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Figure1: Braun and Clarke’s Model   Source: (Carroll, 1999)
	
	The influence of Corporate Social Responsibility on Brand Image: A Case Study of Univer.
Aim: To critically investigate how Unilever’s corporate social responsibility (CSR) practices shape and influence its brand image in the UK market.
Objectives: 




Data Analysis:
Used thematic analysis based on Braun and Clarke’s (2006) six-phase thematic analysis.
· Familiarisation – Repeated reading of selected reports and articles
· Generating Codes – Identified relevant terms like “CSR loyalty” and “ethical leadership”
· Theme Search – Grouped codes under ideas like “brand trust” or “CSR doubts”
· Reviewing Themes – Checked themes aligned with authors’ original meanings
· Defining Themes – Gave clear names showing relevance to CSR and branding
· Reporting – Analysed themes in relation to the study aim
 Identified patterns in consumer responses to CSR and how they affect brand perception.
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Source: (Unilever, 2025)


	Methodology and Methods
	
	
	
		Data Collection

	· This study adopted a qualitative secondary research approach to explore Unilever's CSR initiatives.
·  Thematic analysis based on Braun & Clarke’s (2006) six-phase framework.
· Methods Material Data sourced from published primary sources which were journal articles, CSR case studies and in-house Unilever reports. The sources were critically reviewed for accuracy and comprehension (Srivastava, 2024)
· Enabled identification of clear connections between CSR practices and improved brand perception

 





	
	
	
	· Sources: Academic databases: Google Scholar, ScienceDirect, JSTOR, ResearchGate
· Unilever sustainability reports.
· Targeted studies linking CSR and branding.
· Emphasis on consumer trust and ethical behaviour.
· Keywords Used: “CSR,” “brand trust,” “sustainability,” “consumer loyalty,” “corporate ethics”.
Inclusion/exclusion criteria
Inclusion criteria for selecting the articles:
· Studies published between 2015–2025
· Primary studies focusing on the relationship between CSR and branding
· Sources relevant to consumer trust, ethics, and brand loyalty
· Reports and research from credible and verifiable sources
Exclusion criteria for selecting the articles
· Articles published before 2015.
· Studies not focused on Unilever or CSR-branding connections.
· Non-academic or unverified sources (e.g., blogs, opinions).
Ethical Considerations
· No direct involvement of human participants; the study relied exclusively on secondary data.
· Ethical clearance was obtained in alignment with UWTSD research regulations. A detailed research proposal outlining the study’s objectives and methods was submitted for review.
· Harvard referencing system was consistently applied to acknowledge all sources and uphold academic integrity.
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