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Abstract 
To be socially responsible is a hot topic around the world and it is often discussed how 

companies shall pull their weight. However, can companies also gain positive brand 

associations from working with different corporate social responsibility (CSR) 

dimensions? 

 

This study provides insight to what impact economic-, social- and environmental CSR 

have on brand associations within the clothing industry. The research is based on 

previous findings of CSR on customer based brand equity, and conducted using a 

quantitative research approach. Further, this research also contributes with theoretical 

and managerial implications of how to manage the different CSR dimensions. 

 

The results of this study show that social CSR has a statistical significance in terms of 

its impact on brand associations, as economic- and environmental CSR showed to be 

insignificant.  
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1 Introduction 
In the introductory chapter, the phenomena customer based brand equity and its 

variable, brand associations will be presented, and then connected to corporate social 

responsibility. Lastly, a discussion of the problem with this connection is presented as 

well as a purpose in connection to the problem. 

 

1.1 Background 
 

Branding can be explained as the process of incorporating values and feelings into a 

brand, which consumers can relate to in order to generate superior value (Vaid, 2003). 

This superior value is commonly known as brand equity, which indicates the strength of 

the brand. The concept of brand equity can be divided in two different paradigms; 

company based and customer based brand equity. The company based perspective focus 

on the financial aspects, such as generating measures in cash and sales (Aaker, 1996; 

Kapferer, 2012). The other, customer based perspective, aims on the relationship 

between the brand and its customers (Kapferer, 2012). Moreover, Kapferer (2012) 

argues that customer based brand equity is the relationship between the customers and 

the brand which increases the customer's willingness to pay or strengthen their 

preferences towards a brand. Rosenbaum-Elliot, Percy and Pervan (2011) discuss how 

customer based brand equity is affected by the knowledge and awareness the customers 

have of the brand, were higher awareness will lead to increased brand equity. Further 

they also discuss how customer loyalty and their willingness to pay a higher price will 

increase the customer based brand equity. This is similar to how Keller (2008) argues 

around the dimensions of brand equity, and that a strong brand is a source of 

competitive and financial advantage. One part of customer based brand equity is brand 

associations. Brand associations could be defined as anything that is connected to a 

brand within the mind of a customer (Aaker, 1991). Brand associations could be seen as 

a central part of customer based brand equity could be due to the fact that it is the force 

which generates meaning and knowledge to the consumers about the brand (Romaniuk 

& Nenycz-Thiel, 2011; French & Smith, 2013) as well as it provides an important base 

for differentiating the brand from its competitors (Aaker, 1991).  

 

Brand associations can be affected by a lot of factors (Solomon et al., 2006), 

associations is built based on the stimulus people are exposed to. It is said that we as 

people are exposed to stimulus all the time which means that associations can be built 

on anything (Solomon et al., 2006), one that generally influence brands is corporate 
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social responsibility, or CSR (Fatma, Rahman & Khan, 2015;  Hur, Kim & Woo, 2014). 

Visser (2014) defines CSR “as the way a business consistently creates shared value in 

society through economic development, good governance, stakeholder responsiveness 

and environmental improvement” (p.1). In other words, CSR is the work that companies 

practices in order to contribute to the society in various ways, for example reducing the 

amount of carbon dioxide emissions, or striving towards fair work conditions (Wang et 

al., 2015; Popoli, 2011). In order to reach sustainable growth, Rose (2015) argues that 

companies shall look over their economic status on both local and global markets 

together with their environment and societal impacts in terms of contribution towards 

the society. This is in line with Popoli (2011) who argues that all dimensions of CSR, 

economic, social and environmental, shall be treated as equally important when 

companies conduct CSR activities. 

 

Studies show that there are a lot of benefits for companies who strive for great CSR. 

Hur, Kim and Woo (2014) states that it can generate favorable consumer awareness, 

attitude and building a good reputation in the long run, which is something that 

companies favor (Hur, Kim & Woo, 2014). Chernev and Blair (2015) argue for how 

companies can become more profitable, by doing good and how CSR can affect how 

customers evaluate a brand’s products. 

 

1.2 Problem discussion 
 

Green and Peloza (2011) discuss whether consumers perceive the different dimensions 

of CSR in the same matter. They state that due to the positive support it generates for 

the society and hence positive consumer reactions, it creates a “win-win” situation. The 

effectiveness of CSR is therefore based upon how much “win” there is for the 

consumers, in other words if they feel that they receive extra value from the purchase. 

Tingchi Liu et al. (2014) states that for CSR to be effective, companies have to focus on 

the appropriate CSR dimension. However, implementing CSR activities is very risky, 

this because it is unknown how to manage it (Vallaster, Lindgreen & Maon, 2012). 

Tingchi Liu et al. (2014) as well as Wang et al. (2015) state that there are three 

dimensions of CSR which companies can create activities within, economic, social and 

environmental. The main issue with CSR dimensions is that these does not possess the 
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same effectiveness on the customer (Tingchi Liu et al., 2014; Green & Peloza, 2011; 

Kang & Hustvedt, 2014). 

 

As of now, researchers understand that CSR is beneficial if focus is put on the correct 

CSR dimension, based on customers preferences, but which CSR dimension companies 

should work with is not clear (Tingchi Liu et al., 2014; Green & Peloza, 2011; Kang & 

Hustvedt, 2014). Gaining an understanding of which CSR dimensions companies 

should work with is of great relevance since companies spend a lot of money on CSR 

(Woo & Jin, 2016), but essentially does not know in what way each specific CSR 

dimension effects a company. Not knowing what the outcome of a specific CSR activity 

could mean that companies spend a lot of money with an unfavorable outcome. By 

solving this, companies could focus their assets on CSR activities that actually matters 

in order to create competitive advantage. Tingchi Liu et al. (2014) further explain that 

their results indicates that the stakeholder dimension (in this study called economic 

dimension) is of bigger importance for consumers than environmental and social 

dimensions. Studies on how CSR affects brands have been conducted before, however, 

there are still room for research in order to get an understanding of how CSR affect 

brands across different industries (Tingchi Liu et al., 2014; Kang & Hustvedt, 2014). 

 

Previous research indicate that there is limited research which explains how CSR affects 

customer based brand equity (Hur, Kim & Woo, 2014; Woo & Jin, 2016) and especially 

a central part of customer based brand equity (Romaniuk & Nenycz-Thiel, 2013; French 

& Smith, 2013), brand associations (Wang & Korschun, 2015). Kang and Hustvedt 

(2014) argue that the best way to measure customer based brand equity is through 

consumers associations towards the brand. Thellefsen and Sörensen (2015) argue 

similarly, and state that any meaning of a brand is created through associations. Giving 

a clear answer of how CSR dimensions affects brand associations could guide 

companies into investing resources on other marketing activities, or support that 

spending on CSR is beneficial. Ultimately, by knowing how CSR affect brand 

associations, managers will get an insight into how the different CSR dimensions can be 

used in order to form meaning as well as differentiates themselves from its competitors 

(Aaker, 1991) and ultimately increase brand value (Kang & Hustvedt, 2014). 
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1.3 Purpose 
 

The purpose of this study is to explain the impact CSR dimensions has on brand 

associations. 
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2 Theoretical framework 
The purpose of this chapter is to shed light on how previous research describe the 

phenomenon of brand associations as well as the three different dimensions of CSR. 

Due to the limited research on CSR’s impact on brand associations, this research will 

be based on what researchers has said about CSR’s effect on customer based brand 

equity. The motivation as to why CSR could have the same effect on brand associations 

as it has on customer based brand equity is because brand associations is considered to 

be a very central part of customer based brand equity (Aaker, 1991; French & Smith, 

2013). 

 

2.1 Brand associations 
 

The value of a brand usually stems from the set of associations a brand has (Chen, 

2001). Brand associations, identified as one of the five characteristic of customer based 

brand equity, is the item that last in people’s memory and create positive associations 

with the brand (Aaker, 1991). Aaker (1991) explains brand associations as the perceived 

associations based on consumers memories. In other words, it tells what the brand 

means to the consumer (Aaker, 1991; Pappu, Quester & Cooksey, 2005). There are 

several associations that shall be examined in the presentation of the brand towards the 

customers. These are brand as a product, brand as a personality and brand as an 

organization (Aaker, 1991). Chen (2001) explains that it is these associations which 

differentiates the brand, hence increasing the likelihood of a company gaining 

competitive advantage. According to French and Smith (2013), band associations are 

the core of customer based brand equity. Rosenbaum-Elliot, Percy and Pervan (2011) 

argue for the importance of strong brand associations and that they are positive and 

unique in order to build a strong customer based brand equity. This can include 

everything from packaging to the distribution channels, hence all the aspects of the 

product and brand that can affect the relationship with the consumers. 

 

According to Aaker (1996), brand associations is divided into three measurements, 

perceived brand value, brand personality and organizational associations. Perceived 

brand value is usually seen as what type of functional benefits a brand’s product can 

offer (Aaker, 1996). Sweeney and Soutar (2001) explain that it is of great importance 

for brands to produce value for the customers since it is the key to gaining a competitive 

advantage. They also state that perceived value is comprised by two parts, the price one 

pays for the actual product and the quality of the product (Sweeney & Soutar, 2001; 

Vera, 2015). Vera’s (2015) findings indicate that there is a positive relationship between 
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perceived brand value and the willingness for consumers to pay a higher price. Aaker 

(1996) also explains that perceived brand value is divided into price and quality, 

suggesting that when managers seeks to measure perceived brand value, you measure 

whether a brand generates the value based on the money you have to pay for the product 

or if there is a reason one would buy a certain product in comparison to its competitors 

(Aaker, 1996).   

 

The second measurement Aaker (1996) argues for when measuring brand associations is 

brand personality, which is based on the understanding of brand as a person. Mishra and 

Mohanty (2013) argue similarly to Aaker (1996) that brand personality is an important 

tool for differentiation, in terms of how a brand’s personality can affect consumers 

perception and associations. Brand personality can be measured using human 

characteristics such as sincerity, excitement and sophistication (Aaker, 1997). However, 

Aaker (1996) argues that in some cases in terms of studies which are not product 

specific it can be more efficient to measure more general aspects such as if the 

respondents find the brand interesting or if they believe that the brand has a personality. 

 

Organizational associations is the last measurement used by Aaker (1996) in order to 

measure brand associations. Organizational associations can be explained as how 

consumers associate and perceive the corporate organization, as for example in terms of 

being innovative, providing quality or credibility. This is in line with Groza, 

Pronschinske and Walker (2011), who state that consumer perception is based on the 

marketing communication provided by the company. Organizational associations is also 

something that is built in the long term, and reflects the attitude and mentality of the 

company, rather than its individual products (Rim, Yang & Lee, 2016). 

 

2.2 Economic CSR 
 

Uddin, Hassan and Tarique (2008) state that the economic dimension of CSR should 

consider the direct and indirect effects that the company’s work has on the community 

that it is operating within as well as the stakeholders of the company. Mandina, 

Maravire and Masere (2014) agree upon this and say that economic CSR is the 

foundation of a company, meaning that they should be profitable in order to contribute 

to the society. Uddin, Hassan and Tarique (2008) also explain that economic CSR 

consists of different activities, and explains that a company should pay good salaries to 
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the employees. This will increase the employees willingness to spend money by 

purchasing goods and services as well as pay taxes and contributing to the local 

economy. Uddin, Hassan and Tarique (2008) further emphasize on even distribution of 

salaries, meaning that they should not focus on giving economic rewards to a small 

amount of people in their staff but to spend it equally. 

 

Another factor within economic CSR is the financial reporting of companies (Woo & 

Jin, 2016). By avoiding things such as paying taxes, which can be viewed as an 

unnecessary cost for the company, it can affect the trust that a community has for the 

company. The trust that the community gives to a company is very important for the 

future operations (Uddin, Hassan & Tarique, 2008). According to Woo and Jin (2016) 

the economic factors of CSR is measured as the contribution to the local economy, 

transparent reports about profits and revenues and lastly the evaluation of indirect 

marketing impacts (Woo & Jin, 2016). The economic dimension is also discussed by 

Wang et al. (2015) who say that giving economic contribution to stakeholders and other 

creditors is of high importance for companies. 

 

In earlier research there is a disagreement regarding the stakeholder dimension of CSR. 

Uddin, Hassan and Tarique (2008) say that a company’s work with economic CSR 

should also affect the different stakeholders of the firm in a positive way. However, 

Tingchi Liu et al. (2014) argue for the stakeholder aspects as an individual dimension of 

CSR. They say that activities within the area of stakeholder CSR can include fair 

relationships with suppliers, a protective workplace for the employees, returns to 

investors and improvement programs for the local community. Tingchi Liu et al. (2014) 

further explain that their results indicates that economic dimension is of bigger 

importance for consumers than environmental and social dimensions. 

 

2.3 Social CSR 
 

Social CSR concerns the impact a business has on its social system of which it belongs, 

such as the municipality (Woo & Jin, 2016). Mandina, Maravire and Masere (2014) 

agree with this and say that a company must not only focus on doing business to 

increase profits, but also to create business for the community in which it is operating 

in. This means that companies should care about the wellbeing and welfare of the 

society. Abreu et al. (2012) found in their study that some companies tend to only meet 
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the societal requirements set by the government as going beyond this seems 

unnecessary, unless it is a customer requirement. Despite this, Kang and Hustvedt 

(2014) have found that if consumers have the perception of a company to be transparent 

and committing to the local society, it will be an advantage for the company that they 

can benefit from. This is something that Mandina, Maravire and Masere (2014) also 

argue for in their research. They say that it can be an advantage for companies that work 

with social CSR if they donate to the community and schools. Further, Kang and 

Hustvedt (2014) argue similarly to Abreu et al. (2012) that much of the work that 

companies put down in CSR related questions is driven by the consumers and their 

demands. 

 

Uddin, Hassan and Tarique (2008) break down social responsibility into three subfields, 

responsibility towards customers, employees and the community. Responsibility 

towards the consumers includes aspects such as safety, durability and service not only 

during the purchase but also after in terms of complaints or assistance. Employee 

responsibility mean that the company should stand up for its employees, their rights and 

conditions. The company could work for better circumstances at the workplace and help 

its employees with personal issues (Uddin, Hassan & Tarique, 2008). Kang and 

Hustvedt (2014) agree with this statement by putting emphasis on how important it is to 

be transparent with questions such as labor issues, especially in labor intensive markets 

(Kang & Hustvedt, 2014). 

 

Woo and Jin (2016) state that a company can work with questions regarding public 

welfare or making local investments. Uddin, Hassan and Tarique (2008) agree and state 

that companies should put emphasis on the community when it comes to social CSR. 

This can be done by doing local investments, such as sponsoring different social project 

and welfare. Tingchi Liu et al. (2014) agree to this but also take the social aspect one 

step further and says that companies should contribute to the society by promoting 

culture and work with sustainable development. Continuously they say that if a 

company is perceived to be responsible towards the society, there is no guarantees that 

the company in question will have advantages over competitors. It does not matter how 

positive the effects are, they will never be able to compensate negative aspects such as 

low quality perception by the customers of the company’s products (Tingchi Liu et al., 

2014). 
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2.4 Environmental CSR 
 

According to Tingchi Liu et al. (2014) the environmental dimension of CSR regards 

how company’s actions affect the environment. A big part of environmental CSR 

regards questions such as environmentally friendly production, which conserves energy 

and decrease pollution (Tingch Liu et al., 2014; First & Kehtriwal, 2010). Namkung and 

Jang’s (2013) view of environmental dimension of CSR goes in line with earlier 

research and argues that it is about environmental production, working with activities 

that decrease their energy consumption as well as recycling and that brands possess a 

green brand image (Namkung & Jang, 2013). 

 

Studies show that it is important for companies who work with the environmental 

dimension of CSR to portray an environmentally friendly image for the customers 

(Benoit-Moreau & Parguel, 2011; First & Kehtriwal, 2010). However, even though First 

and Kehtriwal (2010) are positive to environmental CSR in general, neither of their 

hypothesis which stated the positive effects of environmental CSR were accepted. 

Tingchi Liu et al. (2014) state that customers whom possess a more ecologically 

friendly lifestyle are more loyal to companies that works with the environmental 

dimensions of CSR. Therefore, it is important that a brand has a green image, meaning 

that they work with causes such as environmental protection, another interesting finding 

is that green image seem to have a positive impact on perceived quality (Tingchi Liu et 

al., 2014). A green brand image is also discussed by Larceneux, Benoit-Moreau and 

Renaudin (2012) who state that the presence of environmental labeling is important for 

companies that work with the environmental dimensions of CSR. Montoro Rois et al. 

(2006) strengthens this statements, since their findings indicate that the brand’s 

environmentally friendly labeling on products can make the company successful. 
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3 Conceptual model and hypothesis 
The purpose of this chapter is to present a model that shows the impact CSR has on 

brand associations as well as defining the hypothesis, stating how these particular CSR 

dimensions affect brand associations. 

 

 
3.1 Hypothesis forming 
 

Based on the literature found, it was evident that researchers were in an agreement as to 

how economic CSR affects customer based brand equity. According to Woo and Jin 

(2016) economic dimension of CSR is something that is affecting customer based brand 

equity. They say that economic factors were of higher importance than environmental 

and social when it comes to enhancing brand equity from a customer point of view. 

Wang et al. (2015) as well as Tingchi Liu et al. (2014) and Uddin, Hassan and Tarique 

(2008) agree with Woo and Jin (2016), arguing that economic dimension have a 

positive effect on customer based brand equity. Due to the unanimous belief in how 

economic CSR affects customer based brand equity in a positive manner (Wang et al., 

2015; Woo & Jin, 2016; Uddin, Hassan & Tarique, 2008; Tingchi Liu et al., 2014), it 

can be drawn from the literature found that there are more research which indicates that 

economic CSR affects customer based brand equity positively than those who do not. 

This indicates that economic CSR should have the same effect on brand associations. 

Henceforth, this research’s first hypothesis is: 

 

H1 - Economic CSR has a positive impact on brand associations. 

 

With regards to social CSR, Kang and Hustvedt (2014) found that if consumers have the 

perception of a company that they work with activities classified as social CSR, will 

result in a direct correlation to a positive customer based brand equity. Mandina, 

Maravire and Masere (2014) agree and say that if companies work with social CSR, 

customers get a positive view of the company and associate the brand name in a good 

way. However, regarding the aspect of corporate giving when looking at customer based 

brand equity, Kang and Hustvedt (2014) does not agree with Mandina, Maravire and 

Masere (2014). Kang and Hustvedt (2014) say that corporate giving activities, such as 

charitable donations, had small or indirect effect on customer based brand equity. 
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Uddin, Hassan and Tarique (2008) as well as Woo and Jin (2016) state that activities 

within social CSR have a positive impact on customer based brand equity. 

 

Only Abreu et al’s. (2012) article did not confirm that social CSR has a positive effect 

on customer based brand equity whilst a total of five other articles (Uddin, Hassan & 

Tarique, 2008; Mandina, Maravire & Masere, 2014; Woo & Jin, 2016; Kang and 

Hustvedt, 2014)  supports its positive impact on customer based brand equity. Due to 

the amount of literature found that support social CSR in comparison to the one who 

does not, one can make an argument that social CSR activities should have the same 

effect on brand associations. That is why the second hypothesis is stated as following:  

 

H2 - Social CSR has a positive impact on brand associations. 

 

Benoit-Moreau and Parguel (2011) findings indicate that brands which communicates 

an environmentally friendly image will generate a high customer based brand equity 

(Benoit-Moreau & Parguel, 2011), which is agreed upon by Tingchi Liu et al. (2014) as 

well as Larceneux, Benoit-Moreau and Renaudin (2012) and Montoro Rois et al. 

(2006). However, First and Kehtriwal (2010) argues that environmental dimension does 

not affect customer based brand equity, which is to some extent agreed upon by Tingchi 

Liu et al. (2014) who says that chinese customers viewed environmental dimensions of 

CSR as of small importance. Namkung and Jang (2013) findings indicate that 

companies who uses environmental practises does not have a better customer based 

brand equity in comparison to companies that do not (Namkung & Jang, 2013). 

 

Out of six articles, only Namkung and Jang (2013) as well as First and Kehtriwal (2010) 

reject the fact that environmental CSR will positively affect customer based brand 

equity. Four articles supported the fact that environmental CSR affects customer based 

brand equity (Tingchi Liu et al., 2014; Benoit-Moreau & Parguel, 2011; Larceneux, 

Benoit-Moreau & Renaudin, 2012;  Montoro Rois et al., 2006). Based on the amount of 

researchers which supports that environmental CSR affects customer based brand equity 

contrary to those who do not, the third hypothesis is stated as following:  

 

H3 - Environmental CSR has a positive impact on brand associations. 
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3.2 Conceptual framework 
 

Following the theoretical framework, there has been an extensive review of relevant 

literature when it comes to both brand associations and CSR. Based on the knowledge 

found, economic-, social- and environmental CSR affects customer based brand equity 

in a positive way. Therefore, together with previous argument that brand associations is 

a central part of measuring customer based brand equity (Aaker, 1991; French & Smith, 

2013), this research’s conceptual model is presented in figure 3.2.1. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 3.2.1. Conceptual model. 
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4 Methodology 
This chapter will provide an understanding and an argumentation of the methodology 

approaches that have been used in order to conduct this study. It also shows the 

construction and pretesting of the questionnaire. 

 

4.1 Inductive vs. deductive research approach 
 

There are two separate approaches to a research, inductive and deductive (Bryman & 

Bell, 2011). The inductive approach is described as taking the particular to the general. 

This means that conclusions are derived from observations or a set of data, hence one 

conclude a theory after the research (Ormerod, 2010). In contrast, the deductive 

approach, which is the most common nature of a research, is based on existing literature 

and research which the hypothesis is later based upon to conduct the research (Ormerod, 

2010; Zikmund et al., 2010; Bryman & Bell, 2011). The inductive approach is a way of 

driving research forward, developing new theories and exploring new areas. Where as 

with the deductive approach, existing theories will be revised and developed depending 

on the findings of the latest research (Bryman & Bell, 2011).  

 

Due to the fact that the hypothesis of this study is based on previous research, it is 

appropriate for this research to be based on a deductive manner. Continuously, since the 

purpose of this paper seeks to explain the impact CSR dimensions has on brand 

associations, there is a need for a theoretical foundation on what earlier research has 

said in the matter. This because it is of importance to have fundamental knowledge in 

order to improve and further explain the findings. The empirical material for this study 

will be gathered and analyzed with existing theories as a foundation. This allows for the 

researchers to review previous studies, look through old results and apply similar tests 

to a different market, and ultimately change or strengthen what previous studies has 

shown. 

 

4.2 Qualitative vs. quantitative research 
 

Bryman and Bell (2011) describe quantitative research as “entailing the collection of 

numerical data and as exhibiting a view of the relationship between theory and research 

as deductive, a predilection for a natural science approach” (p. 150). By applying 

quantitative research as a numeric measurement tool, it allows for the researcher to see 

fine differences between people or sample groups and it contributes as a yardstick in 
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order to do so. Furthermore, by using numbers and statistics, it enables more accurate 

estimates of the degree of relationship between concepts (Bryman & Bell, 2011). Yin 

(2011) says that in difference to quantitative, qualitative research offers a broader and 

deeper understanding of the topic that is studied. It focus on the study of people's lives 

under their real circumstances, which is reviewed through the people in questions 

opinion and outlook. A qualitative study covers the context that people operates within 

and gives insights about current or developing concepts that explains the social 

behaviors from people (Yin, 2011).  

 

The process of gathering empirical material in a qualitative study are often time 

consuming and require a lot of resources, it can consist of interviews, observations, data 

collection and tactile impressions (Yin, 2011). In comparison to qualitative research, 

quantitative data allows one to collect larger amounts of data on a population or sample 

group within a shorter period of time (McCusker & Gunaydin, 2015). 

 

When it comes to qualitative data, it is usually of exploratory nature, while quantitative 

is of explanatory nature where one can seek a certain relationship och its cause and 

effect (Bryman & Bell, 2011). This research is identified as being of explanatory nature, 

due to the purpose, which seeks to explain how the different dimensions of CSR 

impacts brand associations, but also explaining the cause and effect the different 

dimensions of CSR has on brand associations which calls for a quantitative study. Using 

a quantitative method can also be linked to the deductive nature of this study, since 

deductive research is of quantitative kind (Bryman & Bell, 2011). A quantitative 

research with its ability to act as a yardstick (Bryman & Bell, 2011) will benefit this 

research as it makes it easier to measure which dimension of CSR that has the biggest 

impact on brand associations.   

 

 
4.3 Research design 
 

According to Aaker et al. (2011) the design of a research is the plans that is supposed to 

guide the study towards its goals. To design a research there are a lot of decisions that 

should be made, one of the most important is the choice of research approach (Aaker et 

al., 2011).  There are several ways to approach a study or research, depending on the 

purpose that is developed. In business research, the most commonly used research 
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designs are exploratory, descriptive and causal design (Malhotra, 2010).  

 

The exploratory research design is correlated to qualitative research and aims to define 

the problem or the phenomena, or develop an approach (Malhotra, 2010; Yin, 2011). 

Aaker et al. (2011) argues that in most of exploratory research, there is limited 

knowledge in the subject prior to the study. There is a high flexibility when it comes to 

the research methods, and in many cases they are also unstructured as the researcher is 

not sure what he or she is going to find. Without a fundamental structure, the researcher 

gets the possibility to pursue interesting ideas that can arise during the study (Aaker et 

al., 2011). In comparison to exploratory research design, descriptive design has the 

main objective of describing certain circumstances, such as market characteristics, and 

is usually done with the help of observations or surveys (Malhotra, 2010). Chambliss 

and Schutt (2010) describe descriptive research as “research in which social phenomena 

are defined and described” (p. 8). In other words, descriptive research aims to describe 

and explain differences and variations of social phenomenons, that is to some extent 

already known by the researcher. The use of hypothesis is common in a descriptive 

research, however, they may be of a speculative or tentative kind (Aaker et al., 2011).  

 

Aaker et al. (2011) argue that the use of only descriptive approach in a study is not 

enough, due to the fact that it can only show if two variables are associated or related. 

There can be other factors that is not accountable and can create the relationship 

between the variables (Aaker et al., 2011). Malhotra and Birks (2003) say that there is a 

lot of different variables that are causing different marketing effects, and that these can 

be problematic to fully present. Therefore it can be favorable to use a causal research 

design, which is described by Malhotra (2010) as the relationship between cause and 

effect. Causal research examines which variables that are the cause (independent 

variables) and which are the effect (dependent variables). Hence it helps to predict how 

one variable will be affected by the change or variation of other variables (Chambliss & 

Schutt, 2010). To ignore external circumstances that may affect the variables, the 

research questions and hypothesis should be very specific (Aaker et al., 2011). 

 

Malhotra and Birks (2003) take it one step further and state that three conditions must 

be followed before a causality can be assumed. The first one is concomitant variation, 
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which is described as “The extent to which a cause, X, and an effect, Y, occur together 

or vary together in the way predicted by the hypothesis under consideration” (p. 260). 

The second condition is the time order of occurrence of variables, which states that one 

variable that is the cause must take place either before or at the same time as the effect. 

Lastly there is the elimination of other possible factors, which means that the variables 

under investigation should be the only causal explanation possible (Malhotra & Birks, 

2003).   

 

The study of this paper is going to measure how three different independent variables, 

economic, social and environmental CSR, affects one dependent variable, Brand 

associations. Essentially, by measuring the cause and effect these three independent 

variables has on brand associations it will be most efficient to use a causal research 

design. Since there is some existing research in the context of how CSR affects 

customer based brand equity, exploratory research with its uncertainty, flexibility and 

unstructuredness (Aaker et al., 2011), would not be suitable for this research. Since 

previous research has showed inconsistency in their findings, one could argue together 

with Malhotra and Birks (2003) that there are existing external variables that is 

uncertain and affects the research. Therefore, the purpose of this research goes along 

with a causal research design, by describing how dependent variables will be affected 

by other independent variables (Malhotra, 2010). 

 

 

4.4 Data sources 
 

When conducting a research there are two main approaches to take when collecting the 

data, primary and secondary data collection (Bryman & Bell, 2011). Primary data is 

information, data and variables collected by the the researchers specifically for the 

purpose of the study, with the appropriate sample group which obtain the correct 

criterias. In contrast, secondary data is information and data collected for previous 

studies and hence not tailored for the specific problem at hand (Malhotra, 2010). When 

collecting secondary data, one can simply search for similar research or use public 

documents or databases. This means that using primary data leads to higher costs and it 

is not equally as time efficient as secondary data, however primary data is tailored for 

the actual research (Zikmund et al., 2010). Secondary data is most commonly used in 

quantitative research, however primary data is used equally in qualitative as quantitative 
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studies. It is important to be aware that data collected from secondary sources may not 

always agree, to work around this issue one can conduct pilot studies to verify the 

accuracy of secondary data. Another factor to bear in mind is that there can be a time 

gap between publicity of the research and the time of the collection of the data used 

(Malhotra, 2010).  

 

This research will be approached by using primary data. As explained above this means 

that new data will be collected for this specific research. This has been decided upon 

due to the fact that there has not been any earlier studies that measures the three 

dimension of CSR impact on brand associations, hence, it would be difficult to find 

accurate secondary data and information regarding the topic. 

 

 

4.5 Data collection method 
 

There are three methods of data collection that could be relevant for this study. This 

research could be conducted using questionnaires, structured interviews and 

observations due to its quantitative nature (Malhotra, 2010). In structured interviews the 

researcher sits down with the interviewee and ask predetermined questions. When doing 

this, it is important that the questions are always asked in the same order, and that they 

are closed, which makes the process direct (Malhotra & Birks, 2003). Observations can 

be described as the process of recording behavioral patterns to obtain information 

regarding a specific phenomena (Malhotra, 2010). Aaker et al. (2011) continue with 

arguing for the fact that observations will only provide information regarding the 

specific behaviour and hence not give any answers to why this behaviour occurs. 

 

 A questionnaire is a standardized set of questions used to obtain information from 

participants. Further, Malhotra and Birks (2003) argue that there are three essential 

objectives that a questionnaire should fulfill. First, all the information that is needed 

shall be translated into questions, which the respondents are able to and will answer. 

Secondly, it should be uplifting and encouraging for the respondents to participate. This 

can be done by offering a tangible reward, an interesting subject and experience or 

personal benefits for the participants when the research is completed. Respondents tend 

to also get more involved if they can be guaranteed confidentiality. Finally, the 

questionnaire should minimize response error. This can be in terms of that the questions 
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measure what they are intended to measure, or that the respondents answer all the 

questions (Malhotra & Birks, 2003).  

 

Considering the nature of this study, a questionnaire will be used to collect empirical 

material and meet the purpose. This will be the most time efficient way to reach 

respondents and categorizing the data. Another benefit of using a questionnaire is due to 

the fact that it is standardized (Aaker et al., 2011), meaning that all respondents will 

face the questions in the same manner.  

 

 

Figure 1. Design process (Malhotra & Birks, 2003). 

 

There are several steps to take into consideration when designing a questionnaire 

according to Malhotra and Birks (2003). The first step of the design process is the 

source of idea, which is the initial data that the researcher have available at the early 

stages. It is at this stage that the research problems emerge. Based on the first step, the 

researchers establish a purpose for each question of the questionnaire. Here it is 

important to make sure that questionnaires are the correct form of research design, in 

other words that one can reach the wanted result with this research rather than a 

qualitative research method. At the third step the actual questions are designed with the 

goal of making all the respondents able, and willing, to answer. This can be done by 

providing necessary information that is needed to understand certain questions. With the 

questions established, it is important to decide how the data will be analyzed. This is 

something that needs to be considered from an early stage and not when the 

questionnaires have already been answered. It should be figured out which statistical 

test that are appropriate for different questions, like nominal, ordinal and ratio scales. 

Finally the circle starts over, and at this point the researcher is provided with further 
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information about the phenomena and might see other questions that should be asked in 

future research (Malhotra & Birks, 2003). 

 

Aker et al. (2011) discuss how to increase probability of the participants answering all 

the questions of the questionnaire. Sometimes it is necessary to ask sensitive questions, 

which the respondents may not feel comfortable to answer, this can be dealt with partly 

by guarantee confidentiality but also by changing the wording of the question. Instead 

of asking a question head on to the respondent that can be perceived as a sensitive 

subject, one can use easier and more daily phrasing of the question with an open-

ending. Malhotra and Birks (2003) argue that one should also avoid double-barreled 

questions, this means that instead of asking if an ice-cream is both tasty and refreshing, 

one should ask it as two separate questions: Do you think that this is a tasty ice-cream? 

Do you think that this ice-cream is refreshing? Aker et al. (2011) further discuss that the 

questionnaire should start with easy and friendly questions, this builds the confidence of 

the respondents and increase the likelihood of them answering more in depth or 

sensitive questions further down. One should also try to avoid difficult words, as this 

can both make the respondents misinterpret questions or even fail to answer (Malhotra 

& Birks, 2003). 

 

When the questionnaire have been finalized, it should be pretested in order to eliminate 

potential errors that may occur. It is of importance that all aspects of the questionnaire is 

tested, such as the order in which the questions are asked and how they are phrased. It is 

prefered to do this as personal interviews even if the questionnaire is to be posted 

online. Finally it should also be tested on an accurate sample which correspond to the 

actual target population (Malhotra, 2010). 

 

 

4.6 Pretest 
 

A pretest is a small scale test of the questionnaire on a sample of the accurate target 

population. This is done in order to measure the functionality of the questionnaire and 

detect if there are any abnormals in the respondent's answers (Bryman & Bell, 2011; 

Malhotra, 2010). Bryman and Bell (2011) further argue that it is efficient to let experts 

or people with good knowledge, such as lecturers and professors in the subject look at 
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the questionnaire to oversee the statements and wording of questions which in turn may 

cause misinterpretations among the respondents. 

 

In the pretest of this research it was decided to first get input from a lecturer within 

branding and marketing on the operationalization as well as the form in order to detect 

mistakes in the early stages of the construction of the questionnaire. At this stage it was 

decided to make minor changes on the wording of the statements to better suit the aim 

of the study. When this was done it was handed out for a test and feedback from two 

respondents which showed room for further improvement in wording and layout of the 

questionnaire, points that were taken into consideration when constructing the final 

version. After the changes were made it was showed to the lecturer one last time, and it 

was agreed upon that it was ready to be sent out to the target population. 

 

 

4.7 Completion of questionnaire 
 

When constructing the questionnaire it was considered how to send it out to the target 

population in order to make it time and cost efficient. A questionnaire can be sent out by 

post, conducted over the phone or posted online for self-completion (Chambliss & 

Schutt, 2010; Malhotra, 2010). A postal questionnaire has to first be sent out to the 

respondents to be answered, and then be resent for collection, which makes it both time 

consuming and not very cost efficient and was hence ruled out as an option for this 

study (Chambliss & Schutt, 2010; Bryman & Bell, 2011). To complete the 

questionnaire over phone was also ruled out due to time constraints, and hence it stood 

to be self completed online. This alternative is the most time efficient for both 

researchers and respondents, and is of very low cost execute (Bryman & Bell, 2011; 

Malhotra, 2010; Chambliss & Schutt, 2010). 

 

 

4.8 Justification of the field of study 
 

The field of this study will be conducted on the clothing industry. Laudal (2010) says 

that the international clothing business is an industry that is very well suited for studies 

of corporate social responsibilities. This because of its globalness, with production and 

distributions in regions that have large variations in government regulation, 
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environmental and employment protection as well as wage levels. Laudal (2010) also 

says that since the clothing industry is an industry where the biggest actors continuously  

increase their market shares, they get a lot of power and are able to put a lot of pressure 

on suppliers. Shen (2014) agrees upon this and explains that these big companies are 

trying to take advantage and reduce the cost of their production. But the clothing 

industry is also an industry that has a very high impact on the environment, and the 

demand from consumers on reducing pollution is very high (Shen, 2014).  

 

With this in mind, companies face a lot of legal and moral aspects that needs to be taken 

care of (Laudal, 2010), but not only that, by incorporating an effective CSR system, 

clothing companies could potentially increase retail price, this due to the fact that earlier 

studies has showed that consumers are willing to pay a higher price if the products are 

environmentally friendly produced (Shen, 2014). Laudal (2010) continuously says that 

the clothing industry also possess low transparency and have high communication 

barriers, leading to increase in potential of CSR within the industry. 

 

 

4.9 Operationalization 
 

After one has constructed the research design, the researchers has to clearly show what 

is being measured and how they are going to measure it (Bryman & Bell, 2010). This is 

often illustrated in a table that is also referred to as an operationalization (Bryman & 

Bell, 2010). Table 4.9.1 is this research’s operationalization, the first column illustrates 

which variable which will be under investigation, with the second column, giving the 

variables a definition. The third column attempt to conceptualize the variables, by 

defining its indicators which will define the variable (Bryman & Bell, 2010). The last 

column attempts the tie the questions with the indicators presented column three, the 

indicators stem from what literature said about the different variables, what they have 

said is summarized in the table presented in appendix I. 
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Variables  Definition  Indicator Item on Questionnaire 

Brand 

Associations 

Anything that is connected to a 

brand within the mind of the 

customer.  

-Perceived value 
 

Knowing that clothing brands give 

good value for the money makes me 

form positive associations. 

-Brand personality 
 

Knowing that a clothing brand 

possess certain characteristics makes 

me form positive associations. 

-Organizational 

associations 
What I associate a clothing brand 

with, is of importance for me. 

Economic 

CSR  

Economics CSR are activities 

which involves giving good salaries 

to their employees. Economic CSR 

also comprises of the company 

being honest with the reports. 

Lastly, it also emphasizes on the 

importance to give economical 

contributions to its stakeholders.  

- Good Salaries Knowing that a clothing brand 

provides fair salaries to their 

employees makes me prefer that 

brand over its competitors. 
 

- Honest reporting Knowing that a clothing brand is 

transparent with their financials 

makes me more interested in that 

brand when I create brand 

associations.  
 
Knowing that a clothing brand is 

transparent with their financials 

makes me prefer that brand over its 

competitors. 
 
Knowing that a clothing brand is 

transparent with their financials 

makes me perceive the brand as 

being more credible.  

-Giving economical 

contribution to 

stakeholders  

Knowing that a clothing brand 

provides economic contribution to its 

stakeholders makes me more 

interested in that brand when I create 

brand associations.  
 
Knowing that a clothing brand gives 

economical contribution to its 

stakeholders makes me perceive the 

brand as being more credible.  
 

Environmen

tal CSR 
Environmental CSR are activities 

that has environmentally friendly 

production which reduced pollution 

as well as energy consumption. But 

also that it conveys a message as 

being environmentally friendly.  

- Energy efficient 

production 
 

Knowing that a clothing brand is 

energy efficient in their production 

makes me find that brand to be more 

interesting when I create brand 

associations 

- Reduction in 

pollution 
Knowing that a clothing brand is 

working with reduction of pollution 

makes me prefer that brand over its 

competitors. 
 
Knowing that a clothing brand is 

working with reduction of pollution 

makes me perceive the brand as 
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being more credible.  
 

- Convey a message 

as being 

environmentally 

friendly  

Knowing that a clothing brand is 

being labeled as environmentally 

friendly makes me prefer that brand 

over its competitors. 
 
Knowing that a clothing brand is 

labeled as environmentally friendly 

makes me find that brand to be more 

interesting when I create brand 

associations. 

 
Knowing that a clothing brand is 

labeled as environmentally friendly 

makes me perceive the brand as 

being more credible. 

Social 

CSR 

Social CSR are activities which are 

done in order to increase the 

wellbeing of the society, as well as 

providing, such as giving charitable 

donations. But it also stresses the 

factors as to how they treat their 

employers. 

- Investing in the 

local society 
 

Knowing that a brand invest in the 

local society makes me more 

interested in that brand when I create 

brand associations. 
 

- Contribute to 

charity 

organizations 

Knowing that a clothing brand gives 

contributions to charity organizations 

makes me prefer that brand over its 

competitors. 
 
Knowing that a clothing brand gives 

contributions to charity organizations 

makes me perceive the brand as 

being more credible. 
 

- When a company 

emphasizes on fair 

labor  

Knowing that a clothing brand puts 

emphasis on fair labor makes me 

more interested in that brand when I 

create brand associations. 
 
Knowing that a clothing brand put 

emphasis on fair labor makes me 

prefer that brand over its competitors. 
 
Knowing that a clothing brand puts 

emphasis on fair labor makes me 

perceive the brand as being more 

credible. 
 

Table 4.9.1 Operationalization  
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4.10 Sampling 
 

Before one tries to grasp the concept of sampling, one has to understand two terms, 

population and sample. A population in terms of sampling is a group of people which 

possesses certain information which is sought after by the researchers (Malhotra, 2010), 

an example of a description of a population could be males between the ages of 15 and 

21. A population could be extremely large, which could lead to difficulties in including 

each and every member of that particular population in one’s research (Bryman & Bell, 

2011). A sample is a smaller group of people, being a part of the population. This 

sample is the ones which researchers will conduct their study on (Bryman & Bell, 

2011). What is essential in research is that the sample accurately represents the 

population, hence minimizing sampling errors, which is the difference between the 

population’s and the sample’s beliefs, if the sampling error is too significant, then the 

researchers has a hard time stating that the findings could be generalizable (Bryman & 

Bell, 2011).  

 

The first thing researchers has to do when they start with the sampling process is that 

they have to define the target population (Malhotra, 2010), when one seeks to define a 

target population, researchers has to give a clear and precise definition of the population 

in order to get as effective and leading sample as possible (Malhotra, 2010). Due to the 

fact that the problem with this research is not demographically related, the population is 

not defined, instead this research seeks to get a general opinion of how consumers react 

to different CSR dimensions and how it affects brand associations in regard to the 

clothing industry.  

 

The second part of the sampling design process is to define the sample frame. A 

sampling frame is a list of items who will represent the population and shows how you 

are going to access the sample (Malhotra, 2010). Bryman and Bell (2011) say that a 

sampling frame could be hard to obtain.  

 

The third step is to select the sampling technique. When selecting a sampling technique, 

one has to first and foremost determine which type of sampling to use (Malhotra, 2010). 

There are two ways of sampling, probability sampling and non-probability sampling, 
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probability sampling are methods where every member of a population has equal chance 

of getting admitted to the samples (Bryman & Bell, 2011). There are different methods 

as to how researchers could get a probability sample. The first one is simple random 

sample. When conducting a simple random sample, researchers assign each member of 

the population a number, then by using either a table of random numbers or a program 

which generate random numbers which decides who will be admitted to the sample 

(Bryman & Bell, 2011). The second method is systematic sampling, where one does not 

use table or programmes in order to generate a sample, but one selects directly from the 

population in a systematic manner, for example by picking the 15th employee for every 

40th employee (Bryman & Bell, 2011). It could be that a population is very diversified 

and that it is of necessity that the sample includes people who represent a group of 

people within the population (Bryman & Bell, 2011), an example could be if one sets to 

research within a company, then it could be of interest to divide company into smaller 

groups, preferably by what division they work for. When one has divided a population, 

then they proceed by either conducting a simple random sample or a systematic sample. 

This method is known as stratified random sampling (Bryman & Bell, 2011). The last 

probability sampling method is the multi stage cluster sampling. Multi-stage cluster 

sampling is applied when researchers deal with an extremely dispersed population 

which would take a lot of time. In that case, the researchers divides the population into 

clusters, and then randomly selects which clusters one should be in the sample (Bryman 

& Bell, 2011). 

 

As mentioned in the previous paragraph, non-probability sampling is the other way of 

selecting a sample, non-probability sampling are sampling methods where there is not 

an equal chance of being admitted into the sample (Bryman & Bell, 2011). The first 

method is convenience sampling, the researchers selects their sample by the ones which 

is are at “the right place, at the right time” (Malhotra, 2010 p. 377), henceforth, people 

who are  being sampled are those who are easily accessible. However, by using this 

sampling method, it is not possible for the researcher to say that they have collected a 

representative sample (Bryman & Bell, 2011; Malhotra, 2010). The second non-

probability sampling method is called snowball sampling, this is where researchers 

conduct a research on one person. After the research is done, the researchers use these 

respondents to get a hold of more people, hence creating a snowball effect (Bryman & 

Bell, 2011). The last method for non-probability sampling is quota sampling. Quota 
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sampling is about dividing a population into different categories, then the researchers 

set out to find people to find those who fit into that particular category (Bryman & Bell, 

2011). Due to resource constraints, a convenience sampling will be used in order to 

collect the information needed.  

 

The next chapter of the sampling process is to determine the sample size. Sample size is 

defined as the number of respondents which is included in this study. Determining the 

sample size is of great importance since the sampling size will determine whether the 

conclusion is reliable or not (Bryman & Bell, 2011). But it is very hard to determine 

since there is a lot of factors to be considered in order to determine the sample size 

(Bryman & Bell, 2011). Bryman and Bell (2011) explain that a large sample size does 

not indicate precision, it is all relative to the population, meaning that one has to take 

the sample size into relation to whom and what they are studying. Another factor which 

is of great importance is the researcher’s resource constraints (Malhotra, 2010; Bryman 

& Bell, 2011), meaning that the researcher's ability to collect data from qualified 

personnel is something which has to be taken under consideration when determining the 

sample size. Bryman and Bell (2011) argue for the relevance of this due to the fact that 

there only will be a remarkable change in the first hundreds who conducts the sample. 

This means that there will not be a significant change in conclusion when the responses 

becomes larger and larger (Bryman & Bell, 2011). The response rate is of great 

importance since it gives an indication as to how many people needs to be in the sample 

in order to come up to a number of responses. Online questionnaires are known to have 

a significantly low response rate (Aerny-Perrerten et al., 2015). This means that 

researchers using online questionnaires has to reach a higher total sample in order to get 

an acceptable amount of responses (Bryman & Bell, 2011). Lastly, there is 

heterogeneity of the population, meaning that the population does not have much in 

common, the more heterogeneous a population is, the higher the amount of responses 

needs to be collected (Bryman & Bell, 2011).    

 

This research does not have a specified target sample other than that it was wished to 

have a fair spread over demographics such as age and gender, as discussed above. This 

allowed for a non-probability simple random sample. In order to generate an acceptable 

amount of respondents, the sampling process went through social media. A challenge 

that was faced was to make the sample not too dominant within a certain demographic 



  
 

30 

group. To prevent this, only Facebook and LinkedIn was used to post the questionnaire, 

since these social media channels have fairly distributed demographically with regards 

to the age of the users (Hoezel, 2015). 

 

When one seeks to conduct a questionnaire in order to examine the cause and effect an 

independent variable has on a dependent variable, it is recommended to collect 

approximately 50 samples in order to have a reasonable sample size (Wilson VanVooris 

& Morgan, 2007). This research is based on 180 samples, even though it is 

approximately 3,5 times the size of the minimum amount of sample size recommended, 

there could be made an argument that the sample size could be too small to generalize 

the results due to the fact that the population is extremely heterogeneous since there is 

no restrictions as to who can fill in this form. The main reason as to why the sample 

could be small in relation to the population is mostly contributed due to the researchers 

resource constraints, mostly with regards to the ability for the researchers to conduct a 

probability sampling technique. However, considering the fact that this research 

conducted convenience sampling techniques, having a generalizable sample is not 

relevant.  

 

 

4.11 Data analysis method 
 

In order to extract statistical numbers from the sample, the computer software program 

IBM SPSS has been used. With the help of SPSS an analysis of the answer could be 

done and presented in chapter 6, discussion. 

 

4.11.1 Coding 
 

When one seeks to conduct a quantitative research, it is of high importance to be able to 

quantify the research (Christensen et al., 2010). It is not that hard when the results are 

already numeric (in other words, in numbers). But as soon as the scale of the results are 

not quantifiable, for example in text, then one has to code it in a manner that the 

variables which has scale with words, becomes numeric (Christensen et al., 2010). Not 

only that, but it has to be done in order to analyze it on SPSS and to come to a 

conclusion. With regards to the the questions for the dependent and independent 

variables, a seven-point likert scale was used in order to get an understanding of how 

the respondents stood in relation to the statements. The results from the questionnaire 
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were on a scale of one to seven, where one was meant that the respondents strongly 

disagreed with the statement and seven meant that the respondents strongly agreed with 

it. The control questions, which regarded age, occupation and gender had to be recoded. 

When it came to the question regarding how old the respondents were, respondents 

between the ages of 0 to 19 was assigned the number 0, 20-29 was assigned the number 

1, 30-39 got number 2, 40-49 received number 3, number 4 represented the respondents 

between the ages of 50-59 and lastly, the respondents between the age of 60 and upward 

received the number 5. When it came to the question regarding the respondent's gender, 

there were three options, male, female and other, where the number 0 was assigned for 

the female respondents, number 1 was assigned for the males and 2 was assigned for 

other. The question regarding occupation had five options, student, student at a higher 

education, full-time worker, part-time worked and lastly, other. Where student was 

coded to number 1, student at a higher education was assigned number 2, full-time 

worker received number 3, part-time workers was assigned number 4 and other was 

coded to number 5. 

 

4.11.2 Descriptive statistics 
 

According to Bryman and Bell (2011) it is important to decide upon how the collected 

data in a quantitative study is going to be analysed prior to the collection of the material. 

They argue that it is a common error that researchers skip because they think that the 

analyse is a distinct process that is taking place after the empirical collection. However, 

it is crucial to know what analysis techniques that is going to be used before the design 

of the questionnaire. The reasons for this is argued by Bryman and Bell (2011), you 

have to consider what kind of variables that are used, not all techniques are applicable to 

all types of variables. Aaker et al. (2011) also point out that the type of data is an 

important factor when choosing analysis techniques. Interval and ratio scaled data are 

considered best from a data analysis perspective, where measures of central tendency 

can be used. Bryman and Bell (2011) say that another reason why analysis techniques 

should be decided prior to the collection is due to the size of the sample, which can 

limitate what kind of techniques that can be used. This is agreed by Aaker et al. (2011) 

who says that every data analysis technique that is required are unique for each study, 

and argues that they should be carefully concerned so that results will be presented 

effectively. Continuously they say that one of the most common way to present 

quantitative data is through descriptive statistics. The descriptive statistics are most 
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often presented with a frequency table, that consist of central tendency measures such as 

mean, median and mode. A frequency table also consist of dispersion measures, such as 

range, standard deviation and coefficient of variation, and measures of shapes, such as 

skewness and kurtosis (Aaker et al., 2011). 

 
4.11.3 Hypothesis testing 
 

When the researchers is conducting a research which measure the causal effect an 

independent variable has on the dependent variable, it is suitable to use a regression 

analysis, since it analyzes an independent variable’s effect on the dependent variable 

(Christensen et al., 2010). When researchers seeks to analyze the cause one variable has 

on another, dependent variable, one uses linear regression analysis. What a linear 

regression analysis does is that it measure the relationship between the two variables, a 

graph describes the relationship which ultimately is described as an equation for the line 

(Christensen et al., 2010). When testing a hypothesis, one is essentially looking at the 

slope of the line, if there is no slope, then it means that the dependent variable is 

unchanged in relation to the independent variable, the slope of the line is decided by the 

beta coefficient, or standardized coefficient (Aaker et al., 2011). The beta can be both 

positive and negative and shows the relation between change in the independent 

variables and its effect on the dependent variable. Hence, if the beta is negative, let's say 

-0,35, it means that if the independent variable increase by one, the dependent variable 

will decrease by 0,35 units (Aaker et al., 2011). However, this is only of relevance if the 

independent variable have a significant impact on the dependent variable, which in this 

study means that the significance value (p-value) shall be lower than 0.05. If the 

variable is not significant there is no interest of looking at the beta (Malhotra, 2010). 

Linear regression analysis is also helpful to understand how much the change in the 

dependent variable can be explained by the independent variables (Malhotra, 2010). The 

explanatory power of the independent variable is shown through the adjusted R-

squared, the number will range from 0 to 1 (Bryman & Bell, 2011), the higher the 

number, the higher its explanatory power which means that the change i dependent 

variable can be due to the independent variables. 

 

When it comes to actually accepting or rejecting the hypothesis, the number which is of 

importance is the probability-value (p-value) (Aaker et al., 2011), the p-value is not 

relevamt if not put in context with the confidence level (Bryman & Bell, 2011). The 
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significance level show to what extent the result could be generalizable to the 

population. There are two types of confidence level, a 95% confidence level, where the 

result will to 95% certainty represent the population’s thought on the matter. Then there 

is 99% significance level which gives the result a 99% probability that the results will 

represent the entire population (Bryman & Bell, 2011). This means that if the p-value 

would be below 0,05, then the hypothesis will be accepted with a 95% certainty that the 

result will represent the population, if the p-value is below 0,01, then the representation 

of the hypothesis will be more generalizable, giving it a 99% confidence level that the 

result is can be generalizable. If the p-value is above 0,05, then the confidence level of 

the hypothesis is considered statistically insignificant, meaning that the hypothesis has 

to low confidence level and is forced to reject the hypothesis (Aaker et al., 2011). 

 

Regression analysis is also helpful to understand how much the change in the dependent 

variable can be explained by the independent variables (Malhotra, 2010). The 

explanatory power of the independent variable is shown through the adjusted R-

squared, the number will range from 0 to 1, the higher the number, the higher its 

explanatory power which means that the change in dependent variable has a lesser 

chance of being explained by something that is not researched (Malhotra, 2010). 

 

 

4.12 Quality criteria 
 
4.12.1 Validity 
 

Validity is measured in order to secure the accuracy of the research and to see that the 

measures are coherent and measures the concept that they refer to (Malhotra, 2010; 

Bryman & Bell, 2011). 

 

4.12.2 Content validity 
 

Content validity is an evaluation of how well the items being measured represents the 

measurement task or phenomenon. Content validity is often to be examined by a 

researcher on the field to see if the items of scale covers the construct that will be 

measured (Malhotra, 2010; Aaker et al., 2011). In other words, that the 

operationalization that has been constructed covers the whole area of the concept that is 

to be measured. Further, Malhotra (2010) says that considering the subjective nature of 
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content validity it is not enough to measure the validity of the research, hence one 

should consider measure construct validity as well. In order to assure that the research 

was solid with regards to the content validity, a pretest has to be conducted as well as 

allowing experts judge whether the content is measuring what is intended to measure 

(Hair et al., 2010). The first part which was investigated with the help of an expert in 

branding to examine the operationalization. Afterwards, the pretest was conducted with 

a couple of students filling in the form and ensuring that they understood what was 

measured. The way the pretest was conducted is further explained in chapter 4.6. 

 

4.12.3 Construct validity 
 

Construct validity aims to the question what characteristics the scale is actually 

measuring. One should attempt to provide an answer to why the scale works and how it 

can be connected to the theory upon which it has been constructed (Malhotra, 2010). 

Though content and construct validity can appear to be somewhat similar, the difference 

lies in that content validity regards the relevance of the measures as construct validity is 

concerned by the accuracy of the measurements (Ghauri & Grönhaug, 2005). In order to 

understand how accurate our measurements are, the authors conducted a pearson’s 

correlation, the most widely used statistical tool (Malhotra, 2010), when one conducts a 

pearon’s correlation test, one measure to what extent there is a linear association 

between two variables (Aaker et al., 2011). The correlation will be illustrated through a 

sale between the number -1 and 1, everything above 0,01 gives an indication that there 

is a correlation, by using this tool, researchers can test if the different indicators are 

pointed towards the right direction, hence confirming the construct validity (Malhotra, 

2010). However, in order for the correlation to be considered adequately valid, the 

correlation should be between 0,3 and 0,9 (Dancey & Reidy, 2004). A correlation below 

0,3 would be considered that the relationship is to weak , and a correlation above 0,9 

would be considered to high, and that the independent variables would measure the 

same thing (Dancey & Reidy, 2004).     

 

4.12.4 Reliability 
 

Bryman and Bell (2011) explain that there are different types of reliability, external and 

internal reliability, external reliability is defined by Malhotra (2010) as “the extent to 

which measures are free from random error” (p. 318). In other words, external reliability 
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indicates to what extent a study is replicable. External reliability can be measured for its 

stability, meaning to what extent the results stay the same over periods of time (Bryman 

& Bell, 2010),  this can be done by conducting the questionnaire on two different 

occasions in order to see if the results fluctuate (Bryman & Bell, 2011). However, based 

on the time constraints connected to this research, ensuring that this research contains 

external validity is not possible since there was no time to conduct this research 

multiple times, the researchers also set out to give as descriptive methodology chapter 

as possible in order to enable future researchers to retest this research.  

 

However, when conducting a questionnaire, it is more important that it has internal 

reliability. Which means that the score on one indicator shall be in line with the scores 

of any other indicator that measures the same variable, if there is internal reliability, 

then all the indicators will be pointing towards the same direction, but if the study lacks 

in internal reliability, then the indicators will point into different direction (Bryman & 

Bell, 2011). Henceforth, the indicators will most likely be unrelated to each other and 

will be measuring something else then intended (Bryman & Bell, 2011). A way to test 

internal reliability is with the help of Cronbach’s alpha (Bryman & Bell, 2011). The 

general rule of thumb is that the Cronbach’s alpha should give a number between 0,7 

and 0,95. However, an alpha between the range of 0,6 and 0,7 is considered to be 

moderate (Hair et al., 2010).   

 

4.13 Ethical considerations 
 

When collecting empirical material for research purposes there are a few considerations 

to be made towards the participants of the research. Bryman and Bell (2011) define 

these as if the participants can take harm, if there is lack of consent, invasion of privacy 

or if deception is involved. Harm can be defined as anything that is a direct, or indirect, 

risk towards the participant, such as physical harm, stress or if the participants self-

esteem is negatively affected. Lack of informed consent means that the participant is 

unaware of its participation in the study, this is avoided in this study as the 

questionnaire is to be published online, and the participants chose freely if they want to 

take part in the study (Bryman & Bell, 2011). Bryman and Bell (2011) further explain 

that the right to privacy is something that most people care for a lot, hence invasion of 

privacy can scare people for participating in the research. This can be in terms of that 
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the participants has to leave their name or other credentials. Finally, deception is when 

the study is presented as something other than what it actually is (Bryman & Bell, 

2011). Remenyi (1998) puts light on another potential issue, who is funding the 

research? More often than not, research conducted in connection to a university is 

funded by the state, in one way or another. However, under the circumstance that a 

research is privately funded it is important to make sure that it does not affect the results 

so that the study becomes biased (Remenyi, 1998). Another ethical consideration that 

Remenyi (1998) discuss is the use of the findings, something that the researcher have 

small possibilities to effect. But the problem lies in circumstances where collected data 

and result are used for fraud or other dishonest practice. 

 

This study has been taking both Bryman and Bell (2011) and Remenyi (1998) ethical 

considerations into consideration in order to keep the integrity of the respondents and 

keep them from harm. This has been done as the questionnaire is filled in anonymously 

and the answers can not be traced back to the respondent. Further, the questionnaire and 

the purpose of the study is presented to the target population as for what it is, in order to 

avoid deception. Also, the research is not designed in a way that would make it useful 

for dishonest activities or fraud, as it does not contain any private information about the 

respondents or a certain brand. 

 

4.14 Summary of methodology chapter 
Research approach 

 Deductive 

Research strategy 

 Quantitative 

Research design 

 Causal design 

Data sources 

 Primary   

Field of study 

 Clothing industry 

Research method 

 Questionnaire 

Sampling 

 Non-probability convenience sampling 

Data analysis method 

 Coding, descriptive statistics, hypothesis testing 



  
 

37 

 

5 Results 
In this chapter, the results of the questionnaire will be presented. It will be divided into 

results stemming from the descriptive statistics as well as the linear regression analysis. 

The research reached a sample size of 180 respondents (N=180). The form which was 

sent out can be found in appendix II.  

 

5.1 Descriptive statistics 
 

Pie chart 5.1.1, illustrates the age distribution of the respondents. As one can see, there 

is a clear majority of respondents were the respondents were between the age of 20-29 

years old (n=141). There was an even distribution between the age groups 30-39 and 

40-49 of 9%. Only 4% of the respondents belong to the age groups at the end of the 

span, 2% belong to the age group 50-59 and 1% in 19 and younger and 60+ 

respectively.  

 

 

Pie chart 5.1.1. Age distribution of the research sample. 

 

Pie chart 5.1.2 illustrate the gender distribution for the respondents of the questionnaire. 

It shows that out of 180 respondents, 46% were female, 53% were male while 1% stated 

other. 
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Pie chart 5.1.2. Gender Distribution of the research sample. 
 

Pie chart 5.1.3 shows the occupation of the respondents of the questionnaire. Out of the 

180 respondents, 32% was students and 33% was students at higher education. 

Continuously 31% of the respondents was full-time workers, 2% part-time workers and 

lastly 2% stated “other” as their occupation. 

 

 

Pie chart 5.1.3. Occupational distribution of the research sample. 

 

Table 5.1.1 illustrates how those who filled in the questionnaire answered the questions 

regarding brand associations. The mean of these three questions ranged from 5,03 to 

5,71, with a median of 6 on question one and a median of 5 on both question two and 

three. The mode for question one was seven while question two and three both had a 

mode of 5.  
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Question 1 Question 2 Question 3  

Mean 5,71 5,26 5,03 

Median 6,00 5,00 5,00 

Mode 7 5 5 

Std. Deviation 1,280 1,326 1,553 

Skewness -1,016 -1,175 -0,726 

Std. Error of Skewness 0,181 0,181 0,181 

Kurtosis 0,714 1,964 0,036 

Std. Error of Kurtosis 0,360 0,360 0,360 

Table 5.1.1. Descriptive statistics regarding questions on Brand associations. 

 

Table 5.1.2 below show how the respondents have answered to the questions regarding 

economic CSR. Where the mean answer to the questions ranged between 3,92 and 4,8, 

the median was four in four questions, these questions also had the same mode. While 

two questions had a median 5, where one question had a mode of five and another had a 

mode of six. 

 

 Question 4 Question 5 Question 6 Question 7 Question 8 Question 9  

Mean 4,74 3,92 4,31 4,19 4,08 4,80 

Median 5,00 4,00 4,00 4,00 4,00 5,00 

Mode 6 4 4 5 4 4 

Std. Deviation 1,763 1,639 1,676 1,550 1,557 1,526 

Skewness -0,539 -0,082 -0,279 -0,266 -0,149 -0,449 

Std. Error of Skewness 0,181 0,181 0,181 0,181 0,181 0,181 

Kurtosis -0,599 -0,688 -0,782 -0,403 -0,448 -0,249 

Std. Error of Kurtosis 0,360 0,360 0,360 0,360 0,360 0,360 

Table 5.1.2. Descriptive statistics regarding questions on economic CSR. 

 

Table 5.1.3 shows how the respondents answered questions regarding social CSR. The 

sixteenth question as well as the twentieth question had a mean below 5 (4,93 and 4,89) 

the others had all a mean over 5, with question seventeen as the highest with 5,28. 
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Question 16  Question 17 Question 18 Question 19 Question 20 Question 21 

Mean 4,93 5,28 5,13 5,21 4,89 5,18 

Median 5,00 6,00 5,00 5,00 5,00 5,00 

Mode 5 6 6 6 5 5 

Std. Deviation 1,609 1,514 1,554 1,521 1,544 1,523 

Skewness -0,721 -0,814 -0,957 -0,912 -0,898 -0,871 

Std. Error of Skewness 0,181 0,181 0,181 0,181 0,181 0,181 

Kurtosis 0,012 0,167 0,563 0,460 0,504 0,501 

Std. Error of Kurtosis 0,360 0,360 0,360 0,360 0,360 0,360 

Table 5.1.3. Descriptive statistics regarding questions on social CSR. 

 

Table 5.1.4 shows how respondents answered question regarding environmental CSR. It 

can be seen that mean is larger than 5 on all question, peaking at 5,29 on question ten. 

As one can see, question ten and fourteen is marked with a star and will not be included 

in the final analysis, the reason why will be further explained in chapter 5.2. 

 
 

Question 10* Question  11 Question 12 Question 13 Question 14* Question 15 

Mean 5,29 5,28 5,07 5,24 5,26 5,13 

Median 6,00 6,00 5,00 5,00 6,00 5,00 

Mode 7 7 6 7 6 5 

Std. Deviation 1,637 1,601 1,603 1,544 1,587 1,511 

Skewness -0,917 -0,820 -0,728 -0,849 -1,057 -0,887 

Std. Error of Skewness 0,181 0,181 0,181 0,181 0,181 0,181 

Kurtosis 0,140 0,088 -0,071 0,343 0,723 0,535 

Std. Error of Kurtosis 0,360 0,360 0,360 0,360 0,360 0,360 

Table 5.1.4. Descriptive statistics regarding questions on environmental CSR 

Questions marked with (*) will not be included in the analysis since the Cronbach alpha is to high.    

 

5.2 Reliability and validity testing 
 

In order to measure reliability of the questions, a Cronbach’s alpha was conducted, this 

is to measure whether the questions for each independent variable point towards the 

same thing. Table 5.2.1 illustrates the Cronbach’s alpha, henceforth how reliable the 

questions are. As one can see, the variable brand association’s Cronbach’s alpha scale 

has a score of 0,669. A number that is below 0,7, which is considered good (Hair et al., 
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2010). However, Hair et al. (2010) explains that a Cronbach’s alpha between 0,6 and 

0,7 is considered to be moderate. In an attempt to increase the alpha to a higher level, 

questions were removed in order to improve it’s alpha, but it only resulted in a decrease 

in alpha, henceforth, all the questions for brand associations remained in the final 

results. We can also see that environmental CSR has a higher score than recommended. 

Referring back to table 5.1.4, questions ten, eleven and fourteen yielded similar results 

with regards to the mean, median, standard deviation as well as skewness. Due to 

similarities, it was decided to remove questions ten and fourteen, which generated a new 

alpha of 0,943, which is according to Hair et al. (2010) not to high, the new alpha for 

environmental CSR is shown in table 5.2.2.  

 

Variables Brand Associations Economic CSR Social CSR Environmental CSR 

Cronbach's Alpha  0,669 0,868 0,937 0,958 

Table 5.2.1 Cronbach’s alpha for the dependent variable and the independent variables.  
 

Variables Environmental CSR 

Cronbach’s Alpha 0,943 

Table 5.2.2. New Cronbach’s alpha for Environmental CSR. 

 

Table 5.2.3 shows the construct validity measured by Pearson correlation. The 

correlation between the variables shows to be positive as the correlation measures above 

0.01 in all cases. Referring back to Dancey and Reidy (2004), which suggested that the 

pearson correlation should be between 0,3 and 0,9 in order for the construct validity to 

be acceptable   one can see that Pearson correlation yielded a correlation for economic, 

environmental and social CSR to be 0.653, 0.688 and 0.835 respectively. Henceforth, 

the construct validity could be considered solid.  

 

Pearson Correlation Economic CSR 

 

Social CSR Environmental CSR 

Economic CSR 1 

 

0,688* 0,653* 

Social CSR 0,688* 

 

1 0,835* 

Environmental CSR 0,653* 0,835* 1 

*Correlation is significant at the 0.01 level (2-tailed). 

Table 5.2.3. Pearson correlation between different CSR dimensions. 

 

 

 

 



  
 

42 

5.3 Hypothesis testing 

 

In order test the hypothesis that has been cited, a multiple linear regression analysis has 

been conducted, illustrated in table 5.2.3. A total of five models were presented, model 

one tested the causal effect the control variables had on the dependent variable. While 

model two through four tested the causal effect that the control variables and the 

respective independent variable had on the dependent variable. Lastly, model five 

shows the cause and effect that all the independent variables as well as the control 

variables has on the dependent variable, since model five puts all the independent 

variables into context, it is the model which suits the conceptual model presented in 

chapter 3.0 and is therefore the model which will decide if the hypotheses will be 

rejected or accepted.  

 

In the cells, the variables’ beta is presented while the standard error is presented in the 

parentheses, the variables which is considered to be statistically significant with a 95% 

confidence interval was marked with a star (*), while those variables which yielded 

statistical significance at a 99% confidence interval was marked with two stars (**). 

Based on model two through four, it is shown that all the independent variables were of 

statistical significance with a 95% confidence level, except social CSR which was 

statistically significant with a 99% confidence level. However, as seen in model five, 

social CSR’s gained statistical significance while economic- and environmental CSR 

was deemed statistically insignificant when all the independent variables were put into 

same context, Due to the fact that model five is the one which put all variables in one 

context, it is the one which mostly describes our theoretical model, henceforth, it is that 

model which is of relevance. The official results regarding the hypothesis is illustrated 

in table 5.3.2.  
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 Model 1, Control 

Variables 

Model 2 Model 3 Model 4 Model 5 

Age -0,280** 
(0,125) 

-0,264** 

(0,341) 
-0,254** 
(0,119) 

-0,277* 

(0,121) 
-0,252* 

(0,120) 

Gender -0,063 
(0,155) 

-0,014 

(0,153) 
-0,010 

(0,150) 
-0,019 
(0,153) 

-0,005 

(0,151) 

Occupation -0,122 
(0,074) 

-0,123 

(0,072) 
-0,120 
(0,071) 

-0,098 
(0,072) 

-0,124 

(0,072) 

H1 - Economic CSR 
 

0,241** 
(0,060) 

  

0,078 

(0,081) 

H2 - Social CSR 
  

0,296** 

(0,055) 

 

0,271* 
(0,104) 

H3 - Environmental CSR 
   

0,236** 

(0,176) 
-0,035 

(0,090) 

R2 0,125 0,181 0,21 0,179 0,213 

Adjusted R2 0,11 0,162 0,192 0,16 0,186 

Std. Error of the 

Estimates 
1,01795 0,98778 0,97026 0,98908 0,97387 

F-values 8,385 9,658 11,604 9,518 7,797 

Degrees of Freedom (DF) 

regression 
3 4 4 4 6 

Table 5.3.1 Hypothesis testing  
* p <0,05 ** P<0,01 
S.E (Standard error) is presented for each of the independent variables.  
 

 

Hypothesis: Verdict 

H1: Economic CSR have a positive impact on brand associations.  Rejected 

H2: Social CSR have a positive impact on brand associations.  Accepted 

H3: Environmental CSR have a positive impact on brand associations  Rejected 

Table 5.3.2 The final verdict with regards to the rejection and supporting of the hypothesis 
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6 Discussion 
This chapter aims to form a discussion based on what previous theory has said about 

the different CSR dimensions and connect it to the findings presented in chapter five. 

This chapter is divided into four subchapters, one for each CSR dimension and one for 

the unsuspected results. 

 

6.1 Economic CSR 
 

In the descriptive statistics of economic CSR, a result of interest could be observed in 

questions six, eight and nine, that regards how companies are transparent with their 

financials. Question eight generated the second lowest mean of 4,08, a median as well 

as a mode of 4, question six showed the same median and mode, whilst the mean was a 

bit higher, landing at 4,31. Question nine on the other hand, had the highest mean of 4,8 

a median of 5 and a mode of 4. Since these questions measure the same indicator of 

economic CSR, how brands are transparent with their financials, but the answers points 

to some extent in different directions, one can argue that financial transparency are more 

favourable towards certain indicators of brand associations. Referring back to Aaker 

(1996), brand associations can be measured in three ways. Question six regards how 

economic CSR affect brand associations through brand personality by asking if the 

transparent financials generates interest, question eight regards how transparent 

financials affect the perceived value of the brand, while question nine investigates how 

transparent financials effect organizational associations. One can see that based on the 

findings, the respondents believe that having transparent financial does not associate 

brands as having a higher perceived value, but makes the brand more credible, hence 

forming organizational associations towards the brand. This is something that can be 

connected to Uddin, Hassan and Tarique (2008) who says that brands that are 

transparent with their financials will get trust from the community.   

 

Another thing which is of relevance is questions five and seven, which asks how the 

respondents feel about companies giving economic contribution to its stakeholders 

affects brand associations. In relation to fair salaries and transparent financials, they 

scored very low, with question five having the lowest mean of 3,92, a median of 4 and a 

mode of 4. While question seven had a mean of 4,19, a median of 4 and a mode of 5. 

This shows that the respondents value clothing brands with transparent financials and 

that the company provide fair salaries more than the company providing economic 

contribution to its stakeholders. It indicates that if companies seek to boost brand 
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associations through economic CSR, one can make an argument that transparent 

financials as well as fair salaries is the most effective way.  

 

As seen in the table 5.3.1, model five which tested all the independent- and control 

variables causal effect on the dependent variable, the results yielded a p-value higher 

than 0,05, and due to the fact that the p-value for the economic CSR is above 0,05, the 

linear regression analysis deemed it insignificant. Therefore, it can be concluded that 

hypothesis one is rejected, meaning that economic CSR does not have a positive impact 

on brand associations when analyzed together with social and environmental CSR. But 

when looking at model two, which is a linear regression analysis that only investigated 

the causal effect economic CSR and the control variables had on brand associations, the 

economic CSR became statistically significant at a confidence level of 99%. Here one 

can also see that the beta is 0,241 which shows a positive relation between the 

independent and dependent variable. The beta coefficient is also positive for economic 

CSR in model five, but as the hypothesis is rejected, this beta is not of relevance. Keep 

in mind that model two does not represent right model since it does not put economic 

CSR into context with the other independent variables, henceforth it is not the one 

which is of relevance. This argument is strengthened when one looks at the adjusted R-

square on model two, which generated a number of 0,162 and on model five, it got a 

number of 0,186. This means that model five has a higher explanatory power in relation 

to model two, the fact that model five generated a higher adjusted R-squared does not 

come as a surprise since model five incorporates more variables.  

 

When connecting the findings of this research to previous studies, the hypothesis did 

not support the earlier research (Uddin, Hassan & Tarique, 2008; Mandina, Maravire & 

Masere, 2014; Woo & Jin, 2016; Wang et al., 2015; Tingchi Liu et al., 2014) which 

states that economic CSR positively affect customer based brand equity. This mean that 

the previous findings about the impact economic CSR has on customer based brand 

equity can not be applicable when looking at economic CSR’s impact on brand 

associations. The findings also contradicts Tingchi Liu et al’s. (2014) as well as Woo 

and Jin’s (2016) findings which stated that economic CSR is the dimension which is 

considered most effective. The findings of this research prove otherwise and shows that 

social CSR is the most effective, both when looking at the fact that it is the only 
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hypothesis which is accepted, as well as its beta, which is higher in relation to economic 

CSR.  

 

In chapter 2.2, it is stated that previous research seems to be in disagreement whether 

stakeholder CSR is a part of economic CSR (Uddin, Hassan & Tarique 2008; Wang et 

al., 2015) or if it is a separate CSR dimension (Tingchi Liu et al., 2014). Looking at 

table 5.2.1 one can see that the Cronbach alpha for economic CSR generated an alpha of 

0,868, meaning that the indicators used for economic CSR has very high internal 

reliability, which strengthens the notion that the indicators are measuring the same 

thing. This means that the findings of this study contradicts Tingchi Liu et al. (2014) 

and supports Wang et al. (2015) as well as Uddin, Hassan and Tarique (2008) by 

indicating that the stakeholder indicator is a part of economic CSR, despite the fact the 

the respondents though less of it in comparison to the other indicators of CSR. 

 

 

6.2 Social CSR 
 

What can be seen when looking at the descriptive statistics of social CSR is that the 

average answers given by the respondents are all evenly distributed. The highest mean 

that was measured is 5,28, with a mode and a median of 6 on question seventeen, whilst 

the lowest mean of 4,89, with a mode and median of 5 was measured on question 

twenty. In comparison to economic CSR, where one can see that the respondents felt 

differently about the different indicators to some extent, this connection can not be seen 

in social CSR. Due to the similarity, one can argue that the respondents appreciated the 

different variables within social CSR. However, referred to table 5.1.3, one can see fair 

labor as stated in question seventeen, nineteen and twenty appears to be of slightly more 

importance than providing financial contributions to charity organisations. The findings 

motivate Kang and Hustvedt (2014) as well as Abreu et al. (2012) findings, who argues 

that companies are working with social CSR to satisfy customers. The respondents 

answers also indicate that fair labor and local investments are of importance, something 

that previous research seem to agree upon (Uddin, Hassan & Tarique, 2008; Mandina, 

Maravire & Masere, 2014; Woo & Jin, 2016; Tingchi Liu et al., 2014; Kang & 

Hustvedt, 2014).  
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As illustrated in table 5.3.1, model five yielded a p-value which generated a statistical 

significance with a 95% confidence interval, which means that hypothesis two is 

supported. The findings support what previous research (Uddin, Hassan & Tarique, 

2008; Mandina, Maravire & Masere, 2014; Woo & Jin, 2016; Tingchi Liu et al., 2014; 

Kang & Hustvedt, 2014) has said about how social CSR affects customer based brand 

equity. Based on the findings of this research, one can say that social CSR has a positive 

impact on brand associations. Referring to the beta of 0,271 presented in table 5.3.1, one 

can see that there is a positive relationship, meaning that social CSR affects brand 

associations in a positive manner.  

 

Hypothesis two would also be accepted if one would take model three into 

consideration, which tests social CSR alone together with the control variables. This 

resulted in a p-value which would be statistically significant at a 99% confidence 

interval. However, what could be seen based on model three and model five is that the 

confidence interval of social CSR will decrease as soon as economic and environmental 

CSR is included in the regression analysis. This mean that its statistical significance 

decreases as soon as put in context with the other independent intervals. Further, the 

beta coefficient is also positive in both model five and three, which means that as social 

CSR actions increase, so will positive brand associations. But just as the significance 

level, the beta for model five is decreased with 0,025 in relation to model three. Even 

though that the change in beta is not big, one can still see that the relationship between 

social CSR and brand associations will weakened when put in context with the other 

independent variables. The adjusted R-square is also a variable which will decrease, 

going from a 0,192 on model three to 0,186 on model five. Meaning that despite the fact 

the model five incorporates all independent variables, model three which only measures 

social CSR’s impact on brand association will have a higher explanatory power than the 

model which this research is testing. This indicates that model three explains the 

phenomenon better than model five, which can be seen as an interesting finding since it 

seems like the environmental, economic decreases its explanatory power.  

 

6.3 Environmental CSR 
 

Based on the descriptive statistics presented in table 5.1.4, one can see that question 

eleven has the highest mean of 5,28, with a mode of 7 and a median of 6. This is fairly 

similar to question twelve, which has the lowest mean of 5,07, a mode of 6 and a 
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median of 5. Therefore one could make the same argument as social CSR, that the 

respondent felt like the different environmental indicators affected brand associations to 

some extent equally. Thus, the descriptive statistics still shows that the respondents put 

slightly more emphasis on that the company shall be labelled as environmentally 

friendly rather than that the companies shall be energy efficient in their production. This 

goes in line with the findings of Tingchi Liu et al. (2014) who states that having a green 

image can have a positive impact on perceived quality. Based on question eleven, which 

measures environmentally friendly communication and its effect on perceived value, 

one can see that the the most frequent answer was 7, meaning that the findings of this 

research agree with Tingchi Liu et al. (2014).  

 

Previous studies share different views on how environmental CSR affect customer 

based brand equity, were some support its positive effect (Tingchi Liu et al., 2014; 

Benoit-Moreau & Parquel, 2011; Larceneux, Benoit-Moreau & Renaudin, 2012; 

Montoro Rois et al., 2006) while others reject it (First & Kehtriwal, 2010; Namkung & 

Jang, 2013). Based on table 5.3.1, model five generated a p-value which is statistically 

insignificant, resulting in rejecting hypothesis three which predicted that environmental 

CSR will have a positive impact on brand association. This means that the literature 

found on environmental CSR’s effect on customer based brand equity can not be 

applicable to brand associations. However, just as with hypothesis one, when analyzed 

together with the control variables only, environmental CSR showed a statistical 

significance with a 99% confidence interval. Meaning that as soon as environmental 

CSR is calculated together with social and economic CSR, its p-value drops and it 

becomes insignificant. The beta coefficient were positive in model three with 0,236, 

which shows that an increase in environmental CSR will lead to an increase on the 

dependent variable, brand association. But as soon as put in context with the other 

independent variables, it drops to a negative beta of -0,035. The number is so close to 0 

that one could make an argument that environmental CSR does not affect brand 

associations at all when put in context with social and economic CSR. Just as the 

economic CSR, the adjusted R-square on model four is lower than model five with 

0,026, meaning that the explanatory power is higher with model five then model three. 

 

Even though this study rejects the hypothesis of environmental CSR, one can see 

similarities to previous studies (Tingchi Liu et al., 2014; Benoit-Moreau & Parquel, 
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2011; Larceneux, Benoit-Moreau & Renaudin, 2012; Montoro Rois et al., 2006), which 

are supporting its positive effects on customer based brand equity. Earlier research put 

emphasis on environmental friendly communications and the effect this can have on a 

brand. This goes in line with the descriptive statistics of this study, arguing for that the 

respondents are over all positive towards all statements, which are based upon that 

environmental CSR activities of the clothing brand has been communicated to the 

respondents in some manner.  

 

6.4 Other significant findings 
 

Referring back to table 5.3.1, when one is looking at how statistically insignificant the 

control variables was, it was found that gender as well as occupation were statistically 

insignificant throughout all the models presented in table 5.3.1. However, the control 

variable age generated on model one through five generated a p-value which generated 

a statistical significance at a confidence interval of 99%. This means that age was the 

only variable which generated a statistical significance level of 99% throughout all the 

models. Meaning that age had an equal impact on brand associations when tested with 

the different independent variables both separately as well as together. Further, age also 

has a negative beta coefficient throughout all models, which shows that the older the 

respondents, the less emphasis is put on brand associations. 

 

Another thing that is worth noticing is the adjusted R-square for model five, with a 

number of 0,186, which means that 18,6% of the change in brand association can be 

explained by this model and 81,4% of the change in brand associations can be explained 

by something else. One could make an argument that the adjusted R-square is 

considerably low. However, there can be many factors that affects brand associations, 

since brand associations is the item that last in people’s memory and create positive 

associations with the brand (Aaker, 1991). The item which last in people’s memory 

comes from stimulus that a person is exposed to (Solomon et al., 2006). Solomon et al. 

(2006) also states that people are exposed to stimulus all the time, meaning that there is 

a lot of things which could lead to people gaining brand associations. Keeping this in 

mind, if a model which incorporates three independent variables stands for nearly a fifth 

of the change in brand associations, one can argue that it is high since all the aspects of 

the product as well as the brand affects brand associations (Rosenbaum-Elliot, Percy & 

Pervan, 2011).   
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7 Conclusion 
This chapter presents the conclusion of the study as well as theoretical and managerial 

implications. It also gives suggestions for what further studies can focus on within the 

area of CSR in connection to brand associations. 

 

The purpose of this study was to investigate how different CSR dimensions affects 

brand associations, something which according to Wang and Korschun (2015) is yet to 

be understood. Before the research was conducted, the different types of CSR 

dimensions which were identified was, social-, economic- and environmental CSR was 

explained. The relationship which was presented in chapter 3.0 was based on how 

previous research described the CSR dimensions causal effect on customer based brand 

equity. The reason as to why one could justify CSR having the same causal impact on 

brand associations, is because brand associations has a central role in customer based 

brand equity (Aaker, 1991).  

 

Based on the research conducted, it can be concluded that social CSR effect brand 

associations in a positive manner due to it statistical significance, while this research 

can not support the economic- nor environmental CSR effects on brand associations due 

to its statistical insignificance.  

 

7.1 Theoretical implications 
 

When looking at previous research, the majority of them state that the CSR dimension 

had a positive impact on customer based brand equity. However, as Woo and Jin (2016) 

discuss, it is not clear whether which CSR dimension would have the largest impact, 

based on the findings, more specifically the beta. One can see that social CSR has the 

most positive impact on brand associations, hence this research is closing that gap. 

Also, studies such as Tingchi Liu et al. (2014) have only applied economic CSR in their 

research. What this study does differently is that it goes more in depth and investigating 

how these three CSR dimensions affect brand associations and how they affect each 

other when put in the same context. What this research does differently is that it is 

looking at brand associations specifically rather than customer based brand equity. It 

therefore provides deeper knowledge on how CSR dimensions affect brand association 

in correlation to each other in a way that has not previously been done, this is of great 

relevance since customer based brand equity is a very broad concept (Aaker, 1991), 
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while this research focus on one specific part of customer based brand equity and seeks 

to understand on how it specifically affects it.  

 

What this research also puts a closure to is the disagreement researchers tend to have 

with regards to which CSR dimension is the most effective, where some researchers 

seem to argue that CSR dimensions should be used equally (Popoli, 2011) whilst other 

believe that these CSR dimensions affect companies differently (Tingchi Liu et al., 

2014; Green & Peloza, 2011; Kang & Hustvedt, 2014). With regards to brand 

associations, it is evident that based on the p-value as well as the beta, this research 

supports that the different CSR dimensions is not equally effective and henceforth 

should not be treated equally if one seeks to form brand associations.  

 

Also, this research expands the field of knowledge on a retail specific industry and 

brings the research forward showing clear results in what areas of CSR that appear to be 

of relevance within the clothing industry, hence broadening how CSR affects brands 

across different industries. 

 

7.2 Managerial implications 
 

Since this research accept hypothesis two, social CSR has a positive impact on brand 

associations, a strong argument for managers is provided within the clothing industry to 

put emphasis on such corporate actions. The knowledge of that companies are working 

for fair labor had the highest average answer among the respondents, which means that 

this is something that managers could put extra focus on through communication to the 

consumers. This knowledge is highly valuable to companies since it explains how 

different CSR dimensions can affect brand associations, hence create meaning for the 

company. By gaining meaning in this matter, it can potentially result in companies 

gaining positive brand associations, which will lead to them getting differentiated from 

its competitors (Aaker, 1991) and ultimately gaining competitive advantage (Sweeney 

& Soutar, 2001). This research also shows that the importance of brand associations is 

reduced as age increase, which makes it especially relevant for clothing brand managers 

targeting teenagers and younger adults to work with CSR activities, since they seem to 

be more prone to be affected by social CSR in relation to older adults. 

 

Further, even though hypothesis one and three were rejected, one can see that the 
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respondents answers indicate that different activities within economic- and 

environmental CSR does affect affect brand associations. This gives reason to argue that 

companies could gain positive brand associations to some, even if small extent, by 

working across the field of CSR. Also, these hypotheses were accepted on the basis that 

they were measured separately together with the control variables which aims towards 

the same direction of positive impacts of brand associations. 

 

7.3 Limitations of the research 
 

This research has some limitations which has to be brought up. First and foremost, the 

conclusion is based on a convenience sample, which is also known as a non-probability 

sampling. This means that there is a risk that the sample has high sample errors, which 

makes this research non-generalizable (Bryman & Bell, 2011). Another reason that 

could limit this result is that the findings shows the impact CSR has on brand 

associations with regards to one specific industry, this could mean that the findings 

could potentially only be applicable to the clothing industry.  

 

Looking at the control variables, one can see that both the occupation as well as the 

gender were fairly distributed. However, this research showed a skewed result in the age 

groups, with 78% of respondents in the age 20-29, which can be a factor that affect the 

results and beta coefficients of the control variable age. This is something that also can 

be considered as a sampling error since the sample frame does not have any limitations. 

Due to the age distribution, one can make an argument that the sample would be more 

fit to represent people of the age 20 to 49. 

 

Despite the fact that this research was industry specific was brought up in the pretest, 

the questionnaire could have explained it even further by writing about it in the 

description of the questionnaire. Despite that the pretest indicated that it was clear, 

mentioning it in the text could have clarified it even more. 
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7.4 Future research 
 

Even though this research was not as broad as earlier research, who mostly have 

focused on customer based brand equity as a whole, one could argue that future research 

could be even more detailed and specific. To only focus on one of the different 

measurement that Aaker (1996) argues for (perceived brand value, brand personality 

and organizational associations) could be of interest for future research, since there is 

still many different ways to use these measurements when forming questions in the 

operationalization. For example, one could have taken brand associations one step 

further by asking the respondents about the price as well as the quality, which is a part 

of perceived value (Aaker, 1996). Also, to continuously work with and improve 

theoretical implications, it can be argued that this research should be done within other 

industry specific areas that operates worldwide which a lot of people can relate to.  

 

Another factor that could be of interest is to conduct this research on a probability 

sample, this is of particular interest due to the fact that it could potentially gain a more 

of a conclusive answer to how the CSR dimensions impacts brand associations in 

comparison to the sample that this research is based upon. Due to the fact that the p-

value and beta concerning economic CSR and environmental CSR shows positive 

results when analyzed separately with the control variables, whilst rejected when 

analyzed together, it can indicate that there is still something to be discovered and it 

opens up for future research to investigate it further.  
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9 Appendix 
 

In appendix I, there literature is summarized in a table, where it is summarized how the 

different CSR dimensions is described by the literature found.  

 

Ⅹ =The CSR in question does not have a positive impact on customer based brand 

equity. 
 

Economic CSR Social CSR Environmental CSR 

Uddin, Hassan & 

Tarique, 2008 

- Good Salaries 
- Paying Taxes  
- Stakeholder 

contributions 

- Fair Employee 

circumstances.  
- Local investments  

 

Mandina, Maravire & 

Masere, 2014 

 

- Wellbeing & Welfare of 

the society 

 

Woo & Jin, 2016 - Local economy, 

transparent reports  
- Public welfare & local 

investments  

 

Wang et al., 2015 - Stakeholder 

contribution 

  

Tingchi Liu et al., 2014 - Stakeholder 

contribution 
 

- Local investments  
 

- Environmentally friendly 

production 
- Environmentally friendly 

communication  
 

Benoit-Moreau & 

Parguel, 2011 

  

- Environmentally friendly 

communication 

First & Kehtriwal, 2010 
  

Ⅹ 

Namkung & Jang, 2013 
  

Ⅹ 

Larceneux, Benoit-

Moreau & Renaudin, 

2012 

  

- Environmentally friendly 

communications.  

Montoro Rois et al., 

2006 

  

- Environmentally friendly 

communication 

Abreu et al., 2012 
 

Ⅹ 
 

Kang & Hustvedt, 2014 
 

- Transparent & 

committing to the local 

society  
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