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Abstract: In recent years, sustainability has become increasingly important in a company's image. Customers
are becoming more environmentally conscious and demanding that the companies they do business with are
also taking steps to reduce their environmental impact. By adopting sustainable practices, companies can
demonstrate their commitment to positively impacting the world and building customer trust. This scientific
article aims to contribute to a better understanding of the role of sustainability in shaping consumer
perceptions of a company's image and provide insights that can help companies develop more effective
sustainability strategies and build stronger brand images. The study utilised general scientific methods for
processing data, and the data obtained from the online survey were assessed using mathematical-statistical
methods and statistical hypothesis testing. Sustainability has become an important aspect of a company's
image. With increasing environmental awareness among consumers, companies are expected to take
responsibility for their impact on the planet and society. Sustainability in a company's image has become an
important aspect of its brand identity, and it can significantly impact its reputation, success, and long-term
viability. Consumers are increasingly concerned about the environmental impact of the products they buy and
use, and many of them have started to prefer companies that use sustainable practices and produce eco-
friendly and sustainable products over those that are not. Companies that embrace sustainability and
prioritise environmental and social responsibility are more likely to thrive in a rapidly changing business
landscape where consumers are increasingly interested in sustainability and ethical practices. By embracing
sustainability, companies can create a positive reputation, build customer trust, and drive long-term success.
The added value of the scientific article is that it provides valuable insights and strategies for practising
sustainable marketing, which helps to build the company's image. By analysing the impact of sustainability
on a company's image, we contribute to the opportunities for companies to improve the brand image and
reputation of the company, which can positively increase customer loyalty and trust and gain a competitive
advantage in their industry. Therefore, this scientific paper can provide businesses with valuable insights to
differentiate themselves from competitors, attract new customers, and increase profit.
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Introduction. Sustainability has become an essential concern in modern society, and it is only possible for
organisations to consistently expand their operations with society's cooperation. Sustainability has become
increasingly important in marketing due to several factors, including increased consumer demand for
environmentally and socially responsible goods and services, the need for businesses to gain a competitive
edge, legal requirements for sustainability compliance and the advantages of resource efficiency. Therefore,
today’s marketing is getting more focused on environmental sustainability. People are starting to care about
the environment and social issues more, so companies prioritising sustainability can win over customers who
want to be responsible. Consequently, marketing managers aim to meet consumers' social and ethical
demands, including cultural promotion, ecological preservation, and emergency relief activities. As
consumers are getting more aware of the environmental and social impacts of their purchasing decisions,
companies that adopt sustainable practices can differentiate themselves from their competitors and gain a
competitive advantage.

With sustainability, the concept of corporate social responsibility is closely connected. Corporate social
responsibility is a critical management area offering significant potential for competitive differentiation by
aligning market and societal goals (Ali and Kaur, 2021). Given its dual benefits, corporate social responsibility
represents a valuable business strategy for marketing. Notably, it provides a means for companies to gain a
competitive edge by prioritising non-economic aspects and fosters positive consumer attitudes towards the
brand image. The significance of brand image in marketing strategy is well understood, and if executed
effectively, it can result in higher customer loyalty, more concentrated purchasing intention and improved
corporate success (Kataria et al.,2021).

Corporate reputation and image are the results of past actions and management decisions. As a result,
engaging in corporate social responsibility activities can effectively enhance corporate image. The relationship
between corporate social responsibility and corporate image can be explained by signalling theory, according
to which buyers seek out signals that allow them to differentiate responsible sellers from irresponsible ones
when they are confronted with a vast amount of market information (Walker, 2010). Corporate social
responsibility activities can serve as a signal that enhances a company's image and provide consumers with
an ethical perception of a brand, which increases brand reputation and therefore reassures consumers who
want to purchase products of this company (Qasim et al., 2017). According to Zayyad et al. (2021),
stakeholder-focused corporate social responsibility can enhance customer trust and reduce uncertainty about
a company, leading to increased intentions to patronise the company. By promoting sustainable practices,
companies can build an image as responsible and trustworthy.

The main aim of this article is to identify the impact of sustainable marketing on the company's image. In
order to reach the main purpose of the article, we formulated three hypotheses. The first states that more than
50% of Slovak consumers prefer a company which uses sustainable marketing. The second hypothesis states
that more than 50% of respondents that prefer sustainable marketing belong to younger generations
(Generation Y and Generation Z), and the third states that more than 50% of Slovak consumers think
sustainable marketing management influences the company's image. The study applied the conventional
scientific method to process the data, and the information collected from the questionnaire survey underwent
evaluation through mathematical and statistical techniques and statistical hypothesis testing. The research
results indicate that sustainable marketing impacts the company's image; as more and more consumers today
become environmentally conscious, companies that promote sustainable practices can gain the trust of these
consumers and build long-term relationships based on shared values.

Literature Review. In the modern world, customers are increasingly aware of global issues and aspire to
lead sustainable lifestyles, making it easier for companies to gain their trust through sustainable initiatives.
Foroudi (2019) suggests that companies have long recognised the importance of sustainability as a
fundamental business practice that they must adhere to if they want to thrive in today's turbulent and
competitive market. Apart from considering their business situation, companies must also consider their
impact on society and the natural environment and fulfil their responsibilities to stakeholders such as
employees, consumers, partners, government, and the public (Arenas-Torres et al., 2021). The impact of
corporate social responsibility on sustainable development can be viewed from two perspectives. First,
actively fulfilling corporate social responsibility obligations can enhance a company's soft power and societal
reputation. This process helps enterprises accumulate and integrate human, social, and other resources, which
can enhance their sustainable competitiveness. Second, companies can gain an early advantage in sustainable
development by demonstrating their commitment to social responsibility (Vrabcova and Urbancova, 2021).
According to Belen et al. (2022), it is increasingly important for companies to prioritise corporate social
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responsibility and not solely focus on short-term profit maximisation, as it can lead to corporate success and
social progress.

For a company, corporate social responsibility can serve as a successful promotional technique, improving
a company's image and consumer behaviour from a marketing perspective. Additionally, the benefits of
corporate social responsibility extend beyond sales, as corporate social responsibility programs significantly
impact consumer and stakeholder expectations, resulting in higher business performance. Corporate social
responsibility is therefore crucial not only for addressing global challenges but also for enhancing the success
and image of a company. According to Song et al. (2019), the company can improve its reputation and image
by enhancing its credibility. On the other hand, when a company fails to maintain credibility, it leads to a
deterioration in reputation. Implementing corporate social responsibility practices can aid in creating a
trustworthy, sustainable, and ethical brand image, thereby increasing perceived customer loyalty to the brand
(Marin et al., 2009). Additionally, effective communication of corporate social responsibility initiatives can
enhance customer awareness. When a company implements sustainable marketing practices, it can aid in
building a positive reputation (Foroudi et al., 2019) and stimulate customer interest in purchasing its products
(Mohammed et al., 2015).

Maintaining steady business growth is a top priority for most organisations, so similarly to consumers,
organisations have started to turn their focus towards sustainability. Sustainability concerns require
organisations to address the economic, social, and environmental aspects of their operations, which raises the
guestion of the most effective way to integrate these efforts (Liu et al., 2019). Organisations' marketing
strategies are geared towards fulfilling consumers' socio and ethical needs by promoting cultural diversity,
safeguarding the environment, and providing aid during natural disasters (Choi and Sung, 2013). Sustainable
marketing initiatives have been shown to positively impact enhancing brand image, increasing corporate
profits, and ensuring long-term survival (Maignan and Ferrell, 2001). Engaging in corporate social
responsibility activities contributes to long-term development by fostering customer loyalty towards the brand
rather than focusing on short-term profits (Martinez and Del Bosque, 2013; Prates et al., 2015). As a result,
an organisation's sustainable marketing efforts create a positive brand image and a favourable attitude towards
customers, leading to competitive advantages based on brand equity (Lee and Sung; J., 2016).

Sustainable marketing activities must account for cultural factors to enhance cooperation with society and
improve communication between customers and organisations for sustainable growth (Ko et al., 2015).
Culture is closely tied to behaviours and attitudes in different societies, and people from different cultural
backgrounds may evaluate the same product or service differently (Kim e al., 2015). Therefore, organisations
should have a comprehensive understanding of the cultural characteristics of their stakeholders and implement
marketing strategies that consider these factors to establish better communication (Kataria et al., 2021).

Sustainable marketing initiatives must include three fundamental elements: economic, social, and
environmental considerations. Sustainable marketing incorporates the decision-making process and business
activities that consider the impact on the local community and consumers, including production and sales, as
well as social and environmental ethics (Sun and Ko, 2016). Economic marketing activities involve allocating
economic benefits to the community by providing economic support in a specific region. The purpose is to
distribute economic benefits to various stakeholders, including customers, employees, partners, and
community members while promoting company growth through profits. Profits can be generated by
promoting innovation, value creation, and efficient management, which can then be shared with local
stakeholders. Economic accountability is also important for revenue growth. Therefore, economic marketing
activities should maximise profits by efficiently managing and establishing an e-commerce environment
(Streimikiene and Ahmed, 2021). Social marketing activities refer to a company's actions that go beyond
pursuing profits and instead focus on contributing to society. These activities have been shown to positively
impact consumers' beliefs about the company, leading to stronger ties between customers and the company's
products.

As responsible members of society, companies understand their role and are committed to fulfilling their
social responsibilities to the local community. This approach can also transform companies into social
enterprises over the long term. Examples of social contribution activities may include sharing food with
community members, offering free health examinations for locals, and participating in other volunteer
activities within the community (Thanh et al., 2021). Environmental marketing activities refer to actions taken
by a company to meet human needs and wants in a manner that minimises harm to the natural environment.
These actions may involve developing eco-friendly products, using recycled materials, or protecting nature
for green growth (Leal et al., 2021). As consumers become more interested in environmentally friendly
consumption, these activities become increasingly important. Sustainable marketing activities must focus on
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all aspects of sustainability rather than just one dimension of the triple-bottom-line concept (Streimikiene and
Ahmed, 2021). Brand image refers to the symbolic meaning attached to specific attributes of a brand, which
comprises a consumer's mental picture encompassing their beliefs, thoughts, and impressions about a
particular object. People develop a brand image for a particular firm based on their perception, reasoning, and
belief, which ultimately shapes their memory of the company or product. The brand image reflects consumers'
perceptions and associations with a brand. A positive corporate image can result in various advantages for a
company, such as improved recognition and recall of its brands, stronger customer loyalty, increased
motivation and loyalty among employees, and a good reputation among competitors (Almeida and Coelho,
2019). Engaging in corporate social responsibility initiatives can be an important way for companies to
establish a positive brand image and foster positive consumer attitudes, thus contributing to a competitive
advantage. Therefore, businesses seeking a long-term market presence must create sustainable marketing
strategies to stay lined up with current market trends (Chavalittumrong and Speece, 2022).

Methodology and research methods. The purpose of this paper is to examine how consumers perceive
sustainable marketing efforts and how it affects the image of the company. The paper includes a theoretical
background of sustainable marketing and corporate image. This paper's primary sources of secondary data
were scientific studies and published academic papers. In order to find out more about consumer perceptions
of sustainable marketing efforts in the Slovak Republic and their impact on the image of the company, a
guestionnaire survey was conducted. Based on the analysis and questionnaire survey results, the benefits of
incorporating sustainable marketing in the company are emphasised, including enhancing company
recognition, improving brand image, and developing competitive advantage.

Both general scientific procedures and mathematical-statistical techniques were utilised to evaluate the
data and information obtained from the questionnaire survey. Additionally, to draw relevant conclusions,
statistical hypotheses were tested.

The survey aimed to determine how Slovak consumers perceive sustainable marketing practices and how
these perceptions influence the company's image. To ensure the accuracy of the survey data and prevent any
possible distortion, the Sample Size Calculator, a free tool with Creative Research Systems' survey software,
was utilised. This tool allowed us to determine the appropriate sample size to obtain answers accurately
representing the target population. In order to begin with the calculation, a base file containing population
data for the Slovak Republic, specifically for individuals 18 years or older, was used. With a confidence level
of 95%, the confidence interval is set at 5%. This calculation indicates an assumed 5% margin of error for the
guestionnaire survey. Using these parameters, the minimum sample of respondents required for the survey
was determined to be 384. In total, 387 respondents participated in the survey, which exceeded the minimum
sample size required. We can ensure that the survey data obtained is representative of the target population,
thereby increasing the accuracy of the survey results.

The survey was carried out within the Slovak Republic between January 2023 and March 2023 as a
guestionnaire. Information gathered from the questionnaire survey was processed using the quantitative
assessment approach. The data were processed empirically and converted to percentages with additional
written comments and comparisons.

In order to achieve the main aim of the paper, research hypotheses are formulated:

e Hypothesis 1: More than 50% of Slovak consumers prefer a company which uses sustainable
marketing.

e Hypothesis 2: More than 50% of respondents that prefer sustainable marketing belongs to younger
generations (Generation Y and Generation Z).

e Hypothesis 3: More than 50% of Slovak consumers think sustainable marketing management influences
the company's image.

To determine the test statistic for hypotheses 1-3, we used the one-tailed testing approach, a commonly
used method (Ruxton and Neuhauser, 2010; Lombardi and Hurlbert, 2009). A significance level of 0.05 was
utilised.

Results. This study used the method of testing a single proportion to verify the statistical hypotheses 1 —
3. The results of the verification of these statistical hypotheses are shown in Table 1.

The significance level a was determined at 0.05. The test criteria were calculated according to the
following:

T =22 (1)

mo*(1-1p)
n
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Using the normalised normal distribution tables, we find the critical value for the right-tailed test (2) for
hypotheses 1 — 3.

T >z, 2
Table 1. Verification of statistical hypotheses
Calculation of Fhe Satisfaction with the . Acce_ptar)ce
sample proportion: condition Test criteria | CPitical . or rejection
_m field Inequality of the
P=7 nx Mo * (1-m) > 9 hypothesis
Hypothesis 1:
Ho: 50% of Slovak consumers prefer a company which uses sustainable marketing.
Hi: More than 50% of Slovak consumers prefer a company which uses sustainable marketing.
p=0.68 | 96.75>9 | 7082 | 1645 | 7.082>1.645 | Horejected

Hypothesis 2:
Ho: 50% of respondents that prefer sustainable marketing belongs to younger generations (Generation Y and
Generation Z).
H1: More than 50% of respondents that prefer sustainable marketing belongs to younger generations (Generation Y
and Generation Z).
p=0.78 | 96.75> 9 | 1102 | 1645 | 11.02>1.645 | Horejected
Hypothesis 3:
Ho: 50% of Slovak consumers think sustainable marketing management influences the company's image.
Hi: More than 50% of Slovak consumers think sustainable marketing management influences the company's image.
p=083 | 96.75> 9 [ 1298 [ 1645 | 1298>1645 | Horejected

Sources: developed by the authors.

Table 1 shows that the inequality applies in hypotheses 1 to 3, so we reject hypothesis Ho and accept the
alternative hypothesis Hi. Sustainable marketing is more important than ever due to the growing awareness
of businesses' impact on the environment and society. Consumers are increasingly concerned about
sustainability issues and seek products and services that align with their values. From the given data, it is clear
that sustainable marketing practices can benefit the company's image. Slovak consumers prefer companies
which use sustainable marketing practices, and companies can thus enhance their trust by promoting
sustainable initiatives. In today's world, consumers are becoming increasingly aware of the impact of their
purchasing decisions, and they start to consider the environmental impact of a product before making a
purchase. Companies prioritising sustainability can therefore stand out in a crowded marketplace and appeal
to consumers seeking environmentally friendly products and services.

Conclusions. Sustainable marketing, thus, can be a valuable tool for a company to differentiate itself from
its competitors and build a strong reputation. Song et al. (2019) found that a company can improve its
reputation by increasing its credibility; the other way around, a failure to maintain credibility can result in a
loss of reputation. The importance of sustainable marketing lies precisely in its ability to enhance a company's
credibility by demonstrating a commitment to sustainability. It can also facilitate the formation of strong,
trustworthy relationships with customers who prioritise sustainable living. As more consumers become
environmentally conscious, companies that promote sustainable practices can gain the trust of these
consumers and build long-term relationships based on shared values. Younger generations, such as Millennials
and Gen Z, tend to prefer sustainable marketing more than older generations because they are getting more
aware of human activity's impact on the planet. Moreover, younger generations value authenticity and
transparency in marketing, and therefore, they prefer companies that are honest about their business practices,
including their impact on the environment and society. Sustainable marketing can help companies demonstrate
their authenticity and build the image of the company. The majority of Slovak consumers also think that
sustainable marketing management has an influence on the image of the company. Therefore, Companies can
enhance their reputation by engaging in sustainable marketing, promoting honesty, ethical commitment, and
sustainability. This positive image can improve customers' attitudes toward the company and its products
because positive impressions make it easier for customers to recognise brands leading to greater recognition.
In summary, sustainable marketing can help companies build a positive image and reputation, leading to
increased customer loyalty and improved business outcomes.

Author Contributions: conceptualisation, L. S and M. N.; methodology, M. N.; software, L.S.;
validation, L. S and M. N.; formal analysis, L. S.; investigation, L. S.; resources, L. S.; data curation, M. N.;

55



-

Sumy Marketing and Management of Innovations, 2, 2023 ;
@ Uvesty  ISSN 2218-4511 (print) ISSN 2227-6718 (online) $ sciendo AR&P
writing-original draft preparation, L. S.; writing-review and editing, M. N.; visualisation, L. S; supervision,
M. N.; project administration, M. N.; funding acquisition, M. N.
Conflicts of Interest: Authors declare no conflict of interest.

Data Availability Statement: Not applicable.
Informed Consent Statement: Informed consent was obtained from all subjects involved in the study.

References

Ali, S. S, & Kaur, R. (2021). Effectiveness of corporate social responsibility (CSR) in implementing social
sustainability in developing countries' warehousing: A hybrid approach. Journal of Cleaner Production, 324.
[Google Scholar] [CrossRef]

Almeida, M. D. G. M. C., & Coelho, A. F. M. (2019). The antecedents of corporate reputation and image
and their impacts on employee commitment and performance: The moderating role of CSR. Corporate
Reputation Review, 22, 10-25. [Google Scholar] [CrossRef]

Arenas-Torres, F., Bustamante-Ubilla, M., & Campos-Troncoso, R. (2021). The incidence of social
responsibility in the adoption of business practices. Sustainability, 13(5), 2794. [Google Scholar] [CrossRef]

Chavalittumrong, P., & Speece, M. (2022). Three-Pillar Sustainability and Brand Image: A Qualitative
Investigation in Thailand’s Household Durables Industry. Sustainability, 14(18). [Google Scholar] [CrossRef]

Choi, M. K., & Sung, H. (2013). A study on social responsibility practices of fashion corporations. Korean
Journal of Human Ecology, 22(1), 167-179. [Google Scholar] [CrossRef]

Foroudi, P. (2019). Influence of brand signature, brand awareness, brand attitude, and brand reputation on
the hotel industry's brand performance. International Journal of Hospitality Management, 76, 271-285.
[Google Scholar] [CrossRef]

Foroudi, P., Yu, Q., Gupta, S., & Foroudi, M. M. (2019). Enhancing university brand image and reputation
through customer value co-creation behaviour. Technological Forecasting and Social Change, 138, 218-227.
[Google Scholar] [CrossRef]

Kataria, S., Saini, V. K., Sharma, A. K., Yadav, R., & Kohli, H. (2021). An integrative approach to the
nexus of brand loyalty and corporate social responsibility. International Review on Public and Nonprofit
Marketing,18(3), 361-385. [Google Scholar] [CrossRef]

Kim, S. J., Choi, Y. K., Kim, K. H., & Liu, H. (2015). Country of origin and brand image influences on
perceptions of online game quality. Journal of Consumer Behaviour, 14(6), 389-398. [Google Scholar]
[CrossRef]

Leal, A., Mainardes, E. W., & Pascuci, L. M. (2021). Environmental marketing: acceptance of price
premium in the Brazilian apparel industry. REMark, 20(3), 437. [Google Scholar] [CrossRef]

Lee, M. Y., & Sung, J. (2016). Sustainability and management in fashion, design and culture. Journal of
Global Fashion Marketing, 7(2), 73-75. [Google Scholar] [CrossRef]

Liu, H., Kim, S. J., Wang, H., & Kim, K. H. (2019). Corporate sustainability management under market
uncertainty. Asia Pacific Journal of Marketing and Logistics. [Google Scholar] [CrossRef]

Lombardi, C. M., & Hurlbert, S. H. (2009). Misprescription and misuse of one-tailed tests. Australian
Ecology, 34, 447-468. [Google Scholar] [CrossRef]

Lopez, B., Rangel, C., & Fernandez, M. (2022). The impact of corporate social responsibility strategy on
the management and governance axis for sustainable growth. Journal of Business Research, 150, 690-698.
[Google Scholar] [CrossRef]

Maignan, I., & Ferrell, O. C. (2001). Antecedents and benefits of corporate citizenship: An investigation
of French businesses. Journal of Business Research, 51(1), 37-51. [Google Scholar] [CrossRef]

Marin, L., Ruiz, S., & Rubio, A. (2009). The role of identity salience in the effects of corporate social
responsibility on consumer behaviour. Journal of business ethics, 84(1), 65-78. [Google Scholar] [CrossRef]

Martinez, P., & Del Bosque, I. R. (2013). CSR and customer loyalty: The roles of trust, customer
identification with the company and satisfaction. International journal of hospitality management, 35, 89-99.
[Google Scholar] [CrossRef]

Mohammed Shobri, N. D., & Putit, L. (2015). Building guest loyalty: The role of guest-based brand equity
and guest experience in the resort hotel industry. Advanced Science Letters, 21(5), 1605-1609. [Google
Scholar] [CrossRef]

56


https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Effectiveness+of+corporate+social+responsibility+%28CSR%29+in+implementation+of++social+sustainability++in++warehousing++of++developing++countries%3A++A+hybridapproach.+&btnG=
https://doi.org/10.1016/j.jclepro.2021.129154
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=The+antecedents+of+corporate+reputation+and+image+and+their+impacts+on+employee+commitment+and+performance%3A+The+moderating+role+of+CSR.+&btnG=
https://doi.org/10.1057/s41299-018-0053-8
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=The+incidence+of+social+responsibility+in+the+adoption+of+business+practices.+&btnG=
https://doi.org/10.3390/su13052794
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Three-Pillar+Sustainability+and+Brand+Image%3A+A+Qualitative+Investigation+in+Thailand%E2%80%99s+Household+Durables+Industry&btnG=
https://doi.org/10.3390/su141811699
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=A+study+on+social+responsibility+practices+of+fashion+corporations.&btnG=
https://doi.org/10.5934/kjhe.2013.22.1.167
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Influence+of+brand+signature%2C+brand+awareness%2C+brand+attitude%2C+brand+reputation+on+hotel+industry%E2%80%99s+brand++performance.+&btnG=
https://doi.org/10.1016/j.ijhm.2018.05.016
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Enhancing+university+brand+image+and+reputation+through+customer+value+co-creation+behaviour.+&btnG=
https://doi.org/10.1016/j.techfore.2018.09.006
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=%29.+An+integrative+approach+to+the+nexus+of+brand+loyalty+and+corporate+social+responsibility.&btnG=
https://doi.org/10.1007/s12208-021-00277-4
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Country+of+origin+and+brand+image+influences+on+perceptions+of+online+game+quality.&btnG=
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Country+of+origin+and+brand+image+influences+on+perceptions+of+online+game+quality.&btnG=
https://doi.org/10.1002/cb.1554
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Environmental+marketing%3A+acceptance+of+price+premium+in+the+Brazilian+apparel+industry.&btnG=
https://doi.org/10.5585/remark.v20i3.19495
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Sustainability+and+management+in+fashion%2C+design+and+culture.&btnG=
https://doi.org/10.1080/20932685.2015.1131430
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Corporate+sustainability+management+under+market+uncertainty.&btnG=
https://doi.org/10.1108/apjml-03-2019-0131
https://scholar.google.com/scholar?output=instlink&q=info:Gfh_ixCko28J:scholar.google.com/&hl=sk&as_sdt=0,5&scillfp=7647709430834763900&oi=lle
https://doi.org/10.1111/j.1442-9993.2009.01946.x
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=The+impact+of+corporate+social+responsibility+strategy+on+the+management+and+governance+axis+for+sustainable+growth.+&btnG=
https://doi.org/10.1016/j.jbusres.2022.06.025
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Antecedents+and+benefits+of+corporate+citizenship%3A+An+investigation+of+French+businesses.+&btnG=
https://doi.org/10.1016/s0148-2963(99)00042-9
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=The+role+of+identity+salience+in+the+effects+of+corporate+social+responsibility+on+consumer+behavior.&btnG=
https://doi.org/10.1007/s10551-008-9673-8
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=CSR+and+customer+loyalty%3A+The+roles+of+trust%2C+customer+identification+with+the+company+and+satisfaction.+&btnG=
https://doi.org/10.1016/j.ijhm.2013.05.009
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Building+guest+loyalty%3A+The+role+of+guest-based+brand+equity+and+guest+experience+in+resort+hotel+industry&btnG=
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Building+guest+loyalty%3A+The+role+of+guest-based+brand+equity+and+guest+experience+in+resort+hotel+industry&btnG=
https://doi.org/10.1166/asl.2015.6116

-l
Sumy Marketing and Management of Innovations, 2, 2023 .

@ 3':"‘1:"5*‘! ISSN 221 §—4511 (prin’?) ISSN 2227-6718 (online) > sclen d © AR& p

Prates, C., Pedrozo, E., & Silva, T. (2015). Corporate social responsibility: A case study in subsidiaries
from Brazil and China. Journal of Technology Management & Innovation, 10(3), 131-142. [Google Scholar]
[CrossRef]

Qasim, S., Siam, M. R., & Sallaeh, S. B. (2017). The impact of CSR on consumers purchase intention: The
mediating role of corporate reputation and moderating peers pressure. Int. J. Supp. Chain Manag, 6, 239-245.
[Google Scholar]

Ruxton, G. D., & Neuhauser, M. (2010). When should we use one-tailed hypothesis testing? Methods in
Ecology and Evolution, 1, 114-117. [Google Scholar] [CrossRef]

Song, H., Ruan, W., & Park, Y. (2019). Effects of service quality, corporate image, and customer trust on
the corporate reputation of airlines. Sustainability, 11(12), 3302. [Google Scholar] [CrossRef]

Streimikiene, D., & Ahmed, R. R. (2021). Corporate social responsibility and brand management:
Evidence from Carroll’s pyramid and triple bottom line approaches. Technological and Economic
Development of Economy, 27(4), 852-875. [Google Scholar] [CrossRef]

Sun, Y., & Ko, E. (2016). Influence of sustainable marketing activities on customer equity. Journal of
Global Scholars of Marketing Science, 26(3), 270-283. [Google Scholar] [CrossRef]

Thanh, T. L., Huan, N. Q., & Hong, T. T. T. (2021). Effects of corporate social responsibility on SMEs’
performance in emerging market. Cogent Business & Management, 8(1), 1878978. [Google Scholar]
[CrossRef]

Vrabcova, P., & Urbancova, H. (2021). Approaches of selected organisations in the Czech Republic to
promoting sustainable development and corporate social responsibility. Agricultural Economics, 67(7), 255-
265. [Google Scholar] [CrossRef]

Walker, K. (2010). A Systematic Review of the Corporate Reputation Literature: Definition, Measurement,
and Theory. Corporate Reputation Review, 12, 357-387. [Google Scholar] [CrossRef]

Zayyad, H. A., Obeidat, Z., Alshurideh, M. T., Abuhashesh, M. Y., Maqgableh, M., & Masa’deh, R. E.
(2021). Corporate social responsibility and patronage intentions: The mediating effect of brand
credibility. Journal of Marketing Communications, 27(5), 510-533. [Google Scholar] [CrossRef]

Jlynist Cysinebka JKuitincbkuit yHiBepeurer, CroBanpbka Pecny0uika

Maprapera HaganboBa k.c.H., toueHT, JKunincekuit yHiBepcuTet, CrnoBanpka Pecmy0Oiika

Crajmii MApKETHHT Ta Oro BIVIMB HA IMizK KOMIaHii

B ocraHHi poKHM CTamuii pPO3BUTOK CTa€ BCE OULTBII BaXKIMBHAM JUIA iMiDKy KommaHii. KitieHTH cTaroTe OuIbII
€KOJIOTIYHO CBIJOMHUMH i BHMAaralTh, OO0 KOMIIaHii, 3 SKMMH BOHH BEAyTh Oi3HEC, TAKOXK POOWIH KPOKH IS
3MCHILICHHSI CBOTO HETAaTUBHOTO BIUIMBY Ha HABKOJIWIIHE NPHUPOJIHE CepelOBHIIC. BIpOBapKyIOUM CTali MPaKTHKH,
KOMITaHii MOXYTb MIPOJAEMOHCTPYBATH CBOE IIPaTrHEHHS MMO3UTUBHO BIUIMBATH HA CBIT 1 3aBOIOBATH JIOBipY KITi€HTIB. Lls
HayKOBa CTAaTTS Ma€ Ha METi CHOPUATH KpPalIoMy PO3YMIHHIO POJi CTajoro Po3BUTKY Y (OpMyBaHHI CHOXKHBYOTO
CIIPUHHATTA IMIIPKy KOMIIaHIl Ta HagaTH iHpOpMaIiio, Ka MOYKE JOIMTOMOTTH KOMITAHIsIM po3poOuTH OLTBII eeKTHBHI
cTparerii CTaJIOro PO3BUTKY Ta MOOYAyBaTH CHIIBHIIIUH iMiIK OpeHay. Y JOCHTiKeHHI BUKOPUCTAHO 3aralbHOHAYKOBI
METO/IM 0OpPOOKH JJaHUX, a eMIIPUYHI aHl, OTPUMaHi B Pe3yJIbTaTi OHJIaH-ONUTYBaHHS, OLIIHIOBAJIUCS 32 IOMOMOT0I0
MaTeMaTHKO-CTaTUCTUYHHUX METOMIB 1 TIEPEBIPKH CTATHCTHYHUX rinore3. CTanuii pO3BUTOK CTaB BaXKJIMBUM acClEKTOM
iMifpKy KommaHii. CTaauii pO3BUTOK B IMiKi KOMIIaHI{ CTaB BKJIUBHM aCIICKTOM 1ICHTHYHOCTI OpEHTy 1 MOYKE CYTTEBO
BIUIMHYTH Ha i peryTaito, yCHix Ta JOBrOCTPOKOBY JKHUTTe3AaTHICTh. CrokuBayi Bce Oijblie CTYypOOBaHi BILIMBOM
NPOJYKTIB, SIKI BOHM KYIYIOTh 1 BUKOPHCTOBYIOTH, 1 0araro 3 HUX IOYallM BiAJaBaTH IepeBary KOMIMaHisM, SIKi
3aCTOCOBYIOTH CTaJli MPAaKTHUKH Ta BUPOOJISIOTH €KOJIOTTYHO YUCTY NpoayKLiro. KommnaHii, sKi JOTpUMYIOThCSI IPUHIIUIIIB
CTaJIOr0 PO3BHUTKY Ta HA/IAIOTh IIPIOPUTET E€KOJIOTIUHIN Ta COIiaJIbHIN BiITOBIAIbHOCTI, MatOTh O1JIbIlIE MIAHCIB HA YCITX
y IIBUAKO3MIHHOMY Oi3HEC-CEpPEIIOBHIII, J€ CIOXHMBadi BCE OLIBINE I[IKABIATHCS MUTAHHSIMH CTAJIOTO PO3BUTKY Ta
STUYHMMH TpakTHKamH. [IpuiiMaloud NpPUHLOUIN CTalIOro PO3BUTKY, KOMIAHII MOXYTh CTBOPHUTH HO3UTHBHY
pemyTarlifo, 3aBOOBATH JOBipY KIIIE€HTIB 1 JOCSATTH LiJIEH TOBTOCTPOKOBOI CTpATErii JJS CTAaJOro MapKETHHTY, SIKHMA
norromMarae OyayBaTH iMiDK KOMIIaHii, 10 MOXKe iIBUIIUTH JIOSIIBHICTE Ta JOBIPY KII€HTIB Ta OTPUMATH KOHKYPESHTHY
mepeBary y cBoiii raiy3i. TakuM 9iMHOM, I HAYKOBa CTATTA MOXKE HamaTH Oi3HeCy IiHHY iH(POpMAIIiio, SKa JOTTOMOXKE
nmudepeHmioBaTy cede Bil KOHKYPEHTIB, 3JlyYUTH HOBUX KIII€HTIB Ta 301TBIINTH IPUOYTOK.

KurouoBi cioBa: imimx OpeHmy, iMiHK KOMITaHii, CTaduid pO3BUTOK, CTAJINA MapKETHHT, CTaJIi MPAKTHKH.
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