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Corporate Social Responsibility contribution by the Indian 
corporations have always been eyed upon very frequently 
and more frequently after the mandate in 2013 which asks 
the companies at least two percent from their net profit 
in the last three years. There is less knowledge about the 
consumer’s awareness of Corporate Social Responsibility 
and their perception for those who are responsible 
corporation. The cosmetic industry usually involves in 
unethical testing and various other unethical activities. 
The purpose of this is to study the attitude, opinion and 
how much do they get affected by the Corporate Social 
activities. The study will be done using primary data and 
consumers will be surveyed through a questionnaire which 
will have demographic, attitude and opinion variables. 
The results will be analyzed and interpreted accordingly.
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Consumer Awareness and CSR in Cosmetic Industry 
in India

Meaning of CSR
While there are many definitions of corporate 
social responsibility but each definition eventually 
concludes that it is the effect the business has on 
the and the expectation of the society from them. 
The concept of Corporate Social Responsibility 
has broadened and now it includes corporate 
citizenship, sustainability, shared value and 
various other concepts..
The WBCSD defines Corporate Social 
Responsibility as “the continuing commitment by 
business to contribute to economic development 
while improving the quality of life of the workforce 
and their families as well as of the community and 
society at large”.
After the Companies Act (2013) the idea of 
either disclosure or explain their mandate of 
Corporate Social Responsibility. This has led to 
more transparency. In the schedule VII of the act 
there has been given a list of activities that need 
to be focused upon through Corporate Social 
Responsibility. 
	 Research Questions
1.	 What is the source of CSR info of cosmetic 
industry in India and are the respondents’ 
corporate social responsibility aware?
2.	 Are the consumers really concerned about 
corporate social responsibility and are they 
willing to pay a higher price for the corporate 
social responsibility product?
3.	 Does the consumer’s decision get affected 
or do they take into consideration the corporate 
social responsibility while purchasing and which 
are the activities is the priority of consumers?
	 Research methodology
The research methodology of this paper was 
based on the primary data. The data collection 
happened through a questionnaire that was 
circulated both online and offline. The majority 
of the responses came through social media and 
the offline responses came through students of a 
university.The sample size was calculated by using 

Cochran’s formula which came out to be 385.The 
questionnaire was taken from G Zhao research 
paper published in 2012. The questionnaire 
had closed ended questions and one open ended 
question for the comments about corporate social 
responsibility. The language of the questionnaire 
was English. A total of 273 responses were 
received both online and offline.The data was 
analyzed in excel with the help of pivot tables and 
some were analyzed manually. 
DATA ANALYSIS
I.	 DEMOGRAPHY- In this section of the 
study we will first explain the demographic 
variable trend which includes Gender, Education, 
Occupation and Age of the 273respondents. This 
section deals with the question number 2, 3, 4 
and 5 of the questionnaire given in the appendix. 

Figure 1

1.	 In the above figure it can be seen that 
female participant (57.5%) were more than Male 
participants (42.1%) and there was 1 transgender 
participant. There were 116 males and 156 
females out of 273 participants.
2.	 There was participation from each age 
group given in the questionnaire. Following 
graph explains the data of different age group 
participation.There were 78% participants from 
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the age 18 to 35 itself following which were from 
36 to 60 age group. We can say that there were 
more youth participants from in the survey. 
3.	 There was nearly equal participation from 
the graduates and post graduates in the survey.

Table 1

Row Labels Count of  Your 
education

Bachelor Degree 144

High School 11

Master Degree or above 106

Secondary School 9

Vocational Education 
Diploma

3

Grand Total 273

We can see that 52.7% participants had a 
bachelor’s degree and following that 38.8% had 
a master’s degree. High school, secondary school 
and vocational education participants were low 
in number as compared to the higher degree 
participants.
4.	 More than half of the participants were 
students i.e. 54.2 % following which were the 
employees also being good in number, then were 
the self employed and others. This can be clearly 
seen in the pie graph.
 

Figure 2

II.	 Awareness about CSR and the 
information source
1.	 In the table given below is the information 
on CSR of the cosmetic industry. We will take the 
mean of  the values given here and after we get it 
we will decide where does it lie close to. We started 
by giving numbers to each level of information . 
One was given to excellent. Two was given to good, 
three was given to average, four was given to poor, 
5 was given to very poor. 

Table 2

Row Labels Count of You think your 
CSR information about the 
cosmetic industry is

Excellent 17

Good 83

Average 122

Poor 35

Very Poor 16

Grand Total 273

The mean of all the values came out to be 2.8168 
which lie between 2 and 3 which is between 
good and average. So here we can say that the 
respondents have a moderate level of knowledge 
about corporate social responsibility.
2.	 The next question in the questionnaire was 
for CSR information source. These sources were 
1. Magazines, newspaper and billboard 2. TV and 
radio 3. Internet 4. Store layout and activities 5. 
Product packaging and label 6. Environmental 
Organization and 6. Others 
on the basis of information received we can 
easily say that most respondents got their CSR 
information from the internet. The next big 
source was Magazine, newspaper and billboard. 
Then came TV and radio and product packaging. 
In the last came environmental organizations and 
other sources. 
3.	 In the next question we asked the 
consumers about their remembrance about the 
social initiative done by the cosmetic brands 
result of which came out to be positive. Nearly 
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6/10th of the respondents said yes that they could 
remember the initiatives and 4/10th could not 
remember. We should not that in the paper of G 
Zhao(2012) the result were more on the “NO” side 
and our responses in comparison to that seem 
quite better and our respondents seem aware. 

Comparative analysis  of CSR information and 
awareness with previous studies 
1.	 In the research study of G Zhao the 
information of the respondents lied between 
Average and Poor but in our study it was between 
Average and Good which seems better than G 
Zhao(2012) study. The respondents in our study 
were much aware than the studies previously 
conducted.
2.	 In regard to the sources of information 
both the studies had similar trend of getting 
information where internet made it to the top and 
rest of the sources followed almost in the same 
order.
3.	 In G Zhao study the consumers could 
recall lesser than our respondents which again 
seems an improvement from the previous time. 
III.	 Purchasing behavior tendency
1.	 The next question that is about the effect of 
CSR on buying pattern. We can see that the majority 
of the respondents were neutral while buying a 
product. 109 respondents chose neutrality over 
other options. 104 respondents agreed that they 
took Corporate Social Responsibility factor into 
consideration while buying a cosmetic and 23 
respondents strongly agreed that they do. Close 
to 50 % respondents chose considered the CSR 
factor. However, 37 respondents also chose to 
neglect the factor while buying a cosmetic product.

Comparative analysis  of CSR information and 
awareness with previous studies 
In G Zhao’s study we can see that the trend 
is somewhat similar. The majority i.e.47% 
respondents were neutral. However, in her 
study the next majority responses were from the 
respondents who disagreed. 

2.When asked whether the participants could 
recall any initiative from the cosmetic industries 
more than half of the respondents said YES to 
it and others could not or were not aware. 156 
respondents said YES while 117 said NO. 

Comparative analysis  of CSR information and 
awareness with previous studies 
G Zhao’s study shows that the trend was opposite 
to our study . In her study 54.1% respondents 
said no as opposed to our study which showed 
42.9% respondents saying NO. This shows that 
the respondents in our study were either aware or 
came across CSR activities.
3.Surprisingly, in the next questions we can see 
the attitude and behavior not matching. While the 
consumers had the attitude to buy a product from 
a responsible producer but when asked about 
their past purchases as many as 194 respondents 
did not buy a product mainly because of Corporate 
Social Responsibility. We can see that in case of 
CSR the attitude and behavior may not always go 
hand in hand. 

Comparative analysis  of CSR information and 
awareness with previous studies 
Sixty-seven percent people (G Zhao) chose no. 
here we can see that in Jonkoping study the 
attitude mismatch with behavioral patternsare  
the same as the Indian population.
The next question that was asked from the 
respondents was about the likeliness of buying a 
product if it involves CSR activities. Out of 273 
respondents 48 said it was very likely that they 
will buy  a products that involves CSR activities. 
119 respondents said it was likely to buy a CSR 
product. In total, 157 respondents which is more 
than half of the responses were ready to buy this 
product. A significant number of 83 respondents 
were undecided. As few as 23 respondents did 
not want to buy a product which involved CSR. 
Comparative analysis  of CSR information and 
awareness with previous studies 
In G Zhao study the trend remained the same 
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among the people. This shows that Indian 
consumers have the same behavior towards CSR 
products as compared to Jonkoping respondents.
	 When asked about how much extra were 
the consumers willing to pay for cosmetics that 
were produced by a social responsible producer 
then most the respondents that is 172 respondents 
were willing to pay a percentage from zero to ten. 
This simply means that the consumers do want 
cosmetic products that are produced responsibly 
even if they have to pay a little extra. 48 people 
were ready to pay a percentage of ten to twenty. 
And very few number of people i.e. 15 and 8 were 
ready to pay 20-30% and 30 and above. However, 
30 respondents were not willing to pay extra at 
all which could either be because that they think 
it is the producers responsibility to produce 
responsibly without incurring any extra price that 
should be paid by the consumer or they are not 
concerned possibility of which is low as shown in 
the previous data.
	 In the above statement 76 respondents 
i.e. 27.8% strongly agreed that they avoided 
buying such products that involved the producer 
indulging in unethical business. 108 respondents 
agreed but not strongly, which constitutes the 
majority of the responses, meant that the people 
left a little choice of buying such products 
the reason may be unavailability of ethically 
produced goods or lack of information about the 
product. There were 51 respondents who showed 
neutrality towards it and as low as 29(disagree) 
and 9(strongly disagree) denied to the statement.

Comparative analysis with other studies
Not so surprisingly, in G Zhao study the trend 
remained exactly the same which tells us that 
the behavior of Jonkoping and Indian citizens is 
same.
The data says that 264 people said quality 
is important. No respondent thought of it a 
unimportant. 239 regarded ingredients as 
important and as low as 8 said ingredients had 
little importance. 225 people thought of price as 

important and 8 people said it was unimportant. 
164 respondents thought producer’s  CSR was 
important. The point to be noted here is that the 
respondents chose important option more than 
very important showing that it is necessary but 
not as necessary. 26 respondents said it was not 
important which is the highest chosen scale among 
all options and as compared to other factors
215 thought brand reputation was important but 
here also the option that was chosen the most was 
important and not very important.
	 If we rank the relative importance of each 
factors influencing while buying a cosmetic then 
we get the following ranks:

Rank 1- quality regarded as the most important 
factorRank 2- ingredientsRank 3- price 
Rank 4- brand reputation Rank 5- producer’s 
CSR being the last preferred important factor 
As per data received 242 respondents thought of 
ecological production process as important but 
125 respondents as compared to 117 thought of 
it as only important and not very important. In 
case of animal test, 152 staunchly were against 
it, 83 were against but not as much. 4 of the 
273 respondents thought of it as unimportant. 
237 thought health awareness as an activity 
as important but 4 of them also thought of 
it as unimportant. 214 respondents thought 
contributing to local communities is important. 
However only 98 thought it was very important 
against 116 who thought of it as important. 
257 thought providing safe products to the 
consumers is important out of which 175 strongly 
believed that it is important. 230 respondents 
believed that the packaging should reduce and 
ecological packaging should be increased.
Rank according to the importance given by the 
respondents:
1.	 Safe products was preferred the most
2.	 Ecological production process 
3.	 Health awareness programmes
4.	 Against animal test
5.	 Reduce packaging and use ecological 
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packaging
6.	 Contribute to local communities as least 
preferred. 

=>Where the the values of the responses are 
given as follows
{Yes=1, No=0, Strongly Agree=1, Agree=2, 
Neutral=3, disagree=4, strongly disagree=5, 
very important=1, important=2, moderately 
important=3, of little importance=4, 
unimportant=5, excellent=1, good=2, average=3, 
poor=4, very poor=5, very likely=1, likely=2, 
undecided=3, unlikely=4, very unlikely=5. 
0%=1, 0-10%=2,10-20%=3, 20-30%=4, 30 and 
above=5}

In the given table of correlation matrix by Pearson 
we have explained the key findings. The values 
marked in red are the values that have moderate 
to high correlation between two statements. The 

Average values of responses measuring attitude and behavior of the respondents

Table 3

Statement Average Interpretation

Source of CSR information 2.82 More from tv, radio and internet.

Attention to CSR while buying the 
cosmetic

2.61 The average responses were between neutral 
and agree which tells us that the consumer is 
moderately attentive

Recall social initiative 0.57 Most people could recall

Bought cosmetic because of CSR 0.3 More towards a no response

Likeliness of buying CSR products 2.4 Though not strong but moderate likeliness

Extra %age of the product ready to 
pay	 2.26	 Average response 
between 0-10 and 10-20%

2.26 verage response between 0-10 and 10-20%

Avoid buying unethically produced 
goods

2.22 Average responses between agree and neutral. 
This tells us that people may buy the unethically 
produced products.

key findings are as follows:- 
1.	 There was moderate positive correlation 
that is, r=+0.441, between level of corporate 
social responsibility information and attention 
payed on corporate social responsibility while 
buying a cosmetic product. This meant that 
the respondents payed attention in moderation 
because of their information about Corporate 
social responsibility.
2.	 The next observation was seen between the 
attention payed to corporate social responsibility 
and the products bought that could involve CSR 
activities of the person’s concern. Again, there 
was moderate positive correlation between both 
statement where r=+0.405. This could mean 
that people payed attention to those cosmetics 
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that involved CSR of their concerns. Their 
concerns affected their attention on CSR or the 
CSR activities affected their concerns.
3.	 The correlation between a cosmetic 
bought that involved CSR and the likeliness of 
buying a good that involved their concerns was 
equal to -0.313 that shows a moderate negative 
correlation between both showing us that they 
affect each other negatively.
4.	 Paying close attention to producer’s 
corporate social responsibility and avoid 
producers that involved in unethical practices had 
a correlation of 0.316 that is they are moderately 
positive correlated with each other. 
5.	 We could find a moderate positive 
correlation between avoiding the producer that 
is unethically involved and likeliness of buying a 
commodity that involved respondent’s concerns. 
The r value was 0.336.
6.	 Between the relative importance of quality 
and relative importance of ingredients their was a 
correlation of 0.425 which is a moderate positive 
correlation. 
7.	 Between paying close attention to CSR and 
Importance of CSR their was a moderate positive 
correlation of 0.389.
8.	 We could also see a moderate positive 
correlation between the concerns involved of the 
respondent with the importance of producer’s 
CSR when we buy a cosmetic. ‘r’ was equal to 0.3.

Conclusion :
The respondents willingness to pay up to 20% 
extra for cosmetics from the socially responsible 
firms but do not want to pay more than that. 
Carrigan and Attala(2001) said that people want 
socially responsible products but do not want 
to spend time finding out which firm is socially 
responsible. 
So it is possible to change a higher price for the 
cosmetic products. At the same time its important 
to let the consumer know about the price change. 
In order to have a sustainable business process 
the CSR activity should not be more than 20% 

of the price if we go by the cost benefit analysis 
where 20% extra is seen as benefit.
According to the ranking, quality after which 
ingredients, price, brand reputation and lastly 
CSR was considered important. According to 
our ranking CSR without quality will be a failure 
for the producer and will not able to attract the 
consumers. So a sale of a product is not much 
affected by the producer's CSR and the producer 
will have to provide high quality good with CSR as 
a factor that can increase their sale.
According to Carroll a firm's CSR is constituted 
by four types of responsibilities that is economic, 
legal, ethical and philanthropic. Since our focus 
is on CSR and its impact on consumer we will 
only take legal, ethical and philanthropic. 
Providing safe products is the legal responsibility 
of the firms. Ecological production and reduced 
packaging comes under ethical responsibilities 
whereas health and contribution to local 
communities come under philanthropic. Animal 
testing is against ethical responsibilities. Providing 
safe products us a firms utmost responsibility. If 
it does fulfill other responsibilities it will not be 
called unethical. According to the ranking in the 
study, the consumers may want the firms to follow 
legal responsibilities first then philanthropic and 
lastly ethical. Ideally, a firm should follow ethical 
and legal responsibilities then philanthropic.

Recommendation :
1.	 Making CSR visible to the general public 
should be increased by the government by making 
public aware of the CSR concept. Variety of 
information sources should be provided according 
to the level of understanding of the people. The 
list of activities in the companies act should be 
provided to each citizen with the priority given by 
companies to these sectors. A list of contribution 
made to the needy should be released publically. 
2.	 Data provided by the companies should 
be cross checked with the activities they have 
contributed in and a list of people impacted. It 
should be ensured that the data set is authentic 



[148] Hkkx 8, vad 2] 15 tqykbZ] 2017                                       ‘kksèklap;u
and is centrally available on a portal.
3.	 A list of socially irresponsible firms should 
be released in the public which can make the 
consumer aware about their practices.
4.	 Socially responsible firms should be 
rewarded for the contribution in CSR to motivate 
them for further contribution and make a 
difference in the society.
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dk;Z&ncko] O;olkf;d fLFkjrk] O;olkf;d Hkfo"; lEcafèkr 
;kstukvksa dks ys dj fnu&çfr&fnu fu;ekuqdwy gksrs tk jgs gSa] 
ogh¡ ehfM;k laxBu vlarks"k dh fofHkUurk dks çLrqr djus dk 
mnkgj.k curs tk jgk gSA blh dkj.k †„ çfr'kr ehfM;kdfeZ;ksa 
dks ehfM;k dks vkthfodk dk ekè;e cukus ij viQ+lksl gSA 
;s rLohj ehfM;k ds LoLFk Hkfo"; gsrq vPNk ugha gSA
	 ehfM;k esa ços'k gsrq vU; O;olk; dh rjg ikjn'khZ 
iSekuk viukuk pkfg, lkFk gh deZpkfj;ksa ds orZeku vkSj 
Hkfo"; dh lqj{kk ls lEcafèkr ;kstuk,a gksuh pkfg,A lekt 
ds fodklksUeq[k gksus ds lkFk&lkFk ehfM;k dks Hkh fodflr 
voLFkk dks çkIr djus dk ç;kl djuk pkfg,A blds fy, 
ehfM;k dks laxBukRed lqèkkj ds lkFk vè;;u dsaæksa esa Hkh 
lS¼kafrd rFkk O;ogkfjd f'k{k.k ,oa çf'k{k.k ds rjhds esa lqèkkj 
ykus dh vko';drk gSA lekthdj.k dh yEch vkSj fujarj 
çfØ;k esa ehfM;k ,d l'kDr lg;ksxh gSA vr% blesa dk;Z dj 
jgs O;fDr;ksa dh euksn'kk larqfyr jgsxh rHkh lwpuk,a larqfyr 
jgsaxh vkSj rHkh lekt Hkh larqyu dh vksj vxzlj gks ldsxkA        

	 fiNys ,d n'kd esa Hkkjrh; ehfM;k esa ,sfrgkfld 
foLrkj gqvk gSA ;g foLrkj cgqvk;keh gS vLrq bldh Nki 
ehfM;k ds lHkh igyqvksa ij vklkuh ls ns[kh tk ldrh gSA 
bl nkSjku ehfM;k dh igq¡p dk;ZØeksa dh xq.koÙkk] çlkj.k] 
rduhd vkSj çfrLi¼kZ ljh[ks gj {ks=kksa esa c<+h gSA lekpkj i=kksa] 
Vsyhfotu] jsfM;ks pkSuyksa vkSj osc iksVZy dh la[;k c<+ksrjh 
vkus ds lkFk&lkFk mldh fo"k;&oLrq esa Hkh vHkwriwoZ foLrkj 
ns[kk tk ldrk gS] vko';drk gS rks larqyu ykus dhA  
	 lekthdj.k dh çfØ;k dks nq#Lr djus ds è;s; ls 
laln gks vFkok ljdkjh ukSdjh] 'kS{kf.kd laLFkku gksa ;k xzkeh.k 
fdlku] vkj{k.k rFkk ljdkjh ;kstukvksa dh otg ls lkekftd 
,oa vkfFkZd dk;ksZa esa vYila[;dksa dh Hkkxhnkjh c<+h gSA iw¡th 
dk iQSyko Hkh vYila[;dksa rd gqvk gSA vrso ehfM;k dks 
fut+h O;olkf;d fgrksa dks è;ku esa j[krs gq, fofHkUurk dh uhfr 
dks Lohdkj djus dh igy djuh pkfg,A lkFk gh O;kolkf;d 
uhfr;ksa ds fuekZ.k vkSj rnksijkar ykxw djus dh vko';drk ij 
cy nsuk pkfg,A tgk¡ vU; fuxfer {ks=k osru] dk;Z&vofèk] 

i`"B 130 dk 'ks"k  	 ehfM;kdfeZ;ksa dh i`"BHkwfe--------


