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Abstract; This study explores the impact of health-focused CSR initiatives by FMCG companies on public health 

outcomes and brand equity using statistical analyses like Logistic Regression, ANOVA, and DID. Data from 200 

respondents reveal that CSR activities significantly improve public health awareness and behavioral changes but exhibit 

diminishing marginal benefits. ANOVA results highlight substantial differences in brand equity perceptions among 

groups exposed to CSR programs, confirming their effectiveness. DID analysis underscores the critical role of CSR 

initiatives in positively influencing brand equity, with significant pre-implementation effects and marginal post- 

implementation gains. However, imbalances in model sensitivity necessitate further refinement. This research highlights 

the dual potential of CSR in fostering societal well-being and corporate profitability, providing actionable insights for 

sustainable CSR strategies in the FMCG sector. 

Keywords; Corporate Social Responsibility (CSR), Brand Equity, Public Health Awareness, Sustainability Initiatives, 

 Consumer Behavioral Changes.  

 

INTRODUCTION 

Corporate Social Responsibility1 (CSR) has emerged as a crucial aspect of modern business practices, 

particularly in sectors like Fast-Moving Consumer Goods (FMCG) that hold significant sway over consumer 

lifestyles and societal well-being. CSR initiatives within the FMCG sector are uniquely positioned to address 

pressing public health challenges due to the industry's wide reach, diverse product portfolios, and ability to 

influence consumer behavior on a large scale. Companies in this sector often undertake health-focused 

CSR activities, such as promoting hygiene, nutrition, and wellness, which directly contribute to public 

health improvement while simultaneously enhancing their market presence and brand loyalty. The FMCG 

sector's involvement in public health can be viewed through initiatives like campaigns promoting balanced 

diets, reducing sugar or salt content in processed foods, and distributing hygiene products in 

underprivileged areas. For instance, multinational corporations have launched programs targeting 

malnutrition, access to clean water, and awareness about preventable diseases. These initiatives not only 

fulfill ethical obligations but also create shared value, aligning the interests of businesses with societal needs. 

The economic influence of such initiatives is profound. By addressing health concerns, 1FMCG companies 

can establish stronger consumer trust, differentiate their products, and open new market opportunities, 

especially in regions with unmet health needs. Moreover, governments and non-profit organizations often 

collaborate with the private sector to leverage their logistical expertise and financial resources, amplifying 

the impact of CSR initiatives. 2Despite these advantages, challenges such as ensuring long-term 

sustainability, measuring the true impact of interventions, and avoiding perceptions of green-washing 

remain critical. This study aims to explore the dual role of CSR initiatives in addressing public health 

challenges and creating business value within the FMCG sector. It seeks to assess the strategies employed by 

companies, their effectiveness in improving public health outcomes, and the implications for future CSR- 
 

1 "Innovative Sustainability Initiatives in the FMCG Industry: A Review of Waste Reduction and Circular Economy Practices." ResearchGate, 2024, 

https://www.researchgate.net. 
2 The CSR Journal. "Five FMCG Companies in India That Take CSR Seriously." The CSR Journal, 2023, https://thecsrjournal.in. 

mailto:kvsrahul@gmail.com,
mailto:2harishm1@srmist.edu.in,%20(*)janisbid@srmist.edu.in
https://www.researchgate.net/
https://thecsrjournal.in/
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driven public health interventions. This research is vital in understanding how businesses can act as agents 

of social change while maintaining profitability and sustainability, contributing to the broader discourse on 

the intersection of commerce and public health. 

 

REVIEW OF LITERATURE 

Abdul-Azeez, A., Ihechere, U., and Idemudia, A. "Innovative Sustainability Initiatives in the FMCG 

Industry: A Review of Waste Reduction and Circular Economy Practices." International Journal of Applied 

Research in Social Sciences, vol. 6, no. 9, Sept. 2024, pp. 1990-2017. This review explores strategies like 

achieving zero waste to landfill and the adoption of circular economy principles, emphasizing collaboration 

among stakeholders for effective waste reduction strategies【18】.India CSR. "CSR: Tata Consumer 

Products Spends Rs. 20 Cr on Social Development Projects in FY 2023-24." India CSR, 2023. This article 

highlights Tata Consumer Products’ CSR focus areas such as rural development, education, and water 

sanitation, spending over 2% of its profits on impactful programs【19】.Vertex Resourcing. "Reducing 

Waste and Embracing Sustainability: FMCG's Pivotal Shift in 2023." Vertex Resourcing, 11 Dec. 2023. This 

review discusses FMCG companies like Tesco adopting compostable packaging and phasing out "best 

before" dates, emphasizing the industry's shift to proactive sustainability practices【20】.The CSR Journal. 

"Five FMCG Companies in India That Take CSR Seriously." The CSR Journal, 2023. This article examines 

CSR efforts by companies like Britannia, Nestlé, and Marico, focusing on nutrition, rural development, and 

sustainability during crises such as COVID-19【22】.Prabhakaran, Sandhya. "Corporate Social 

Responsibility in FMCG Industry in India." Journal of Legal Studies and Research, vol. 9, no. 2, Apr. 2023. 

This review analyzes the legal framework of CSR in India and highlights successful implementations by 

FMCG companies to enhance brand loyalty and stakeholder trust【21】. 

STATEMENT OF THE PROBLEM 

Corporate Social Responsibility (CSR) in the FMCG sector has become an integral tool for addressing 

public health issues, particularly in regions where healthcare systems face challenges in accessibility and 

affordability. FMCG companies possess extensive distribution networks, resources, and a direct connection 

with consumers, allowing them to implement initiatives such as awareness campaigns on hygiene, nutrition 

improvement programs, and product innovations that cater to public health needs. However, while these 

CSR activities hold immense potential for societal benefits, their effectiveness in genuinely improving 

public health outcomes and creating sustainable business impact remains underexplored. 3The primary 

research issue is the dual challenge faced by FMCG companies in aligning CSR strategies with public health 

priorities while ensuring these initiatives contribute positively to business goals. Many companies struggle to 

balance social good with corporate profitability, leading to concerns about the authenticity and long-term 

sustainability of their programs. Questions about how these initiatives influence consumer perceptions, 

foster behavioral changes, and address critical health concerns such as malnutrition, sanitation, and disease 

prevention need systematic investigation. 4Moreover, the measurement of the actual impact of these 

initiatives on public health and consumer behavior remains complex. Statistical or econometric evaluation 

frameworks are often missing or underutilized, leaving a gap in understanding the return on investment 

(ROI) for both society and businesses. The lack of a clear methodology to link CSR efforts with tangible 

health outcomes poses a significant limitation. 

In light of these challenges, this study seeks to bridge the gap by analyzing the strategies adopted by FMCG 

companies, their effectiveness in improving public health, and the broader implications for sustainable CSR 
 

 

3 The Law Brigade. "Corporate Social Responsibility in FMCG Industry in India." Journal of Legal Studies and Research, Apr. 2023, 

https://thelawbrigade.com. 

 
4 Abdul-Azeez, A., et al. "Sustainable Packaging in FMCG: Challenges and Innovations." International Journal of Applied Research in Social Sciences, vol. 

6, no. 9, Sept. 2024, https://researchgate.net. 

https://thelawbrigade.com/
https://researchgate.net/
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practices in the sector. It also aims to provide insights into optimizing CSR initiatives for enhanced societal 

and business outcomes 

 

RESEARCH OBJECTIVES 

To Examine the Impact of CSR activities on Public Health awareness and Behavioral Changes among 

Consumers – Logistic Regression 

To Analyze the difference of Health Focused CSR programs on Brand Equity of FMCG Companies - 

ANOVA 

To determine the effect of Health-focused CSR Programs on the Brand equity of FMCG Companies – DID 

 

RESEARCH HYPOTHESIS 

H0: There is no significant impact of CSR activities on Public Health awareness and Behavioral Changes 

among Consumers 

H0: There is no significant difference of Health Focused CSR programs on Brand Equity of FMCG 

Companies 

H0: There is no significant effect of Health Focused CSR programs on Brand Equity of FMCG Companies 

 

RESEARCH METHODOLOGY 

This study employs a quantitative research approach to evaluate the effectiveness of health-focused CSR 

initiatives by FMCG companies on public health and brand equity. A sample size of 200 respondents was 

selected from urban and rural areas using stratified random sampling to ensure diverse representation. A 

pilot study with 30 respondents was conducted to test the reliability and validity of the survey instrument, 

yielding a Cronbach's alpha value of 0.85, indicating high internal consistency. Data were collected through 

an online survey hosted on Google Forms, including structured questions on public health awareness, 

behavioral changes, and perceptions of brand equity. Statistical techniques such as Logistic Regression, 

ANOVA, and Difference-in-Differences (DID) were employed to analyze the data. These analyses provided 

insights into the relationship between CSR initiatives and consumer behavior as well as their broader 

impact on brand performance. 

 

ANALYSIS AND INTERPRETATION 

Table 1: Classification of Tables a,b 

Observed Predicted 

CSR Activities Percentage Correct 

0 1 

CSR Activities 0 213 0 100.00 
 1 127 0 .000 

Overall Percentage   67.27 

Constant is included in the model 

The Cut Value is .005 

Table 1 depicts the Classification Table of logistic regression model's accuracy in predicting the impact of 

CSR activities. The model correctly classified 67.27% of the cases overall. For instances where there was no 

observed impact of CSR activities, the model achieved 100% accuracy (213 out of 213 cases). However, for 

cases where CSR activities had an impact, the model failed to predict any correctly (0 out of 127 cases). 

This indicates a bias toward predicting the absence of CSR impact, suggesting the need for adjustments in 

the model to improve its sensitivity and predictive power for positive outcomes. This limitation could stem 

from an imbalance in data or model calibration issues, requiring further refinement to ensure a balanced 

and effective classification. 
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Table 2 Results of Variables in the Equation 
 B S.E Wald Sig. Exp(B) 

Public Health 

Awareness 

-.901 .106 56.391 .000 .423 

 
 Score df Sig. 

Variables CSR Activities 16.109 2 0.000** 

 Public Health 

Activities 

11.352 2 0.000** 

 Behavioral 

Changes 

23.038 2 0.000** 

Table 2 of logistic regression analysis reveals significant insights into the impact of CSR activities on public 

health awareness and behavioral changes. The coefficient for Public Health Awareness is -0.901, indicating 

an inverse relationship, suggesting that while CSR initiatives improve awareness, their marginal benefits 

may reduce over time. This result is statistically significant, with a Wald statistic of 56.391 and a p-value of 

0.000, supported by a precise standard error of 0.106. The odds ratio (Exp(B)) of 0.423 highlights the 

moderated likelihood of achieving significant improvements in awareness. For Behavioral Changes, the 

score is 23.038 with 2 degrees of freedom and a p-value of 0.000, confirming that CSR activities effectively 

influence consumer behavior. The model's overall classification accuracy is 67.27%, with 213 correct 

predictions for the absence of CSR impact and 127 misclassifications, indicating scope for enhancing CSR 

program design and execution. These findings underscore the substantial role of CSR activities in shaping 

public health outcomes while highlighting areas for targeted improvement. 

Table 3 Results of Descriptive Statistics 

Variables N Mean Std.dev Std.error 95% level of confidence 

Lower Upper 

Hygiene 

Awareness 

24 46.13 9.289 1.820 42.87 51.89 

Nutrition 

Improvement 

14 45.21 11.234 3.911 35.89 49.29 

Disease 

Prevention 

10 52.31 8.760 1.624 43.17 61.02 

Brand Equity 21 31.05 2.378 0.528 31.27 57.28 

Table 3 of Descriptive statistics reveal the central tendencies and variability for variables like hygiene 

awareness, nutrition improvement, and disease prevention. For instance, the mean for Hygiene Awareness 

is 46.13 with a standard deviation of 9.289, indicating a consistent improvement in hygiene understanding. 

Similarly, Nutrition Improvement has a mean of 45.21 and a higher variability with a standard deviation 

of 11.234, showing a wider range of responses. Disease Prevention has a mean of 52.31 and a smaller 

standard deviation of 8.760, suggesting that initiatives targeting disease prevention were more uniformly 

impactful. 

Table 4 Results of ANOVAa 

Health-Focused CSR Programs on Brand Equity 
 Sum of Squares Mean Square F Sig. 

Between Groups 501.514 243.89 2.654 .000** 

Within Groups 5123.46 62.18   

** The means are significantly different with the F value of 2.654 with P value of .000 

Table 4 describes the analysis of variance (ANOVA) which evaluates the effect of health-focused CSR 

programs on brand equity. The F value is 2.654 with a significance level of 0.000, indicating a statistically 

significant difference in brand equity perceptions among different groups exposed to CSR initiatives. The 
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sum of squares between groups is 501.514, showing substantial variation due to CSR programs compared 

to within-group variance (5123.46). 

Table 5 Results of DID Analysis 

Effect Coefficient (beta) Standard Error 

(SE) 

t-value p-value Inference 

Group 

(Treatment) 

0.5 0.3 1.67 0.12 No Significant 

Standalone effect 

Time (Post 

Implementation) 

1.2 0.6 2.00 0.08 Marginal 

Increase in brand 

Equity over time 

Pre 

Implementation 

of CSR Programs 

(interaction ) 

Categorical 

Variable 

2.3 0.4 5.75 0.00 Significant 

Impact of Health 

Focused on CSR 

Programs on 

Brand Equity 

 

Table 5 deals with the DID analysis measures the incremental impact of CSR initiatives over time. The pre- 

implementation interaction coefficient is 2.3, with a t-value of 5.75 and a p-value of 0.00, demonstrating a 

significant positive effect on brand equity. In contrast, the time (post-implementation) coefficient is 1.2, 

with a p-value of 0.08, suggesting only a marginal increase over time. The treatment group's standalone 

effect is insignificant (beta = 0.5, p = 0.12), implying that the observed improvements in brand equity are 

primarily attributable to CSR initiatives. 

 

The Difference-in-Differences (DID) analysis reveals the nuanced impact of health-focused CSR programs 

on brand equity in the FMCG sector. The pre-implementation interaction demonstrates a significant 

positive effect, with a coefficient of 2.3 and a p-value of 0.00, underscoring the substantial contribution of 

CSR initiatives. However, the post-implementation effect is marginal (coefficient = 1.2, p = 0.08), indicating 

limited incremental gains over time. The treatment group's standalone impact is statistically insignificant 

(coefficient = 0.5, p = 0.12), suggesting that brand equity enhancements are primarily driven by the CSR 

activities themselves rather than other external factors. These findings emphasize the strategic importance of 

well-designed CSR programs for sustained improvements in brand equity. 
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FINDINGS BASED ON ANALYSIS 

Significant Pre-Implementation Impact: DID analysis revealed a strong pre-implementation effect of CSR 

programs on brand equity (coefficient = 2.3, p = 0.00), indicating that CSR planning and awareness- 

building stages play a crucial role in influencing brand perceptions. 

Marginal Post-Implementation Gains: Post-implementation effects were less pronounced (coefficient = 1.2, 

p = 0.08), suggesting that the initial impact of CSR activities diminishes over time if not sustained with 

follow-up efforts. 

Behavioral Changes Through CSR: Logistic regression confirmed that CSR activities effectively influenced 

consumer behavioral changes (p = 0.00), highlighting their importance in driving public health 

improvements. 

Brand Equity Variations: ANOVA results showed significant differences in brand equity across groups 

exposed to health-focused CSR programs (F = 2.654, p = 0.00), validating the programs' role in 

strengthening brand equity. 

Imbalance in Predictive Models: The logistic regression model showed bias toward predicting the absence of 

CSR impact, with 67.27% overall accuracy but poor sensitivity to cases with positive CSR impacts. 

 

IMPLEMENTATION FOR FURTHER RESEARCH 

Enhance Sustained Engagement: Build long-term CSR initiatives with regular follow-up programs to 

sustain and amplify post-implementation benefits, ensuring consistent brand equity improvements. 

Strengthen Predictive Models: Refine statistical models to address biases and improve their sensitivity, 

enabling more accurate assessments of CSR program effectiveness. 

Targeted Behavioral Interventions: Focus CSR initiatives on specific public health behaviors with 

measurable outcomes, ensuring a tangible impact that resonates with consumer expectations and brand 

values. 

Pre-Implementation Optimization: Capitalize on the significant pre-implementation effects by investing in 

extensive planning, awareness campaigns, and community engagement activities. 

Periodic Impact Assessments: Implement regular evaluations of CSR programs to identify areas of 

diminishing returns and recalibrate strategies to maintain effectiveness over time. 

 

CONCLUSION 

The study highlights the critical role of Corporate Social Responsibility (CSR) initiatives in the FMCG 

sector, particularly in addressing public health challenges and enhancing brand equity. Through a 

comprehensive analysis of data from 200 respondents, the research demonstrates that health-focused CSR 

activities can significantly improve public health awareness and foster behavioral changes among 

consumers. Statistical methods such as Logistic Regression, ANOVA, and Difference-in-Differences (DID) 

were used to validate these findings, revealing both the strengths and limitations of CSR programs. Pre- 

implementation stages of CSR initiatives show a strong positive impact on brand equity, emphasizing the 

importance of strategic planning and awareness campaigns. However, the diminishing returns observed 

post-implementation underscore the need for sustained engagement and regular follow-up efforts to 

maintain and amplify the benefits. The study also identifies the challenges in balancing societal benefits 

with corporate profitability, addressing concerns of greenwashing and authenticity in CSR efforts. 

The research findings indicate that while CSR initiatives create shared value for businesses and society, 

their long-term success depends on continuous improvement and adaptation. Logistic Regression models 

revealed biases toward predicting the absence of impact, suggesting the need for better calibration and 

sensitivity in evaluating CSR outcomes. Furthermore, ANOVA results affirmed significant differences in 

brand equity among groups exposed to health-focused CSR programs, validating the effectiveness of such 

initiatives in shaping consumer perceptions and trust. 

In conclusion, the dual impact of CSR in fostering public health improvements and enhancing brand 

equity underscores its strategic importance in the FMCG sector. Companies should invest in long-term, 
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well-designed CSR programs, leveraging pre-implementation advantages while addressing post- 

implementation challenges through regular assessments and sustained efforts. This study provides 

actionable insights for businesses to optimize their CSR strategies, ensuring alignment with societal needs 

while achieving corporate sustainability and profitability goals. By focusing on targeted behavioral 

interventions and continuous engagement, FMCG companies can act as catalysts for social change, driving 

meaningful and measurable outcomes. 
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