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Meanings and Implications 
of Corporate Social 

Responsibility and Branding 
in Grocer Retailers:

A Comparative Study over Italy and the UK

ABSTRACT

The chapter demonstrates the extent to which companies operating in the Retailing Grocery industry use 
Corporate Social Responsibility (CSR) as driver to enhance their brand and pursue commercial value, 
or to purely redefine their business priorities in accordance to evolving consumers’ needs and expecta-
tions by making CSR a new concrete business model and evolving towards the concept of Corporate 
Shared Value (CSV). The study is addressed to analyse the matter of facts in two different European 
geographical areas: Italy and United Kingdom, chosen because of the peculiar approaches in compa-
nies’ attitude towards CSR and CSV, ultimately. Many differences and some relevant similarities in the 
implementation of CSV as new strategic model between the countries have emerged, with UK showing 
the most formalized and standardized integration between social and economic value within its Grocer 
Retailer companies’ business activities.
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BACKGROUND

Many authors consider responsible, ethical, philan-
thropic and sustainable behaviours to be effective 
routes companies can take to reach their markets 
and meet their consumers’ needs successfully 
(Torres et al., 2012; De Pedro & Gilabert, 2012; 
Vallaster et al., 2012; Kuepfer & Papula, 2010; 
Macleod, 2001; Mohr et al., 2001). All the actions 
conducted within the above mentioned fields are 
commonly defined with the name of Corporate 
Social Responsibility (defined within the chapter 
to as CSR) and have started being actively imple-
mented by companies for the last three decades. 
As the for-profit world has started realizing the 
importance of playing a role as good citizen in 
the society (Carrol, 1991; Ahmed & Machold, 
2004) and adjusting their whole organizational 
culture (Schein, 2010; Pringle et al., 1988) ac-
cording to a responsible way of doing business 
that creates value also for the society, the concept 
of Corporate Social Responsibility has evolved 
towards the creation of Corporate Shared Value 
(defined within the chapter to as CSV) (Porter & 
Kramer, 2011).

Implementing a model based on Corporate 
Shared Value means for companies undertaking 
a set of profitable activities that move beyond the 
trade-off between business and social concerns, 
to buster companies’ competitiveness while im-
proving at the same time economic value and the 
conditions of the society their activities directly 
or indirectly impact on (Porter & Kramer, 2011). 
In order to share the value they create, companies 
need to communicate their responsible, ethical, 
philanthropic and sustainable actions in a coherent 
way and integrate CSV with the other marketing 
activities that include branding, and so set up an 
Integrated marketing communication strategy 
(Schultz et al., 1993; Krugman et al., 1994; Duncan 
& Mulhern, 2004; Belch, Belch, 2009).

The necessity of integrating communication 
levers is perceived by companies as the most effec-
tive and strategic way to recognize their business a 

reason to exist, and this is undisputed especially in 
crisis periods (Casalegno et al., 2012), when new 
concerns drive consumers towards more respon-
sible and coherent choices, as far as both economic 
and intrinsic value of products and companies are 
concerned. In the specific case of Grocer Retailers, 
for instance, consumers are nowadays looking for 
tangible benefits belonging to the implementation 
of Corporate Shared Value: when CSV domain 
directly affects their actual experience with the 
company or company’s private labels they tend to 
modify their shopping behaviour (trendwatching.
com) and may be willing to pay higher prices if 
the purchase is justified by a good cause (Cause 
Related Marketing) (Demetriou, Papasolomou, & 
Vrontis, 2009) or the product simply acts in the 
best interest of society.

It is here that the relation between branding and 
Corporate Social Responsibility becomes crucial 
to understand the way in which companies are actu-
ally implementing the model of Corporate Shared 
Value. IN particular, whether CSR activities ac-
tually and purely aim at improving both society 
wellbeing and economic conditions or they are 
just addressed to help differentiating strategically 
companies’ image related to their business opera-
tions (La Cour & Kromann, 2011) and obtain the 
competitive advantages (Porter & Kramer, 2002) 
for maximizing their profits (Friedman, 1970). In 
particular, which activities carried out within CSR 
really belong to the pure altruism of individuals 
running the company (Maple, 2008) and which 
ones just represent “an intellectual sloppy and 
trendy diversion from rigorous economic and 
institutional analysis” (Robins, 2005)?

INTRODUCTION

The general aim of the chapter is to analyse the 
meanings and innovative implications of Corpo-
rate Social Responsibility (CSR) strategies and 
policies adopted by grocer Retailers operating in 
two different European countries: Italy and United 



 

 

17 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/meanings-and-implications-of-corporate-social-

responsibility-and-branding-in-grocer-retailers/109699

Related Content

E-Marketing in a Digitalized World
 (2017). Encouraging Participative Consumerism Through Evolutionary Digital Marketing: Emerging

Research and Opportunities  (pp. 1-18).

www.irma-international.org/chapter/e-marketing-in-a-digitalized-world/182047

Perceptions of the UAE's Government Communicators Regarding Social Media Roles
Elsayed Darwish (2020). International Journal of Customer Relationship Marketing and Management (pp.

20-35).

www.irma-international.org/article/perceptions-of-the-uaes-government-communicators-regarding-social-media-

roles/263777

The Effect of Information and Communication Technology on Customer Relationship

Management: Jordan Public Shareholding Companies
Maha M. Al-Khaffafand Hadeel J. Abdellatif (2013). Managing Customer Trust, Satisfaction, and Loyalty

through Information Communication Technologies (pp. 342-350).

www.irma-international.org/chapter/effect-information-communication-technology-customer/74564

Cyber Threat Ransomware and Marketing to Networked Consumers
Usman Javed Butt, Maysam F. Abbodand Arvind Kumar (2020). Handbook of Research on Innovations in

Technology and Marketing for the Connected Consumer (pp. 155-185).

www.irma-international.org/chapter/cyber-threat-ransomware-and-marketing-to-networked-consumers/239501

What Makes a Fan a Fan?: The Connection Between Steve Jobs and Apple Fandom
Ruijuan Wu, Cheng Lu Wangand Andy Hao (2020). Handbook of Research on the Impact of Fandom in

Society and Consumerism (pp. 378-396).

www.irma-international.org/chapter/what-makes-a-fan-a-fan/237700

http://www.igi-global.com/chapter/meanings-and-implications-of-corporate-social-responsibility-and-branding-in-grocer-retailers/109699
http://www.igi-global.com/chapter/meanings-and-implications-of-corporate-social-responsibility-and-branding-in-grocer-retailers/109699
http://www.irma-international.org/chapter/e-marketing-in-a-digitalized-world/182047
http://www.irma-international.org/article/perceptions-of-the-uaes-government-communicators-regarding-social-media-roles/263777
http://www.irma-international.org/article/perceptions-of-the-uaes-government-communicators-regarding-social-media-roles/263777
http://www.irma-international.org/chapter/effect-information-communication-technology-customer/74564
http://www.irma-international.org/chapter/cyber-threat-ransomware-and-marketing-to-networked-consumers/239501
http://www.irma-international.org/chapter/what-makes-a-fan-a-fan/237700

