESG into the marketing strategy. This research also adds to the literature 

regarding the relationship between CSR and ESG in a marketing context, showing that 

integrating ESG into marketing strategy can improve company performance. 

Practical Implications 

This research guides companies in integrating CSR and ESG into their marketing 

strategies. Companies can use the findings to develop vital CSR initiatives and integrate 
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ESG aspects in their marketing efforts to achieve competitive advantage and long-term 

sustainability. 

Recommendations for Companies 

Based on the findings of this research, several recommendations for companies are: 

1. Develop CSR initiatives that are strong and relevant to social and environmental issues 

that are important to stakeholders. 

2. Integrate ESG aspects in marketing strategies to improve reputation, customer loyalty, 

and financial performance. 

3. Conduct regular evaluations of CSR initiatives and marketing strategies to ensure they 

remain relevant and effective in achieving the company's sustainability goals. 

 

CONCLUSION  

The research finds that CSR can function as a catalyst in integrating ESG into 

marketing strategies. This integration positively impacts company performance, 

improving reputation, customer loyalty, and financial performance. Integrating CSR and 

ESG in marketing strategies can provide significant competitive advantages. Integrating 

CSR into marketing through the lens of ESG can significantly enhance a company's 

reputation, build consumer trust, and differentiate the brand in a competitive market. 

Companies can create marketing strategies that drive business success and contribute 

positively to society and the planet by focusing on environmental sustainability, social 

responsibility, and robust governance. Unilever’s successful integration of CSR as an 

ESG catalyst in marketing demonstrates that sustainability can drive business growth 

while benefiting society and the environment. By embedding sustainability into its core 

operations and communicating its efforts transparently, Unilever has built a resilient brand 

that meets the evolving demands of consumers, investors, and other stakeholders.  
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