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ABSTRACT 

The purpose of Corporate Social Responsibility activities, which first entered the literature in 

the 1960s, was to support the environment, society and disadvantaged groups in the society. 

The concept of CSR, which has gained more importance today, has proved to be a subject worth 

researching by finding more place in the literature, as corporate companies aim to make profits 

for themselves. With the development of technology and the emergence of many different 

companies all over the world, consumers have difficulty in choosing the companies from which 

they will buy products or services. Corporate companies, on the other hand, aimed to increase 

their brand image and awareness by focusing on CSR in order to turn this emerging complexity 

into an advantage and to carry their own brands one step ahead of their competitors and 

companies that will enter the market. In this context, companies aimed to influence the 

purchasing intentions of individuals at the same time with their brand image and CSR activities. 

The aim of this study is to investigate the effect of CSR activities on brand image and purchase 

intention through the CSR activities of Beko, one of the leading white goods manufacturers in 

the world, and also to contribute to the elimination of the deficiency in the literature. In order 

to achieve this goal, firstly, previous theories and studies about the effects of CSR on brand 

image and purchase intention were examined. In the implementation phase of the study, the 

data obtained from the interviews with the people selected with the Snowball technique were 

collected and the research hypotheses were tested by analyzing these collected data with the 

content analysis method. 
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INTRODUCTION 

Corporate social responsibility is all of the facts that aim to create a more sustainable 

environment and also benefit society. Corporate social responsibility seeks to offer innovative 

opportunities to many of the world's leading companies (Visser et al., 2010). Institutions have 

to be sensitive to the societies in which they perform their production and services. In this age 

of increasing competition, it is no longer possible for businesses to want to improve their 

economic efficiency by focusing only on their own benefits. With the development of 

communication technologies, consumer awareness of human and environmental health has 

increased (Saran et al., 2011). With the increasing awareness of sensitivity, consumers expect 

institutions to be more beneficial and sensitive to society, apart from their economic 

goals(Akkoyunlu & Kalyoncuoğlu, 2014). 

Businesses may pursue different goals depending on various factors such as the conditions of 

the economic order, the management understanding they are in, and the reasons for their 

establishment. Although every business has different goals, it basically aims to make a profit 

and serve society. Businesses naturally seek for profit so that they can survive and provide profit 

to their owners. The profits they make are used as a means of investment, development and 

growth for their businesses. However, modern companies have exceeded these goals and have 

acquired more meaningful pursuits in line with the expectations of society and the changes in 

technology. Companies that only aim to make a profit are referred to as organizations that are 

behind the times and do not have the chance to survive in the long run. In the rapidly changing 

world economically, socially and technologically, the establishment purposes of businesses 

have gained a new dimension and entered a process of change within themselves. In this 

process, the financial gains of the enterprises do not have much importance on their own. As 

long as businesses do not use some of their earnings for the benefit of society and act socially 

responsible, their chances of surviving, in the long run, will decrease (Sabuncuoğlu and Tokol, 

2001). 

Another factor that should be emphasized by the management in order for businesses to survive 

is to create and maintain a strong brand image. It is clear that this concept, which has a broad 

impact area such as customers, shareholders, employees and managers, should be given special 

attention. Businesses with a strong brand image create a trust for each new product and service 

they offer and facilitate their adoption (Özüpek, 2013). Brand Image is significant from an 

institutional point of view for two reasons. The first of these provides the information necessary 
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to uncover and maintain existing commitments. The second is vital for the continuity of the 

institution. The brand image, which increases the life chances of institutions, significantly 

affects the purchasing rate of the products and services of the enterprises and the degree of 

satisfaction with the enterprise (Kasımoğlu, 2009). The brand image helps organizations to be 

recognized, adopted, gain sympathy, and maintain their existence peacefully in social life 

(Köktürk, Yalçın, Çobanoğlu, 2008). 

Although the purpose of CSR activities seems to be to benefit the society and strive for a more 

sustainable world, today businesses use CSR activities to increase their brand image and 

influence the purchasing intentions of the customers. There are many studies in the literature 

on brand image and purchasing. However, no qualitative research has been found on the effect 

of CSR activities on purchase intention and brand image over a leading white goods 

manufacturer such as Beko, which operates in more than 100 countries. The primary purpose 

of this study is to examine the main effect of CSR activities, which are of critical importance 

for Society and Businesses, on the Brand image and the purchase intention of customers and to 

contribute to the literature in this field. 

The study consists of 10 main parts. these are respectively; Corporate Social Responsibility, 

Brand Image, Purchase Intention, Beko, Research Objective And Quests, Methodology, 

Discussion, Conclusion And Recommendation. 
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1. CORPORATE SOCIAL RESPONSIBILITY  

In this section, the definition, history, development, different theories and models of Corporate 

Social Responsibility (CSR) will be covered. 

2.1 CSR Definition 

Corporate Social Responsibility (CSR) is considered a relatively new terminology used in the 

academic field since the second half of the 1900s. But it is not a new concept. It has been 

determined that there are traces of CSR even in the 3rd century BC (Kauṭalya 1992). The 

Confederation of British industry also argues that CSR is subjective and does not have a 

universal applicable definition. (as cited in Jamali, 2007). Although the concept of CSR does 

not have a universal definition, in this section, we will include the definitions made by 

researchers and international organizations in order to draw the general framework of the 

concept of CSR. Howard R. Bowen is considered to be the beginning of CSR, and in his book 

titled “Social Responsibilities of the Businessman” written in 1953, he defines CSR as 

"Following the desired action lines about the goals and values of society." In addition, Bowen 

stated that he expects a business to produce social goods in the areas of common economic 

progress, security, better standardized life and individual development (Bowen 1953). Archie 

B. Carroll, known for his research on CSR, defines CSR as follows. '' CSR is a concept that 

covers the economic, ethical, legal and social responsibilities that are optionally expected from 

businesses in certain periods of society.''(Carroll and Ann 2011). The Commission of the 

European Communities (2001) defines CSR as "the fact that companies interact with their 

stakeholders on a voluntary basis by not ignoring social and environmental problems while 

realizing their commercial activities".  

Davis and Blomstrom defined the concept of social responsibility as "Practices that will enable 

businesses to develop and protect the welfare level of the society without ignoring their own 

interests". This definition is of great importance according to the period in which it was made. 

Because protection and development are two active building blocks of a business. While the 

concept of protection refers to the fact that the business does not cause negative effects on the 

society, development refers to the fact that the business produces works for the benefit of the 

society (Carroll 1989). 

 In addition, according to Carroll (1989), CSR provides information to the business about the 

subjects and areas it is responsible for. But this also presents a problem. The reason for this is 
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that the factors such as the diversity, profitability, resources, size and effects on the society of 

the products produced by the enterprises differ according to the enterprises.  

These differences can be added to the reasons for the emergence of the different definitions we 

mentioned above. If we summarize all the above definitions in a frame, as Lantos also stated, 

CSR includes the obligations arising from the social contract between the society and the 

enterprises and are the activities put forward by the enterprises in order to meet the needs and 

demands of the society. The basis of these obligations is to minimize the negative effects of 

activities on society and to maximize the positive effects (Lantos 2001). 

 

2.2 History and Development of CSR 

The development of the concept of CSR in the modern sense took many years (Carroll 1979). 

In the 1950s, the power of businesses in the society was causing concerns in the society 

(Frederick, 1960). Carroll (1989) refers to this period as "Enterprises saw environmental and 

social degradation almost as legitimate in order to make a profit". Frederick accepts that the 

concept of social responsibility began to be accepted seriously in the second half of the 20th 

century and it is the beginning of the modern age. Frederick states that in this period, different 

ideas about the responsibilities of businesses emerged in the American society (Frederick, 

1960). 

Business ethics was not one of the issues businesses worked on in the 1950s. Issues such as 

unfair business practices, the morality of capitalism, and the fair remuneration of employees 

were the subjects of interest to the clergy (Lantos 2001). For businesses, social responsibility 

basically meant succeeding by working hard. This teaching stemmed from the Protestant work 

ethic. Although the basic motivations are different, the most donations from the 17th century 

have been made by businesses in the USA. Ethical problems in the business world began to 

become more noticeable, especially in the early 1960s. Experiencing corruption and bribery on 

an international scale, unconscious use of the natural environment and nature, selling unreliable 

products and increasing pressure on the workforce were just a few of these ethical problems. 

Lantos (2001) According to Frederick (1960), two developments in the 20th century caused 

businesses to have more problems with social responsibility. One of them is institutional and 

the other is intellectual in nature. However, both are related to the disappearance of the 

philosophy called "laissez faire"(the policy of leaving things to take their own course, without 
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interfering) or the economic balance. In the 1970s and 1980s, the damage caused by companies 

to the environment reached its peak and caused an awareness by people. 

Businesses have made some attempts to minimize the damage they cause to the environment 

with the effect of legal regulations (cited in Post et al., 1999). In the 1990s, social responsibility 

issues started to become very popular by companies. The reason for this is the positive 

developments in human rights throughout the world in those years. In addition, the fact that 

companies want to find solutions to social, environmental and economic problems in other 

continents by not being indifferent and thus to have good relations with their stakeholders has 

been effective in the popularity of the concept of social responsibility. At the World Summit 

held in Rio in 1992, the idea of having a sustainable development goal emerged. According to 

the concept of sustainability, besides operating and environmental management profitability, it 

is aimed to make our world sustainable (as cited in Gard McGehee et al., 2009). Today, social 

responsibility draws attention as an important expectation by all humanity (Post, Lawrence and 

Weber, 1999; Lantos, 2001). Corporate social responsibility activities started to show its effect 

in many western countries, especially at the end of the 20th century. However, before this 

period, there were different regulations in areas such as country responsibilities, corporate 

ethics, corporate governance and competitor relations (Madrakhimova 2013). The concept of 

corporate social responsibility has made significant developments since the 1960s. In the 60s, 

CSR activities consisted mostly of philanthropic activities based on volunteerism in order to 

benefit disadvantaged groups in the society and to help solve social problems (Meehan, Meehan 

and Richards, 2006). However, over time, it has become the main management model and basic 

corporate activity of a company and enterprise (de Grosbois 2012). With CSR in the modern 

sense, businesses have expanded their roles in society (Lantos, 2001: 598). At the beginning of 

the 2000s, the concept of sustainability and sustainable development in particular affected the 

business world and this theme has become an inseparable whole with the concept of corporate 

social responsibility (Carroll and Shabana, 2010). 

As a result, many businesses today have adopted to go beyond their moral ethical values and to 

respond to the needs of the society without ignoring the needs of the society. The main purpose 

for businesses is to create a whole among their employees, stakeholders, shareholders and 

owners and create a value in the eyes of society. Based on the studies conducted, we can observe 

that the awareness of social responsibility has increased, differentiated and developed from past 

to present, and in addition, institutions add value to themselves with CSR practices. In the 

2000s, the concept of social responsibility took on a more strategic shape. For this reason, some 
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social awareness activities have been carried out by Universities and social aid organizations 

and businesses have been included in them. Recently, corporate social responsibility activities 

are seen as a business strategy and a source of competitive advantage for businesses, and 

businesses have started to focus on influencing stakeholder groups, employees and customers 

with their CSR activities. 

2.3 Corporate Social Responsibility Theories 

Corporate social responsibility theories are almost a guide for businesses that are involved in 

CSR activities and want to be involved. They are a helper in determining which areas should 

be active in line with social and moral factors. On the other hand, these theories contribute to 

the determination of which motivation sources should be followed by companies that want to 

invest in CSR and which limits should be determined. A few of these theories are Triple Bottom 

Line Theory (TBL), Shareholder Theory, Stakeholder Theory, and common value theory. 

2.3.1 Stakeholder Theory 

The stakeholder hypothesis was developed by Edward Freeman. The following is Freeman's 

definition of a stakeholder. It is defined as "any individual or group of individuals who may 

influence or are influenced by the organization's actions and attainment of its goals" (Donaldson 

and Preston, 1995). Freeman believes that firms' primary responsibility should be to address the 

requirements of their stakeholders and operate in their best interests. This implies that interest 

groups should be classified in order to improve management (Donaldson and Preston, 1995). 

To summarize, meeting the expectations of the firm's shareholders is the means for the company 

to fulfil its goals, according to this view. According to Stakeholder theory, firms have a two-

way connection with their stakeholders, as seen in Figure 1. In their study, Freeman and Vea 

(2001) created the stakeholder theory as a criticism of the shareholder/investor theory. As a 

result, the primary aim of stakeholder theory is to help organizations focus on long-term, 

sustainable growth. Short-term profitability calculations that focus solely on the expectations 

of shareholders and investors may harm the foundation stones that maintain the firm, such as 

workers, suppliers, and customers, causing enterprises to lose profitability in the long run. 

Donaldson and Preston (1995), on the other hand, argued that with the social stakeholder theory, 

organizations establish behaviors and practices with accountability and transparency 

philosophies, which they characterize as a managerial structure and a management philosophy. 
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Figure 1: The Stakeholder Model 

 

(Donaldson and Preston, 1995) 

 

2.3.2 Shareholder Theory  

According to the shareholder theory, the managers of the company are the tools that carry the 

business to its goals. The purpose of the managers is to increase the value of the company. In 

this theory, the main purpose in the management of businesses is to increase the share value of 

the company and its reflection on the economic system. In this way, the ground will be prepared 

for future investments by obtaining lower cost and efficient outputs and improving innovation. 

Apart from these ways, the taxes paid by the business will also be effective in eliminating the 

negative situations that may occur in the future. Negative criticisms against this theory are not 

absent. Irreversible consumption of natural resources may lead to results such as taking short-

term profits as the basis and exploiting the efforts of employees (Melé, 2009). 

2.3.3 Triple Bottom Line Theory (TBL) 

The term "Triple Bottom Line" was first used by John Elkington in 1994, suggesting that it is a 

way of measuring performance. Elkington also argued that institutions can be managed in a 

way that makes money apart from raising people's living and welfare levels. In this framework, 

the performance of the institution can be evaluated in terms of economic profitability, respect 

for the environment and social justice (Elkington, 2004). 
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2.3.4 Corporate Social Responsibility Pyramid (Carroll Pyramid) 

According to Carroll's social responsibility model, the business has a hierarchy of 

responsibilities. The first step is economic responsibility, the second step is legal responsibility, 

the third step is ethical responsibility and the last step is philanthropic responsibilities (Carroll, 

1991). The part that forms the basis of the pyramid is Economic responsibility. Carroll argues 

that businesses have an economic responsibility to society that gives them the opportunity to 

start businesses and survive. It is certain that companies that are not successful in financial and 

economic fields cannot survive, especially in global business environments where competition 

is at a peak. Therefore, economic responsibility is a prerequisite that must be fulfilled (Carroll, 

1991). The legal dimension is represented in terms of compliance with legislation and laws 

governing various aspects of society. Examples of these are competition, environment, work 

wages, etc. (Carroll, 1991). The Ethical Dimension refers to the expectations that exceed the 

economic and legal expectations for organizations to carry out activities that are far from 

harming the society in general (Carroll, 1991). Volunteering is essential in the Philanthropy 

Dimension and activities are carried out on this basis. It can also be considered as a part of the 

expectations of the public. Individuals demand that they be as good in their company as a 

normal individual. Institutions engage in various social activities that are not required by law 

to fulfill their responsibilities that they perceive as charitable. These can be monetary resource 

transfer, donations of products and services, and community development activities (Carroll, 

1991). 
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Figure 2: Carroll ‘s Pyramid 

 

(Carroll,1991) 

 

2.4 The Models of CSR 

2.4.1 Wartick and Cochran's Corporate Social Responsibility Model 

Principles, processes and policies form the basis of the model developed by Wartrick and 

Cochran (1985). Within the scope of the principles, economic, legal, moral and voluntary 

responsibility, which constitute the steps of the CSR pyramid put forward by Carroll (1979), 

are included, respectively. It is thought that these principles can be realized in two ways. The 

first of these is the social contract that businesses make with society. According to the social 

contract, the existence of enterprises depends on the tolerance of the society. Therefore, the 

behavior and operational methods of businesses should be within the principles set by the 

society. Businesses have a contract with the society, just as with the state, which includes certain 

rights and obligations. This contract changes depending on the change in social conditions, but 

there is one thing that remains constant, which is the source of the legitimacy of the enterprise 

in the social field. The second principle is that businesses act as a moral agent in society. 

Accordingly, businesses should consider the values and moral norms of the society while 

carrying out their activities (Wartrick and Cochran, 1985). 
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Table 1: The corporate Social Performance Model 

 

(Wartrick and Cochran, 1985) 

In this model, social responsibility and social responsiveness are equally valid but different 

concepts. In the model, the response of the enterprises to the changing environmental conditions 

or the determination of managerial approaches to the developing reactions are realized through 

reactive, defensive, conciliatory and proactive methods, as Carroll (1979) also mentions in his 

model. According to this model, corporate social performance is based on social responsibility 

principles, social reactivity process and policies developed for the management of problems. 

2.4.2 Ackerman Social Responsiveness Model 

The model allowed for the identification of different types of responsibility, examining the 

principles that motivate responsible behaviour, the processes of response, and the consequences 

of performance. Therefore, the model conceptualized social responsibility principles and social 

sensitivity processes with observable results by placing corporate social responsibility in a 

broader context rather than a single definition. The model presented by Wood constitutes an 

important advance in corporate social responsibility research. The model first considers the 

principles that motivate an organization's social responsibility activities at three levels of 

analysis: they are corporate, organizational and individual(as cited in Jamali and Mirshak, 

2006). In this context, an institution must have adopted a reliable social actor identity at the 

institutional level, which requires motivation for social responsibility actions. Finally, 

motivation stems from the choices of individual managers and their preferences or dispositions 

for personal responsibility. According to the model, sensitivity constitutes an important set of 

actions necessary to complement the motivational aspects of social responsibility. Three 

effectively interrelated factors are intertwined with concepts including environmental 

assessment, stakeholder management and issue management. Sensitivity in the model makes it 
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responsible for the analysis of the external environment. Stakeholder management is another 

sensitivity principle and examines certain types of stakeholder management tools. On the other 

hand, management requires an examination of the organization's approach to designing and 

monitoring its responses to social issues. The first stage of the model covers the tasks expected 

from top managers, such as forming a staff of consultants to strengthen communication and 

changing performance. As a result of the experts' fulfillment of these tasks, a systematic 

infrastructure is formed. It is expected that process and product development studies will be 

carried out for the department managers to raise awareness in order to include different products 

depending on the relevant social responsibility project. 

2.4.3 Wood Social Responsibility Model 

The model allows the identification of several categories of responsibility in order to investigate 

the principles that inspire responsible conduct, reaction processes, and performance 

consequences. As a consequence, rather than a single definition, the model conceived social 

responsibility principles and social sensitivity processes with observable outcomes by situating 

corporate social responsibility in a larger context. Wood's methodology represents a significant 

advancement in corporate social responsibility research. The methodology begins by analyzing 

the concepts that underlie an organization's social responsibility efforts at three levels: 

corporate, organizational, and individual. Finally, motivation is influenced by individual 

managers' inclinations or dispositions toward personal responsibility. According to the model, 

sensitivity constitutes an important set of actions necessary to complement the motivational 

aspects of social responsibility. Three effectively interrelated factors are intertwined with 

concepts including environmental assessment, stakeholder management and issue management. 

Sensitivity in the model makes it responsible for the analysis of the external environment. 

Stakeholder management is another sensitivity principle and examines certain types of 

stakeholder management tools. On the other hand, management requires an examination of the 

organization's approach to designing and monitoring its responses to social issues. 
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Table 2: Wood's Corporate Social Performance Model 

 

(Wood, 1991) 

 

The consequences of corporate behaviour are directly and obviously relevant in the evaluation 

of corporate social responsibility performance. According to the model, results are classified 

into three types: social impacts of corporate activity, programs used by institutions to enforce 

duties, and policies developed by institutions to address social concerns and stakeholder 

interests. The impact of business activity, whether beneficial or harmful, should be analysed 

objectively. Because of the review period and the nature of the programs chosen for resource 

investment, it is critical to integrate social policies and their consequences inside institutional 

policy. 

Institutions are responsible for certain areas of interest related to society. All areas of interest 

cause institutions to adopt behaviourally different perspectives. In this respect, if institutions 

adopt a narrow perspective while determining their areas of interest, it also narrows the 

responsibility areas of the institution. This creates an area of action for organizations committed 

to public responsibilities (Dönmez Maç and Çalış, 2011). Managers are actors who govern the 

norms in society. Every field of corporate social responsibility needs managers for socially 

positive results. 
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2. BRAND IMAGE 

In this section, the definition of the brand, what the brand image means and the relationship 

between CSR and brand image will be discussed. 

3.1 Brand Definition 

Defining the brand is not as simple as it seems. Even today, there is no definite and common 

definition among brand experts in the academic world. In general, each expert defended his 

own definition (Kapferer 2004). The concept of brand has been one of the most discussed topics 

in trade and marketing disciplines (Moore and Reid, 2008). The American Marketing 

Association (AMA) defines a brand as a name, design, term or a combination of these, aiming 

to differentiate it from other companies in the sector when describing the services or goods of 

businesses (AMA, 1960). Brands are the most prominent concept used to differentiate 

businesses not only from their current competitors but also from their future competitors 

(Crainer 1995). Brands contribute greatly to the creation of high brand awareness in the minds 

of consumers, to create strong and positive associations, and to the preference of the brand, and 

this is what makes the brand strong (Gil, Andres and Martinez 2007) 

3.2 Brand Image Definition 

Marketing strategies are one of the building blocks for companies to be successful. Attracting 

the customer, convincing them to buy the product and ensuring its continuity are of great 

importance for businesses. Creating a strong brand draws attention as an effective element in 

fulfilling the concepts mentioned above. If the business has built a strong brand, it will 

definitely cause it to have a great position advantage among its competitors, which will support 

a sustainable brand and increase in profit rate (Gronroos 2007). Strong branding also allows 

businesses to enter into strong competition. Strong branding and strong marketing 

communication are the factors that give the business an advantage. For example, (Kotler and 

Keller 2009) emphasized that strong branding facilitates distinguishability. In addition, issues 

such as increasing competitiveness in the market and customer loyalty are two of the issues that 

companies should dominate. Aaker expresses the concepts that make up the brand value as 

"brand awareness, brand associations, brand loyalty and perceived quality"(Aaaker 1996). 

Today, businesses aim to develop their brand assets by attracting and retaining potential 

customers thanks to their brand value. This causes the company to stand out among its 

competitors, to eliminate price competition and to make profit as a result (Aperia and Back, 
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2004). According to Aaker and Joachimsthaler (2000), a careful study of the business 

environment, market, customers, and competitors is necessary to accurately express brand 

identity. The identity and strategy of the brand are important in terms of customer accessibility 

and investments. (Aaker and Joachimsthaler, 2000). Businesses that have strengthened their 

brand identity and have strong brands generally have an important effect on determining prices 

in the market. However, these brands follow the developments in the market by examining the 

customer behaviour. As stated by Grönroos, businesses that want to have a strong brand image 

know why the customer is loyal to the brand and are aware of which calls attract customers. 

(Gronroos, 2007). Businesses should manage their communication tools correctly and strongly 

in order to have their brands positively placed in the minds of their customers. This image, 

which is managed correctly and created with smart marketing tools, is called brand value. As 

Kevin Lane Keller points out, brand equity is positively associated with a solid brand image in 

companies that place the customer in the centre (Keller 1993). Brand image and brand identity 

should go hand in hand with each other, thanks to customers' past experiences and associations. 

This does not mean that experiences must necessarily be associated with economic values and 

services. When it comes to brand image, customers' emotions and past experiences are 

extremely important (Grönroos 2007). 

3.3 CSR and Brand Image Relationship 

In recent years, companies have been using CSR activities to create a strong and memorable 

brand image. Paolo Popoli argues that the social values that customers consider important 

should be adopted and that companies should act together with the society on these issues. In 

this context, he states that CSR activities are of great importance in order to meet the 

expectations of customers in terms of social values and norms in terms of creating a strong 

brand image and brand relationship (Popoli 2011). It can express CSR as the emotional side of 

the brand image, and this emotional side enables businesses to take an advantageous position 

among their competitors (Martínez, Pérez and del Bosque, 2014). In addition, a company's CSR 

positioning directly affects the brand's reputation and image, and these two concepts provide 

protection against attacks that may come from outside. Casado Diez et al. (2014) expressed this 

as follows: “Developing a strong brand image by a company means that it is difficult for that 

company's reputation to be damaged easily in the future.” According to Chandler and Werther 

(2014), it is absolutely important to combine CSR activities with marketing strategies to make 

the Company's reputation more secure against any attack. And also, if CSR activities are carried 

out by communicating with the public and in the light of the feedback from the public, it will 



 
 

15 
 

provide an advantage for this company in terms of branding and the development of brand 

image (Chandler and Werther 2014). Since CSR practices are directly related to the brand 

image, companies today not only contribute to the benefit of society but also consider CSR by 

including it in their strategic action plans. CSR activities leave positive effects in the minds of 

customers on behalf of companies. Therefore, customers want to be with companies that leave 

positive traces on society and the environment with CSR activities. This shows how much 

influence CSR has on purchase intention as well as brand image (Casado-Díaz, Gonzálbez, 

Ruiz-Moreno, and Sellers-Rubio, 2014). CSR practices, which are well absorbed and welcomed 

by individuals, also convince the customer of brand loyalty (Martinez, Perez, and Rodríguez-

del-Bosque 2014). It also makes a great contribution to increasing the awareness of the brand 

in the eyes of the customer.  

Today, As we will see in the CSR activities of Beko company, which is our case study, CSR 

activities continue today mainly for the purpose of contributing to Sustainability and the Social 

Environment. Considering that today's marketing and service sector is growing so fast, CSR, 

which is an extremely important and critical marketing tool, and its applications should be 

investigated more deeply. 
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3. PURCHASE INTENTION 

In this section, the definition, importance, concepts of purchase intention and its relationship 

with CSR will be expressed. 

4.1 Definition of Purchase Intention 

Purchasing intention is a kind of decision that investigates why the consumer turns to certain 

brands (Shah et al., 2012). Purchasing intention represents the possibility that consumers plan 

or want to purchase a certain product or service in the future (Wu, Yeh and Hsiao, 2011). 

Purchasing intention refers to the preference of a consumer to purchase the relevant product or 

service by determining the need for a certain product or service, and even the attitude he has 

formed towards a product and product perception. In other words, purchase intention means 

that after the consumer evaluates a product, he will buy the same product again and understand 

that the product is worth buying (Madahi and Sukati, 2012: 153). Customer purchasing 

decisions are seen as a complex process. Purchasing intention is generally related to the 

behaviors, perceptions and attitudes of consumers. Purchasing behaviour plays a key role in 

consumers' access to and evaluation of a particular product (Mirabi, Akbariyeh and 

Tahmasebifard, 2015). 

4.2 Importance of Purchase Intention 

Purchasing intention is one of the factors that enable consumers to react to stimuli and affect 

their purchasing decision. Businesses collect information on consumers' purchase intentions 

and make strategic decisions (Mutlu, Çevı̇ker and Çı̇rkı̇n, 2011). Today, consumers are exposed 

to many effects in this regard. It is very important for businesses to understand the factors that 

shape the purchasing intentions of consumers, who must make a choice about goods and 

services, and to develop strategies accordingly, as it will bring competitive advantage and 

sustainable profitability to the business. Research shows that for the products offered by a 

business to be preferable compared to others, the factors that affect the purchase intention 

should be determined and strategies should be developed in this direction. While businesses 

that shape their strategies according to consumers will be able to achieve their goals, it will be 

seen that the reason why businesses that behave in the opposite way are not preferred is that 

they cannot offer the goods and services requested by the consumers. In terms of businesses, 

the purchase intention provides integrity with the purchase decision stage and accumulates data 

about the purchase intention of the new product that has been introduced or will be offered to 
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the market. The gathered data is used to forecast the demand for the products and then to make 

strategic decisions in the light of the information obtained through the analysis of these data. In 

other words, purchase intention is measured within the framework of consumers' desire to 

purchase the product in the market in the future (Carter, 2009, 5). However, from time to time, 

the purchased goods or services may differ from those intended to be purchased due to external 

factors or extraordinary developments. The product or service purchased and the product or 

service that is intended to be purchased may differ at the last moment due to the influence of 

others and unexpected situations (Tek, 1999, 35). 

Technological developments, which are showing their effects in every field today, have an 

impact on the purchasing decision process and purchase intention. (Featherman, 2014). Another 

important factor in transforming the purchase intention into a decision is the willingness of the 

consumer (Isaksson, 2009). Purchase intention; It is under the influence of many independent 

parameters such as a positive corporate reputation, high brand image, quality goods and 

services, and brand loyalty (Butt, 2013). In addition, intention to purchase; The way in which 

consumers intend to buy a brand or product is one of the cognitive behaviours of the consumer 

that ends the process with purchasing behaviour. Indicators such as consumers' expectations 

and thoughts can be used to measure consumers' purchasing intentions (Hosein, 2013). 

4.3 Consumer Purchasing Behavior Concept 

Consumer behaviour is the process of selecting, acquiring, consuming, or keeping products, 

services, ideas, or experiences to suit the wants and desires of people or groups (Solomon, 

2017). Consumer behaviour is a multifaceted and complex process. Consumer decisions 

frequently include several phases and are impacted by a variety of factors, including 

demography, lifestyle, and cultural values (Mothersbaugh and Hawkins, 2016). Consumer 

behavior encompasses the thoughts, feelings, experiences, and behaviors that occur throughout 

the consuming process. It also covers the social factors that influence these ideas, feelings, and 

behaviors (Peter and Olson, 2010). 

Personality is an intriguing notion in consumer behavior studies. Purchasing behavior, media 

selection, risk taking, segmentation, social influence fear, product selection, innovation, 

opinion leadership, attitude change and everything one can think of are associated with 

personality (Kassarjian, 1971). 

4.3.1 Personal factors 

Personal factors are explained as follows (Solomon, 2017): 
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4.3.2 Occupation  

Occupation influences consumption patterns. Marketers are trying to identify occupational 

groups that are more interested in their products and services and to adapt products for some 

occupational groups, for example, such as designing different products for computer software 

companies, brand managers, engineers, lawyers and doctors (Kotler and Keller, 2016). 

4.3.3 Gender  

Gender is a factor that makes a difference in consumption habits. There are also differences in 

purchasing tendencies of genders from different cultures. 

4.3.4 Age  

Another factor that influences purchasing decisions is age. The needs and expectations of 

individuals differ according to age groups. 

4.3.5 Income 

Income level together with the wealth owned by the household determines the purchasing 

power (Mothersbaugh and Hawkins, 2016). 

4.3.6 Perception  

Perception is described as the process of interpretation that allows customers to comprehend 

their surroundings. Perception, like reality, is an approximation. The brain attempts to make 

meaning of the inputs it encounters (Cetină et al., 2012). 

4.3.7 Motivation  

People are moved by motivation. The motivated customer is prepared to act toward a certain 

objective. For example, if you know that a long-awaited electronic game will be launched next 

Tuesday, you may be motivated to buy or download the game as soon as possible (Hoyer, 

Macinnis and Rik Pieters, 2013). 

4.3.8 Learning 

Learning causes changes in our behaviour resulting from experience. Learning behaviour 

usually occurs randomly. Despite this, many human behaviours are learned. Learning theorists 

believe that learning is produced through the interaction of stimuli, cues, responses and 

reinforcement (Kotler and Keller, 2016). 
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4.3.8 Memory  

Consumers' ability to understand marketing information is largely determined by the 

information available in their memory (Peter and Olson, 2010). 

4.4 The Relationship between Purchasing Intention and Corporate Social Responsibility 

It is important to discuss the relationship between consumers' purchase intention and CSR 

practices. Because understanding the reasons underlying this relationship will contribute to 

understanding CSR as a strategic management function (Dodd and Supa, 2011). Although most 

of the studies on CSR and financial performance have stated a positive relationship (Posnikoff, 

1997; Waddock and Graves, 1997; Tang, Hull, and Rothenberg, 2012), the examination of the 

relationship between CSR and purchase intention is limited in the literature. Purchasing 

intentions are directly or indirectly affected by the type of CSR activities and the degree of 

consumers' belief in CSR activities (Sen and Bhattacharya 2001). For example, according to 

Lee and Shin (2010), CSR activities have little effect on consumers' purchasing intentions. 

However, the increase in consumers' awareness of CSR activities positively affects their 

purchase intention. According to another study, it is stated that corporate social responsibility 

is positively affected by consumers' purchasing intentions if they are interested in and support 

CSR activities. On the other hand, it has been argued that irresponsible corporate behaviour has 

a greater impact on consumers' purchasing intentions than responsible behaviour (Bhattacharya 

and Sen 2004). 

In addition to studies stating that there is a positive relationship between CSR activities and 

purchase intention (Sen and Bhattacharya 2001; Huang, C. , Yen, Lui and Huang, P. , 2014; 

Marguina and Morales, 2012 ;Onaran, Uyar and Avan, 2013). There are also studies stating that 

there is no direct relationship between CSR activities and purchase intention (David, Kline, and 

Dai, 2005). Mohr, Webb, and Harris (2001) state that only a small portion of consumers (21%) 

consider CSR activities as a purchasing criterion. Tian, Wang, and Yang (2011) also argued 

that CSR strategies are unlikely to strengthen purchase intention, and most consumers do not 

consider CSR activities when purchasing daily consumer goods; They emphasized that 

consumer characteristics should be taken into account in the use of CSR strategies. These 

inconsistencies detected in the CSR-purchase intention relationship indicate that there may be 

other variables affecting this relationship. In this context, it is useful to examine whether other 

variables have an effect on the effect of CSR practices on purchase intention. Therefore, the 
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mediating effects of reputation and trust variables on the purchase intention of CSR practices 

will be discussed in this study. 
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4. BEKO 

In this section, research about the history of Beko company and CSR activities will be included. 

5.1 History of BEKO 

Vehbi Koç, the founder of Koç Holding, was looking for a product that would earn Turkey 

foreign cash in the 1950s, when Turkey was only beginning to industrialize. He teamed with 

Bejerano, who has experience in this industry, to invest in a tomato paste and canned food plant 

in the context of the country's situation at the time. The firm was created in 1955 and its name 

was registered as Beko, a combination of the first two letters of Bejerano and Koç. However, 

due to the country's condition, the firm was unable to begin operations. 

When the possibility to start the sales and dealership of General Electric light bulbs emerged 

during those years, the name of the canning firm was changed to Beko Ticaret limited. Thus, 

Vehbi Koç, who pioneered the dealership system in Turkey, used this approach to bring Arçelik 

items to consumers' homes. 

After selling its Arçelik distributorship to Atılım in 1977, Beko Ticaret has been operating in 

the Turkish white goods market under the brand name Beko since 1983. With the Koç Holding 

Durable Goods Group's focus on international business since the 1990s, Beko was determined 

as an export brand (BEKO, 2021a). 

As a consequence of the reorganization of Koç Holding Durable Goods Group in 2000, Beko 

became Beko ltd and, along with the Arçelik brand, Arçelik ltd came under its roof. 

BEKO set out to become a "World Brand" as the first Turkish white goods brand to be sold 

outside of Turkey. Since the early 1990s, the BEKO brand has been a part of the everyday lives 

of 280 million people in more than 100 countries throughout the world, thanks to its success in 

the Turkish market. Every two seconds, a BEKO-branded product is sold somewhere in the 

globe (BEKO, 2021b). 

5.2 Beko's Social Responsibility Activities 

5.2.1 Beko 100 female dealer project 

To increase women's representation in the economy, Beko supports women entrepreneurs in 

many areas such as rent support, location finding support, management, mentoring, product 

trainings, and store decoration with the Beko 100 female dealer project. Thanks to this 
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application, dozens of women entrepreneurs have been supported and continue to be supported 

(BEKO, 2020). 

5.2.2 ‘Eat Like a Pro’ Campaign 

Purpose of ''Eat Like a Pro'' Project: 

Focusing on consumers to lead a healthy life, Beko aims to fight obesity by giving children a 

healthy diet and sports habits with the “Eat Like a Pro” initiative launched in 2017. 

Studies show that the obesity rate in the world has more than doubled since 1980. The problem 

of obesity in children has reached alarming proportions. 40 million children under the age of 5 

are obese or overweight. In 2025, this figure is expected to reach 70 million. According to the 

Turkey Childhood Obesity Survey, one out of every 10 children in our country is obese. About 

15 percent of children are overweight. 

According to the results of the research, 6 percent of children do not consume meat and 14,6 

percent do not consume fish. 9.5% do not play outside at all on weekdays. On the other hand, 

42.5 percent spend at least one hour in front of a computer or television on weekdays. (*) 

Obesity brings with it serious health problems such as cardiovascular diseases, high blood 

pressure, diabetes and cancer. Obesity in children damages self-confidence and negatively 

affects socialization. 

Among the main causes of obesity in children; The increase in the consumption of high-fat, 

sugar-rich and ready-to-eat foods, soda drinks, moving away from traditional fresh cooking, 

and lack of physical activity and education are coming. 

A study conducted in 28 countries, including Turkey, points out that awareness of obesity in 

children should be increased. 

According to this research, the rate of those who are concerned about child obesity worldwide 

is only 4 percent, compared to the world average with 4 percent in Turkey and England. The 

countries most concerned are China and Saudi Arabia with 14 percent. (**) 

With the “Eat Like a Pro” initiative, Beko aims to increase awareness about the obesity 

problem, to encourage children to eat healthy and to help parents in this regard. (Arçelik, 2018) 

(*) Data; It is based on the Turkey Childhood Obesity Survey conducted in cooperation with 

the Ministry of Health, Ministry of National Education, Hacettepe University and the World 

Health Organization 
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(**) What Worries the World (Ipsos September 2018) 

a) Fc Barcelona - Beko Cooperation 

The #Eatlikepro is an initiative that aims to help parents eat a healthier diet for their children. 

#EatLikeAPro is a campaign that helps children gain healthier eating habits with the support of 

world-famous stars. Therefore, apart from the sponsorship and support agreements between 

Beko and Fc Barcelona, a partnership was established in 2017 within the scope of the 

#Eatlikepro initiative. Special recipes were created by Maria Antonia Dallo, nutritionist of FC 

Barcelona. In addition, a website called Eat Like a Pro was created with a wide variety of fun 

activities, healthy eating tips and recipes (BEKO, 2019). 

Figure 3: Barcelona football players in ‘Eat like a pro’ ad 

 

(BARCELONA YouTube Channel, 2020) 

b) UNICEF - Beko Cooperation 

The United Nations Children's Fund (UNICEF) has been fighting for children's rights 

and health for over 70 years. Beko and UNICEF worked together as part of our Eat Like 

A Pro campaign in 2018. 

This partnership yielded immediate results, raising a staggering €1,000,000 for the fund 

in 11 days, thanks to the overwhelming support of fans on social media around the 

world. UNICEF Donation campaign was launched between Beko and UNICEF on 30 

April 2018. Each post shared on Instagram and Twitter with the hashtag #EatLikeAPro 

resulted in a donation of 1 Euro to UNICEF. The campaign was shared more than a 

million times on social media platforms in less than 2 weeks, and today more than 
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500,000 families are made aware of a healthier and more balanced diet. Victor Aguayo, 

chief of UNICEF Global Nutrition Programme, comments, “Childhood obesity is 

increasingly affecting the poorer families and countries, largely due to diets that do not 

provide children all the nutrients they need to grow healthy. We welcome the support 

of our partners Beko and FC Barcelona, who will work closely with us to bring about 

positive change for children globally.” (BEKO, 2019). 

c) Riot Games - Beko cooperation 

League of Legends European Championship is the world's leading eSports event 

watched by close to 100 million people and played by professional eSports players at 

highly competitive levels. The world now accepts professional eSports players as real 

athletes. Just like other professional athletes, esports players do similar exercises and 

keep themselves vigorous with healthy eating exercises with nutritionists. Although 

eSports players eat like professionals and do the necessary exercises for a healthy life 

without interruption, the fans were not aware of this. Realizing this situation, Beko 

started working with Riot Games in 2019.The aim of this partnership is to encourage 

healthy living in fans by introducing how esports players live and eat healthy to fans 

who look at esports players as heroes (BEKO, 2019). 

5.2.3 Beko's Support to Sports 

 

a) Basketball sponsorships: 

Beko Basketball League: It hosted the Turkish Basketball League for 8 years between 

2006-2014. 

Beko All Star sponsorship: Between 2007 and 2014, it brought together the stars of each 

league and became the sponsor of All Star events held in a different city every year. 

European Basketball Championship: Sponsored the European Basketball 

Championship held between 2009-2015. 

FIBA Championships: Sponsored the 2014 FIBA World Basketball Championship and 

the 2009 FIBA Asian Basketball Championship. 

He also sponsored Bundesliga, Liga, Lithuanian Basketball leagues. 

b) Football Sponsorships 

Beko BJK sponsorship: Between 1988-2004, it became the chest sponsor of Beşiktaş 

Gymnastics Club football team. 
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With the sponsorship renewed in 2014, it continues to be on the backs of Beşiktaş 

footballers' jerseys. 

FC Barcelona Sponsorship: Beko, which became the premium partner of Barcelona 

Football Club in 2014, expanded its cooperation as the main sponsor of Barça in 

2018(Arçelik, 2018) 

 

Figure 4: Beko managers and Fenerbahce Basketball Team 

 

(Arcelik, 2018) 
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5. RESEARCH OBJECTIVE AND QUESTIONS 

6.1 Objectives 

The main objective of the study is to assess the effects of the corporate social responsibility 

activities of the Beko, which operates +130 countries include Turkey and Ireland, on brand 

image and brand trust. 

The specific objectives are: 

a. To assess the impact of corporate social responsibility activities on brand image. 

b. To evaluate the impact of CSR activities on customer decisions. 

c. To determine the impact of CSR activities on firm performance. 

6.2 Research Questions 

Following the development of the objectives mentioned above for the study, the research 

generates the following research questions to assist the researcher in achieving the study's aims. 

1. Are the customers aware of the Corporate Social Responsibility activities of the 

companies? 

2. Do Beko's corporate social responsibility activities have positive effects on society and 

the environment? Why? 

3. What is the impact of Beko's CSR activities on the brand image and the customer's 

purchase intention? 

4. How will people's perspectives on CSR activities change in the future? 

6.3 Hypothesis 

The study pursues to test the following hypothesis based on the questions above:  

H1- Customers are aware of Beko's CSR activities and have sufficient knowledge. 

H2– Beko’s CSR activities have significant influences on brand image 

H3– CSR significantly impacts positively purchasing intention, as it will affect customer 

decisions. 

H4– The customer's perception of Beko's CSR activities positively impacts Beko's 

performance. 
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H5- Customers are aware that CSR activities are very beneficial for society and the 

environment. 

H6- Customers hope that CSR activities will increase in the future. 
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6. METHODOLOGY 

In this section, the data collection tools used in the study, the study group, the validity and 

Reliability of the study, and the analysis method are included. 

7.1 Introduction 

Within the scope of this study, the qualitative research method and Case Study, which is a 

design of this research method, were used to give a detailed meaning to a phenomenon and to 

examine it. Qualitative research; is a type of research that tries to understand people's lives, 

stories and behaviours (Strauss and Corbin, 1990) Statistical data analysis is not performed in 

qualitative research as in quantitative research. Describes the observation and evaluation of 

events. Data collection management, which aims to reveal people's subjective views on events, 

is a research method that provides in-depth information about a subject (Dey, 1993). 

According to Creswell (2007), the case study is a qualitative research approach in which the 

researcher examines one or more limited cases in time with data collection tools(observations, 

interviews, audio-visuals, documents, reports) containing multiple sources and defines the 

instances and the themes related to the situation. One of the advantages of the case study is that 

it provides an in-depth examination of unfamiliar situations and allows the reader to compare 

the current situation and the presented situation (Gall, Borg, and Gall, 1996). 

Based on this information, the researcher preferred the qualitative research method to reveal the 

effect of CSR activities on the brand image and purchase intention in detail. 

7.2 Data Collection Tool 

 

The interview is one of the data collections tools that allow reaching the data in the most detailed 

way. It is an oral data collection tool and is used to understand what the interviewees are 

thinking and why. Interview questions are primarily predetermined and questions are asked for 

a purpose. It can also be defined as an interactive educational process based on asking and 

answering questions. 

The primary purpose of the interviews is to learn the feelings and thoughts of the person about 

the subject of which information is sought (Çepni, 2009; Merriam, 2009; Patton, 2002). 

Therefore, the researcher used a semi-structured interview as a data collection tool in this study. 

The prepared interview form was presented to an academician who is an expert in this field. In 
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line with the data obtained from the expert opinions, the interview form was re-evaluated by 

the researcher in terms of the adequacy, suitability and clarity of the questions and necessary 

corrections were made. The participants were informed about the subject of the interview in 

advance, the interview forms were sent, and their approval was obtained. Then the interviews 

were conducted by the researcher. Interviews were held in an online meeting in a quiet and 

calm environment when the participants were available by appointment. Interviews lasting 

approximately 25-30 minutes were conducted with the participants who allowed voice 

recording in the interviews, and their voices were recorded. The recorded interviews were then 

transcribed and analysed. In this way, the participants' opinions about the questions were 

determined in detail. Interview questions are attached. 

7.3 Study Group 

In this study, Snowball Sampling was used in accordance with the nature of qualitative research 

and the purpose of the study. The Snowball technique is used in situations where it is thought 

that it is difficult to reach the individuals who make up the universe or where information about 

the universe is believed to be incomplete (Patton, 2005). ‘Who knows the most about this 

subject? and 'Who should I start the interview with?' questions are the most basic questions 

applied by the researcher using snowball sampling. These questions help the researcher to find 

the people and situations that he thinks have the most information in the universe about the 

subject he is researching and the phenomenon he is examining (Flick, 2014). The researcher 

conducts interviews with individuals as follows and tries to find new participants from whom 

he can get information by asking who else he can meet. The critical point here is to gain the 

trust of the people interviewed by the researcher (Grix, 2010). The researcher completes this 

data collection process, which he continues in a chain manner, as soon as he thinks that the data 

has reached saturation (Kerlinger and Lee, 1999). As several names are mentioned repeatedly 

in the chain, this chain is combined and the sample is completed (Kothari, 2004). In line with 

snowball sampling and case study design, people who purchased Beko brand products were 

selected as participants in the study and as a result of interviews with 8 participants, it was 

determined that sufficient data saturation was achieved and the data collection process was 

completed. 

7.4 Validity and Reliability 

The researcher took several measures in this study to reduce or eliminate the elements that 

affect/threaten the validity and reliability. These measures taken are presented in Table 1 below. 
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Table 3: Validity and Safety Measures Taken In The Study 

 

 

To ensure the internal validity of the study; The draft interview form prepared before starting 

the interview was submitted to the expert opinions and the interview was put into practice after 

the approval was obtained. The prepared interview form was presented to an academician about 

the readability and comprehensibility of the form and the questions, accompanied by online 

meetings, and feedback was received. In line with the information and data obtained from the 

expert opinions, the appropriateness and clarity of the questions were examined again and the 

necessary improvements were applied. During the interview, the answers given by the 

participants were confirmed again, definite answers were obtained and misunderstandings were 

prevented. Before the interview, the participants were given explanations by the researcher and 

they were approved by the information form and a form that declared that they were willing to 

participate in the research. Before the interview, the participants were ensured that they were 

comfortable and willing to meet. Efforts were made to make the meeting in a conversational 

atmosphere, and by this means, the most efficient answers were tried to be obtained. The 

interviews lasted approximately 20-30 minutes. The answers received are presented as excerpts 

in the findings section. Among the factors that will limit the internal validity (using only 

interviews as a data collection tool) is the inability to diversify the data. 

In order to ensure external validity; data collection, data collection tools, data analysis, study 

group, research model analysis and how the findings were organized are described in detail. In 
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addition, the participants of the study were selected from suitable individuals by applying 

snowball sampling to contribute to the purpose of the study. Limiting the number of participants 

to eight can be shown as a limiting factor for external validity. All of the findings of the research 

were presented to the reader without comment, and data loss was prevented by using the 

recording device, which has an effect on increasing the internal reliability (consistency) of the 

research. In addition, the data were read independently by the researcher and codes were 

created. An entirely objective point of view was used during the creation of the categories based 

on the codes. Finally, the data are appropriately discussed in conclusion. 

7.5 Ethical Consideration in This Study 

This research is part of the graduate program, so the researcher read the research guide of 

National College of Ireland (2013) and completed his research by adhering to all ethical values 

and protocols in this guide. The researcher used platforms such as E-mail WhatsApp to reach 

the participants and a video conference platform called 'Zoom' to conduct the interview. The 

researcher has ensured that the given information and personal data are not disclosed to third 

parties and violated. As mentioned in the previous section, participant consent was obtained 

using participant consent forms and these forms were shared in the last part of the research. In 

the part of presenting the interview data as findings, the names and surnames of the participants 

were kept confidential due to ethical rules, and instead, the interviewed participants were coded 

as P1, P2, P3, P4, P5, P6, P7, P8. 

7.6 Data analysis 

In the data analysis part, content analysis was used to analyse the data obtained through the 

interview technique, where qualitative data were collected. The analysis part is the most 

challenging for researchers who do qualitative research (Yıldırım and Şimşek, 2013) There are 

many approaches in the literature on qualitative data analysis, but to summarize, qualitative 

data analysis is divided into two groups as descriptive analysis and content analysis (Strauss 

and Corbin, 1990). Descriptive analysis simply summarizes and interprets data; content analysis 

analyzes the obtained data in more detail. For this reason, content analysis can more easily 

reveal the concepts that descriptive analysis cannot reach and reveal (Yıldırım and Şimşek, 

2013). In this study, the data obtained from semi-structured interviews were subjected to 

content analysis. Content analysis is defined as a systematically summarizing, classifying and 

coding technique within the rules created by researchers using words or phrases that reflect the 

content of a text or discourse about a topic (Büyüköztürk et al., 2008). As it is known, content 
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analysis organizes similar qualitative data into certain themes or categories, examines and 

interprets causal relationships, and reaches some conclusions (Yıldırım and Şimşek, 2013). In 

this research, it is aimed that people who have bought Beko brand products can honestly answer 

the questions in the interview form and analyze these answers in depth. In the content analysis 

of the data obtained as a result of the research, the data determined to be similar to each other 

were brought together around certain concepts and themes. Basic categories, which are 

expressed as conceptual elements that are related to each other, can form sub-categories. The 

data obtained with the voice recorder during the interviews were then transcribed in the 

computer environment and written down. Then, the answers given by the participants to each 

question were examined and similar and different aspects between the obtained data were 

determined. By examining the data obtained and dividing it into meaningful sections, the 

determination of what each section means was provided by the coding stage, and after the codes 

were determined in the first stage of the analysis, the categories that bring the codes together 

were determined. In order to compare the data obtained in some sections between the 

determined categories, the findings are also presented with the help of tables. As stated in the 

previous section In the part of presenting the interview data as findings, the names and surnames 

of the participants were kept confidential due to ethical rules, and instead, the interviewed 

participants were coded as P1, P2, P3, P4, P5, P6, P7, P8 and their views on the subject were 

included. 
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7. FINDINGS 

The data obtained as a result of the interviews in this section were coded separately for each 

question and gathered within the framework of categories. In addition, the opinions of the 

researchers were shared without adding any comments. 

 

Table 4: ‘What are Beko's corporate social responsibility activities (CSR) that you know of?’ 

opinions on the question 

 

 

The participants expressed the CSR activities of Beko that they know. Looking at the Table 4, 

it is seen that the participants talk about different CSR activities. 

it has been determined that the majority of the participants have knowledge about the support 

given to Sports.  

P6, one of the participants, expressed his thoughts as follows: “… I can say that the first thing 

that caught my attention is their support for sports. Beko is the main sponsor of Fenerbahce's 

basketball team. Not limited to Fenerbahce, he also sponsored the Beşiktaş sports club in 

Turkey for years. It is also the main sponsor of the world giant Barcelona football club…" 

At the same time, when the table is examined in detail, it is seen that most of the participants 

have knowledge about the 'Eat Like a Pro' and 'Beko 100 women's dealer' projects. P7 from the 

participants expressed their knowledge as follows. 

“…Beko collaborated with Barcelona, Fenerbahçe men’s basketball team and esports 

organizers to educate children on healthy eating and combat childhood obesity problems…” 
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P4, on the other hand, expressed his knowledge about Beko 100 women dealer as follows. 

‘’…Beko's activities on women who aim to enter the business world are one of the activities I 

follow closely…’’ 

Unlike most of the participants, P5 mentioned Beko's Sustainability activities. 

''...I saw in the advertisements of Beko that products that we do not care about and throw away 

without thinking, such as eggshells for a sustainable environment, are not wasted but used in 

the construction of refrigerators. They also produce energy-efficient products to protect nature 

and therefore human life, and they work not to harm the nature in their production...'' 

  

 

Table 5: ‘’Do Beko's corporate social responsibility activities have positive effects on society?’’ 

opinions on the question 

 
 

The benefits of Beko's Csr activities to society are shown in the Table 5 in light of the answers 

given by the participants. 

When the table is examined, it is seen that most of the participants said that it has a positive 

effect on healthy nutrition awareness. 

P2 and P6, respectively, expressed the benefits of Beko's CSR activities to society as follows. 
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“… As I mentioned in the previous question, Beko is trying to eliminate obesity in society by 

encouraging healthy eating within the scope of combating obesity in young children…” 

''…’Eat like pro’ project is a project that totally benefits the society because it creates 

awareness in the society against obesity, one of the biggest social and health problems of our 

time, and it supports people to live healthy thanks to this awareness...'' 

P3 and P4 participants mentioned that CSR activities create an awareness in society about the 

integration of women into the business world and they expressed their thoughts respectively as 

follows. 

“… Increasing women's economic freedom and their value in society are the most important 

factors in reducing physical and psychological violence against women in most societies in the 

world. BEKO's projects such as "Dealer for 100 women" increase the status of women in 

societies and their economic income. As the number of such projects increases, the chances of 

a better quality of life for thousands of women around the world increase…” 

“… Beko's CSR activities have a great impact especially on the society. Particularly, the 

activities related to the participation of women, who are seen as the disadvantaged group in 

our country, to the economy and the business world are really important. I can classify the Beko 

100 female dealer project, which is one of them, as very successful in bringing women into the 

economy and completing their personal development…” 

Unlike the other participants, P8 expressed the benefits of Beko's CSR activities to the society 

in the following way, through the framework of supporting education. 

“… Beko has contributed to the development of society in terms of education, with the support 

it gives to coding education, which is newly developing in our country and will develop further 

in the future. This support will enable the students who will grow up in the future to transfer 

this information to the new generation, as well as ensure the financial and social development 

of the society. In addition, directing students to games where they can develop their minds will 

both contribute to the cognitive-sensory development of our students and help students to stay 

away from harmful activities and spare time for themselves and their social environment…’’ 

 

Table 6: ‘’ Do Beko’s corporate social responsibility activities have positive effects on the 

environment? Why?’’ opinions on the question 
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When the table is examined, we see that all of the participants stated that Beko's CSR activities 

have positive effects on the environment. P1, P2, P5 and P6 of the participants stated that Beko's 

social responsibility activities with the aim of producing environmentally friendly products are 

beneficial for the environment. 

In this framework, P6 expressed his thoughts as follows. 

“… Beko's sustainability projects really bring great benefits to the environment. For example, 

it has brought thousands of cubic meters of water to our world with its water harvesting and 

efficient production processes projects, and preferring nature-friendly ways such as sea and 

rail transportation in product transfers in order to reduce CO2 emissions are very important 

projects for a sustainable world. In this way, Beko aims to leave a cleaner, greener and more 

livable environment for future generations, and this creates a really positive impression in the 

eyes of its customers...” 

In addition, the participants evaluated Beko's CSR activities, which they stated as beneficial for 

the environment, in terms of the fight against global warming. P8 of the participants expressed 

their ideas as follows. 

''... It has taken many environmentalist steps such as products produced using waste materials, 

using transportation options with fewer carbon emissions, saving millions of trees from being 

cut down by using recycling materials...'' 

P1, P4 and P8 of the participants expressed the environmental benefits of Beko's CSR activities 

related to recycling. P1 expressed his thoughts as follows. 
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''…. While researching CSR activities in one of our lessons, I saw that Beko contributed to 

packaging and recycling with environmentally friendly products. I believe that if big companies 

like Beko intensify their CSR activities in the field of environmentalism, people can become 

conscious more quickly.” 

Table 7: Do Beko's CSR activities have an effective on its brand image? Why?’’ opinions on 

the question 

 

Participants expressed their opinions and reasons about whether Beko's CSR activities have 

positive effects on the brand's image. 

P1, P2, P4 and P8 of the participants stated that CSR activities have positive effects on brand 

awareness. One of the participants, P1 expressed his thoughts on this subject as follows. 

''... As I mentioned before, the CSR activities they carried out especially in the field of sports 

for me caused the brand's name to be in my mind since my childhood. For me, the name Beko 

has been and will be the first brand that came to my mind in terms of white goods…” 

Participants P6, P3, and P7 stated that BEKO's CSR activities had a positive effect on the 

brand's quality image. P6 of the participants expressed this positive effect on the brand image 

as follows. 

''…. One of the biggest reasons for this is that Beko is a human and environment-sensitive 

company and supports this with CSR activities. There are some companies, the first thing that 

comes to mind when you hear their names is the concept of quality and the feeling of premium. 

I think Beko is one of these companies. Of course, this positive brand image is created by Beko's 

undertaking many important social responsibility projects, which have been operating in our 

country for years and which are very important for the country and the world, protecting people 

and helping disadvantaged groups…’’ 
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Another positive effect of the participants on the brand image is the issue of brand reliability. 

Participants P3, P5 and P7 mentioned this issue. P5 of the participants expressed the positive 

effect on the brand image formed by the reliability of the brand as follows. 

'’... Consumers will prefer products that can reduce their own costs by purchasing energy-

saving products, and they will also want to buy quality products of a brand that tries to protect 

the environment. At the same time, the money of the product he buys goes to a company that 

produces projects on behalf of humanity and the environment, which will contribute to the 

reliability of the company and thus to the brand image…’’ 

 

Table 8: ‘’What effects do companies' CSR activities have on your purchase intention? How 

would you describe this influence based on the case of Beko?’’ opinions on the question 

 

Participants stated the effects of CSR activities on their purchasing intentions. In addition, they 

have expressed the effect of Beko brand's CSR activities on purchase intentions with examples. 

P1 and P7 of our participants stated that the effect of CSR activities on their purchasing 

intentions increased the brand image. P1's views are as follows. 

'' ...CSR activities definitely have an impact on the brand image, as I mentioned in the previous 

questions, and this affects my purchase intention. We remember a company that you constantly 

hear about because of its CSR activities when purchasing a product. Personally, when I buy a 
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white appliance, BEKO is always my priority. The most important factor affecting me in this 

priority is BEKO's support for football and basketball…” 

Participants P2, P3 and P4 evaluated the impact of CSR activities in terms of purchasing 

intentions in the context of increasing brand awareness. P2 explained this effect as follows. 

“… From my point of view, BEKO is the company that I am most aware of about CSR activities 

among the brands that produce white goods. For this reason, it is one of the first companies 

that come to my mind when purchasing white goods. Frankly, I prefer to buy Beko brand 

products because of Beko's efforts to minimize emissions and water use in products on these 

environmental and social issues…’’ 

In addition, P5 and P8 of the participants stated that while evaluating the impact of CSR 

activities on their purchase intentions, they preferred the products of companies that continue 

these activities in order to support ongoing CSR activities. P5 of the participants expressed their 

thoughts as follows. 

“… After learning about Beko's project to strengthen women's place in business life, I made 

sure that the product I would buy to support this project was Beko brand. The project he started 

on the health of children also increased my sympathy for this brand…’’ 

P6 mentioned the positive effect of CSR activities on the purchase intention by increasing the 

reliability of the brand. P6 expressed his views on this issue as follows. 

“… I have always trusted a company engaged in CSR activities. Of course, this is not the only 

valid reason to trust a brand. For example, if I'm going to buy biscuits or chocolate, Torku 

brand comes to my mind. Because Torku supports Turkish farmers, so I intend to choose Torku 

brand. While I am going to buy white goods or electronic home appliances, I first think of the 

Beko brand because Beko's CSR activities, its support for Turkish sports and its sensitivity to 

the environment increase the probability of my purchase of the Beko brand in my subconscious 

mind…'' 
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Table 9: ‘’ How do you think people's perspectives on CSR activities will change in the future?’’ 

opinions on the question 

 

Participants expressed their ideas about how people's perspectives on CSR activities will 

change in the future. 

P1, P3, P5 and P8 of the participants stated that in the future people will approach the CSR 

activities of the companies more consciously. P3 of the participants expressed their thoughts 

on this issue as follows. 

“…I think that individuals will be more conscious of the CSR activities of companies in the 

future and will support these activities. The reason for this is that people think that they 

contribute to society and the environment by supporting these companies as a result of their 

CSR activities. If we think that environmental and social awareness will increase in the future, 

it is obvious that people's awareness of CSR will increase...” 

Participants P2, P3 and P6 stated that in the future people will support the CSR activities of the 

Companies more. P6 expressed his thoughts on this issue as follows. 

“… I think that in the future, CSR activities will increase and people will support these activities 

more. Day by day, global warming and climate change will make our world an even more 

unliveable place and they will support more environmentally sensitive companies in people…’’ 

P4, P5 and P7 of the participants stated that in the future people will give more importance to 

the CSR activities of the companies. P5 expressed his thoughts on this issue as follows. 

“… I think that people have started to become conscious about CSR activities and that more 

importance will be given to these activities in the future, and the number of these activities will 

increase…” 
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Finally, P4 mentioned that in the future people's CSR activities of companies will change their 

Purchasing Habits and expressed their thoughts on this subject as follows. 

“…I think that as the number of conscious people increases, our environment and nature will 

become a more liveable place, and that's why I care about CSR activities. I think more people 

will care about them in the future and the situation will directly affect people's buying habits 

and reasons for preference. I think that companies that give importance to social responsibility 

activities and leave a positive image on people will come to the fore more in the future…” 
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8. DISCUSSION 

In today's world where it is necessary to be different in order to compete, businesses can identify 

the differentiation elements that will make them stand out and use them in a way that can 

contribute to the increase of their sales and the expansion of their market shares. Among the 

primary objectives of the enterprises are to be successful in their sectors and to maintain their 

existence. However, the changes show that it has become almost impossible for organizations 

to make a difference in the market and provide a competitive advantage by only producing 

products and services. With the awareness of target audiences and changing conditions, 

concepts such as corporate social responsibility, brand image, and purchase intention have come 

to the fore to differentiate and have become the main occupations of businesses. Businesses that 

operate for the benefit of society and offer quality products and services aim to contribute to 

the re-preference of their products and services by strengthening their position in the minds of 

consumers. This study was carried out to determine whether there are significant relationships 

between corporate social responsibility activities on brand image and purchase intention. For 

this purpose, semi-structured interview records with people who bought Beko brand products 

were analysed and the relationship between these factors was examined with the help of various 

hypotheses, the findings were evaluated and discussed by comparing them with other existing 

studies in the literature. 

Upon examining and analysing the interviews, it was seen that all of the participants were aware 

of Beko's corporate social responsibility activities. It has been determined that the participants 

are especially mindful of Beko's Corporate social responsibility activities in the field of Sports 

and health, and that these activities have a positive effect on their minds. In addition, women 

entrepreneurs and the recognizability of corporate social responsibility activities in the field of 

sustainability are among the details that stand out. These data indicate to us that corporate social 

responsibility activities in the area of sports, supporting women in the business world and 

sustainability are more prominent social responsibility activities. Thus, it can be said that the 

H1 hypothesis is supported. 

Beko's analysis of the impact of its corporate social responsibility activities on society showed 

that issues such as raising awareness of healthy nutrition, integrating women into the business 

world and supporting education came to the fore and the participants were positively affected 

by them. The most notable among Beko's corporate social responsibility activities in the field 

of Environment is the production of green products by applying an environmentally friendly 
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production process, the company's strict support for recycling, efforts to raise awareness on 

issues such as climate change and corporate warming. The positive and supportive thoughts of 

the participants about "Beko's CSR activities" and the "environment" duo support the positive 

impact of Beko on the environment. These positive effects show that the activities of CSR on 

society and the environment are beneficial and support the H5 hypothesis. 

Brand image is another aspect of the study. The brand image expression is also widely used in 

a variety of everyday applications. The concept is generally accepted as an abstract arrangement 

of why consumers prefer a product or service. Image, first of all, is a concept aimed at 

determining how brands are understood by the society. The concept of brand image is one of 

the issues that emerged as a result of new marketing methods and is very important for brands 

today. In general terms, brand image is a process where the value offered by the brand, trust 

and expectations of consumers are blended. This process is a combination of all the knowledge 

and beliefs that consumers have on the brand. Activities aimed at improving the brand image 

help to develop positive thoughts about a particular brand. In addition, activities that positively 

affect the brand image also emerge as a tool for obtaining loyal consumers, as they increase the 

trust in the brand. For consumers, the concept of brand image represents individual values and 

lifestyle. Therefore, brands should establish not only a logical but also an emotional relationship 

with consumers. Mutual emotional communication plays a vital role in shaping both customer 

expectations and the strategies of the brand. For this reason, creating and maintaining a brand 

image requires first determining the suitable forms of communication. Brand image is 

associated with the brand itself in the minds of consumers. Considering the importance of this 

relationship, brands adopt customer-oriented strategies and position their priorities beyond 

financial expectations. Not only brands but also consumers are significantly affected by the 

competition conditions in the market. While consumers prefer brands, they are affected by 

many psychological and social factors. Brand image is a powerful tool in bringing certain 

products to market and gaining consumer interest. Because the brand perception that consumers 

have is one of the most critical factors affecting brand preferences. In a part of this study, it is 

mainly focused on understanding the relationship between corporate social responsibility and 

brand image. The behavior of consumers regarding the perception of corporate social 

responsibility plays a vital role in creating a positive brand image. A positive brand image is 

obtained as a result of the perception of brands that carry out corporate social responsibility as 

a strong and social citizen by consumers. 
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In line with the findings obtained within the framework of the research, the thoughts of the 

consumers who assimilate the brands that carry out social responsibility activities, reflecting 

the positive image towards the brands in question were obtained. In addition, it has been 

observed that there is a significant and positive relationship between corporate social 

responsibility and brand image. Along with its CSR activities, Beko reinforced its quality brand 

image in the eyes of the customers, and increased the trust in the brand and brand awareness. 

As a result, it is possible to say that there are features that affect each other positively between 

corporate social responsibility and brand image. In the light of the data obtained, the accuracy 

of the H2 hypothesis has been determined. When the literature is examined, many studies with 

similar results are found. Mohr and Webb (2005), in their study examining the relationship 

between corporate social responsibility and brand image, revealed that the dimensions of 

corporate social responsibility, benevolence and environmental awareness have a significant 

effect on the image evaluation of the enterprise. Another vital point determined by the study is 

that this effect is even stronger in individuals who display socially responsible purchasing 

behavior. In parallel with the findings of this study, Sen and Bhattacharya (2001), when a 

relationship can be established between the corporate social responsibility activities 

implemented and the existing products of the enterprise, found that these activities caused 

consumers to evaluate the business more positively. However, he emphasized that in order for 

this to happen, the business must have a positive or at least neutral image before starting 

corporate social responsibility activities. Swaen and Chumpitaz (2008), on the other hand, in 

their study examining the effect of CSR on consumer trust, concluded that consumer 

perceptions of CSR activities positively affect consumers' belief in the business. 

In the study, in parallel with the brand image, the relationship between CSR and purchase 

intention was tried to be revealed. Purchasing intention is the level of perceptual conviction that 

the customer will buy a product or service (Bergeron, 2005). In other words, it is the tendency 

of a person to buy a product or service. Purchasing intention is one of the most critical stages 

of the purchasing decision process, which reveals the consumer's decisive response to stimuli 

(Tek, 1999). Consumers' intention to purchase is the product, service or brand selection, 

information about the time and amount to be purchased. For marketers, knowing purchase intent 

is a way of predicting what the consumer will buy. For this reason, marketers often conduct 

research to measure consumer intentions. In addition, when evaluated in the context of 

relationship marketing, since the cost of retaining an existing customer is less than acquiring 
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new customers, purchase intention is an issue that businesses care about (Spreng, Harrel and 

Mackoy, 1995). 

As a result of the findings obtained within the framework of the research, it was noticed that 

the CSR activities of the companies affected the brand image positively, and there was an 

increase in brand reliability and awareness. In addition, the opinion that the brand and customers 

use their purchasing preferences in favor of these brands in order to support companies engaged 

in CSR activities has gained importance. Thus, it has been determined that our H3 thesis is 

correct. A parallel and supportive study in the literature, which shows that CSR activities have 

a positive effect on purchase intention, is the study by Smith and Alcorn (1991). Smith and 

Alcorn (1991) observed in their study that consumers can change brands to support businesses 

engaged in charitable activities and purchase their products to support this business. Similarly, 

Brown and Dacin (1997) underlined that CSR leaves a positive image not only on the attitudes 

of consumers towards the company but also on the products of that company. It has been 

concluded that businesses with high corporate social responsibility are positively evaluated by 

consumers, and this positive evaluation, in parallel, causes the company's products to be 

evaluated positively. Mohr, Webb, and Haris (2001) conducted a study to understand that 

consumers have perspectives towards corporate social responsibility and found that 75% of the 

participants view social responsibility positively and are willing to support businesses. The 

study of Wang and Yangin (2011) supports the opposite of the findings of our research. 

According to Wang and Yangin (2011) they argued that CSR strategies are unlikely to 

strengthen purchase intention and most of the consumers do not consider CSR activities when 

purchasing daily consumer goods; They emphasized that consumer characteristics should be 

taken into account in the use of CSR strategies. It can be said that the reason for the different 

results is due to the different economic conditions, development levels, social structures and 

beliefs of the people in the countries where the research was conducted. This opinion reveals 

the idea that CSR activities should be examined in more detail. 

In the last part of the research, the change in people's perspectives on corporate social 

responsibility activities in the future has been examined. The findings obtained in this section 

are of a quality that will shed light on companies that want to engage in corporate social 

responsibility activities. According to the data received, the idea has emerged that in the future, 

individuals will be more conscious and more supportive of the CSR activities of the companies 

and that some customers may even change their purchasing habits in parallel with these 

activities. In this way, our H6 hypothesis is determined to be correct. 
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In conclusion, if we look at the research from a broader perspective, it is obvious that Beko's 

Corporate Social Responsibility activities have a positive impact on its brand image and 

customers' purchase intention. This situation also positively affects the performance of Beko 

and proves the accuracy of the H4 hypothesis. 
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9. CONCLUSION 

With the rise of social awareness, the concept of corporate social responsibility has gained 

importance. Today, the social awareness level of the society is high, so they cannot remain 

indifferent to an event that concerns the public around them. In recent years, institutions have 

focused on the concept of corporate social responsibility in order to maintain their existence. 

This research was conducted in order to understand the relationship between corporate social 

responsibility activities and purchasing behaviour and brand image. Consumers' perceptions of 

Beko brand's CSR activities were examined between their purchasing behaviour and brand 

image. The results of the field study on the subject are given in the last section. It has been 

revealed whether there is a significant relationship in the analysis results. When the literature 

and related scales were examined, interviews were conducted with the participants in 

accordance with the research sample. Within the scope of the research, eight people were 

reached. 

As a result, thanks to the social responsibility activities carried out, positive feelings and 

judgments about the brand have been created in the minds of consumers. Brand image is a mix 

of consumers' experiences with the brand and the values that the brand has. Therefore, the 

management of corporate socially responsible behaviour is vital because of its impact on the 

perception of the brand image. Brands that want to build a positive brand image should benefit 

from corporate social responsibility studies. In the study, the awareness of individuals about 

CSR activities in general is at a remarkable level. The opinion that the CSR activities carried 

out in the research have very positive results for the society and the environment is dominant. 

In addition, it has been concluded that CSR activities can provide financial benefit to the 

company engaged in these activities by creating a positive effect on the Brand image and 

Purchasing intention. Businesses can use some of their earnings for the benefit of society and 

attract more customers, thus creating a win-win situation between the society and the business. 

In addition, some of the outputs of the research are that CSR activities will be more important 

to individuals in the future, it will be supported and purchasing habits can be determined 

according to CSR activities. 
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10. RECOMMENDATION 

As with almost every study in the social sciences, and especially in the behavioral sciences, 

these results have raised new research questions. It is suggested that the research model and 

relationships applied in this study should be tested in a broader scope and in different sectors. 

The repetition of such studies, including different countries, regions and cities, can add depth 

to the literature. 

In the study, it was revealed that corporate social responsibility activities are effective on the 

formation of brand image. Suggestions for future studies; While examining the effects of 

corporate social responsibility on brand image, researchers can examine how non-profit 

organizations should follow. In addition, when a review is done on universities, it can be tried 

to measure the brand image of the organization in the local sense by carrying out an application 

with local stakeholders. 

  



 
 

49 
 

11. REFERENCE 

AAKER, D. A. (1996). Building strong brands. New York, Free Press. 

AAKER, D. A., & JOACHIMSTHALER, E. (2000). Brand leadership. New York, Free Press. 

Akkoyunlu, G. and Kalyoncuoğlu, S. (2014). İşletmelerin Kurumsal Sosyal Sorumluluk 

Çalışmalarının Marka Algısı Üzerine Etkisinin Değerlendirilmesi. Niğde Üniversitesi İktisadi 

ve İdari Bilimler Fakültesi Dergisi, [online] 7(3), pp.126. Available at: 

https://dergipark.org.tr/tr/pub/niguiibfd/issue/19756/211499 [Accessed 13 Jul. 2022]. 

AMA, 1960. Marketing Definitions: A Glossary of Marketing Terms. Chicago: American 

Marketing Association pp.9-10 

Arçelik (2018). Arçelik. [online] www.arcelikglobal.com. Available at: 

https://www.arcelikglobal.com/tr/sirket/medya/basin-bultenleri/beko-fenerbahce-erkek-

basketbol-takiminin-yeni-isim-ortagi/ [Accessed 16 Jun. 2022]. 

Arcelik (2018). Basın Görseli 2. Arcelik Global. Available at: 

https://www.arcelikglobal.com/media/4153/fenerbahce_beko-1.jpg [Accessed 16 Jun. 2022]. 

AYDIN, S. (2015). Kuramdan uygulamaya eğitimde bilimsel araştırma yöntemleri. 1st ed. 

[online] Kızılay, Ankara: Pegem Akademi, pp.300–301. Available at: 

https://docplayer.biz.tr/47556718-Egitimde-bilimsel-arastirma-yontemleri.html [Accessed 13 

Jul. 2022]. 

BARCELONA Youtube Channel (2020). SKEPTICAL KID EATS HEALTHY THANKS 

TO MESSI, GRIEZMANN, PIQUÉ, DE JONG & TER STEGEN. 

https://www.youtube.com/watch?v=1rn8yxZhETs&ab_channel=FCBarcelona. Available at: 

https://www.youtube.com/watch?v=1rn8yxZhETs&ab_channel=FCBarcelona [Accessed 29 

Jul. 2022]. 

BEKO (2019). Partnerships. [online] BEKO US. Available at: https://www.beko.com/us-

en/about-beko/Partnerships [Accessed 16 Aug. 2022]. 

BEKO (2020). Beko 100 Kadın Bayi. [online] Beko Türkiye. Available at: 

https://www.beko.com.tr/100kadinbayi [Accessed 15 Aug. 2022]. 



 
 

50 
 

BEKO (2021a). Tarihçe. [online] Beko Türkiye. Available at: 

https://www.beko.com.tr/tarihce#:~:text=O%20y%C4%B1llardaki%20%C3%BClke%20ko%

C5%9Fullar%C4%B1%20%C3%A7er%C3%A7evesinde [Accessed 12 Jun. 2022]. 

BEKO (2021b). Yanındayız. [online] Beko Türkiye. Available at: 

https://www.beko.com.tr/yanindayiz [Accessed 13 Jun. 2022]. 

Bergeron, J. (2005). Antecedents and consequences of salesperson listening effectiveness in 

buyer-seller relationships. [online] Ottawa: Library And Archives Canada = Bibliothèque Et 

Archives Canada. Available at: http://spectrum.library.concordia.ca/8117/1/NQ96966.pdf 

[Accessed 14 Jul. 2022]. 

Bhattacharya, C.B. and Sen, S. (2004). Doing Better at Doing Good: When, Why, and How 

Consumers Respond to Corporate Social Initiatives. California Management Review, 47(1), 

pp.9–24. doi:10.2307/41166284. 

Bowen, H.R. (1953). Social responsibilities of the businessman. New York, Harper 

Bravo Gil, R., Fraj Andrés, E. and Martínez Salinas, E. (2007). Family as a source of 

consumer‐based brand equity. Journal of Product & Brand Management, 16(3), pp.188–199. 

doi:10.1108/10610420710751564. 

Brown, T.J. and Dacin, P.A. (1997). The Company and the Product: Corporate Associations 

and Consumer Product Responses. Journal of Marketing, 61(1), pp.68–84. 

doi:10.1177/002224299706100106. 

Butt, H. A., Nawaz, M. R., Nawaz, M. M., Tariq, M. I.(2013), Customer Perceptions About 

Branding  

Büyüköztürk, Ş., Kılıç Çakmak, E., Akgün, Ö.E., Karadeniz, Ş. ve Demirel, F. (2008).  

Caroll, A. B. (2016). Caroll’s Pyramid of CSR: Taking another look. Caroll İnternational 

Journal of Corporate Social Responsibility, 3(1), 1-8. 

Carroll, A. B. (1979). A three-dimensional conceptual model of corporate performance. 

Academy of Management Review, 4(4), pp.497-505. 

Carroll, A. B. (1991). The pyramid of corporate social responsibility: Toward the moral 

management of organizational stakeholders. Business Horizons, 34(4) 39–48. 



 
 

51 
 

Carroll, A. B., and Ann, B. K. (2011). Business and Society: Ethics, Sustainability, and 

Stakeholder Management (8th ed.). USA: Cengage Learning. pp.34 

Carroll, A.B. (1989). Business & society : ethics & stakeholder management. Cincinnati: 

South-Western Pub. Co, p.31. 

Carroll, A.B. and Shabana, K.M. (2010). The Business Case for Corporate Social 

Responsibility: A Review of Concepts, Research and Practice. International Journal of 

Management Reviews, 12(1), pp.85–105. doi:10.1111/j.1468-2370.2009.00275.x. 

Casado-Díaz, A. B., Gonzálbez, L. J., Ruiz-Moreno, F., & Sellers-Rubio, R. (2014). The 

differentiated effects of CSR actions in the service industry. Journal of Services Marketing. 

ÇepniS. (2009). Araştırma ve proje çalışmalarına giriş. 4th ed. Trabzon: Pegem Yayıncılık. 

Cetină, I., Munthiu, M.-C. and Rădulescu, V. (2012). Psychological and Social Factors that 

Influence Online Consumer Behavior. Procedia - Social and Behavioral Sciences, [online] 62, 

pp.184–188. doi:10.1016/j.sbspro.2012.09.029. 

Chandler, D. and Werther, W.B. (2014). Strategic corporate social responsibility : 

stakeholders, globalization, and sustainable value creation. 3rd ed. [online] Thousand Oaks 

(Calif.): Sage. Available at: 

https://www.academia.edu/32414373/Strategic_Corporate_Social_Responsibility_Stakeholde

rs_Glob_ [Accessed 21 Jul. 2022]. 

Commission of the European Communities. (2001). Promoting a European Frameworkfor 

Corporate Social Responsibilities. COM (2001) 366 final, Brussels. 

Crainer, S. (1995). The real power of brands : making brands work for competitive advantage. 

London: Ft Pitman. 

Creswell, J.W. (2007). Qualitative inquiry & research design : Choosing among five 

approaches. 2nd ed. Los Angeles: Sage Publications. 

David, P., Kline, S., & Dai, Y. (2005). Corporate social responsibility practices, corporate 

identity, and purchase intention: A dual-process model. Journal of Public Relations Research, 

17(3), 291-313. 

Davis, K. (1973). The Case for and Against Business Assumption of Social Responsibilities. 

Academy of Management Journal, [online] 16(2), pp.312–322. doi:10.2307/255331. 



 
 

52 
 

de Grosbois, D. (2012). Corporate social responsibility reporting by the global hotel industry: 

Commitment, initiatives and performance. International Journal of Hospitality Management, 

31(3), pp.896–905. doi:10.1016/j.ijhm.2011.10.008. 

Dey, I. (1993). Qualitative data analysis : a user-friendly guide for social scientists. London: 

New York, Ny. 

Dodd, M. D., & Supa, D. W. (2011). Understanding the effect of corporate social 

responsibility on consumer purchase intention. Public Relations Journal, 5(3), pp.1-19. 

Donaldson, T. and Preston, L.E. (1995). The Stakeholder Theory of the Corporation: 

Concepts, Evidence, and Implications. The Academy of Management Review, 20(1), pp.65–

91. doi:10.2307/258887. 

Dönmez Maç, S. and Çalış, Ş. (2011). LABOUR PRACTICES IN THE CONTENT OF 

CORPORATE SOCIAL RESPONSIBILITY: AN EVALUATION ON AUTOMOTIVE 

MANUFACTURER COMPANIES’ WEBSITES. INTERNATIONAL JOURNAL OF 

BUSINESS AND MANAGEMENT STUDIES, [online] 3(2), pp.317–331. Available at: 

https://dergipark.org.tr/tr/download/article-file/255966 [Accessed 3 Aug. 2022]. 

Elkington, J. (2004) Enter the Triple Bottom Line. In: Henriques. A. and Richardson, J., Eds., 

The Triple Bottom Line, Does It All Add up? Assessing the Sustainability of Business and 

CSR, Earths can Publications Ltd., London, 1-16. 

Flick, U. (2014) An Introduction to Qualitative Research. 5th Edition, Sage Publications, 

London. 

Frederick, W.C. (1960). The Growing Concern over Business Responsibility. California 

Management Review, [online] 2(4), pp.54–61. doi:10.2307/41165405. 

Freeman, R.E.E. and McVea, J. (2001). A Stakeholder Approach to Strategic Management. 

SSRN Electronic Journal. doi:10.2139/ssrn.263511. 

Gall, M. D., Borg, W. R. ve Gall, J. P.(1996). Educational Research. White Plains, NY: 

Longman Publishers USA. 

Gard McGehee, N., Wattanakamolchai, S., Perdue, R.R. and Onat Calvert, E. (2009). 

Corporate Social Responsibility Within the U.S. Lodging Industry: an Exploratory Study. 

Journal of Hospitality & Tourism Research, 33(3), pp.417–437. 

doi:10.1177/1096348009338532. 



 
 

53 
 

Grix, J. (2010). The Foundations of Research. London Macmillan Education Uk. 

Gronroos, C. (2007). Service management and marketing: customer management in service 

competition. John Wiley & Sons Ltd. 

Guba, Egon G and Lincoln, Y.S. (1982). Epistemological and Methodological Bases of 

Naturalistic Inquiry. Educational Communication and Technology, [online] 30(4), pp.233–

252. Available at: https://www.jstor.org/stable/30219846. 

Hosein, N. (2013). Measuring the Purchase Intention of Visitors to the Auto Show. Journal Of 

Management & Marketing Research, 9(1-17). 

Hoyer, W.D., Macinnis, D.J. and Rik Pieters (2013). Consumer behavior. 6th ed. Mason, 

Ohio: South-Western Cengage Learning. 

Huang, C. C. , Yen, S. W. , Liu, C. Y., & Huang, P. C. (2014). The relationship among 

corporate social responsibility, service quality, corporate image and purchase intention. 

International Journal of Organizational Innovation (Online), 6(3), 68. 

Isaksson, J. and Xavier, S. (2009). ONLINE COMMUNITIES -SEGMENTS AND BUYING 

BEHAVIOUR PROFILES. [online] Available at: http://hb.diva-

portal.org/smash/get/diva2:1311415/FULLTEXT01.pdf [Accessed 14 Jul. 2022]. 

Jamali, D. (2007). A Stakeholder Approach to Corporate Social Responsibility: A Fresh 

Perspective into Theory and Practice. Journal of Business Ethics, 82(1), pp.213–231. 

doi:10.1007/s10551-007-9572-4. 

Jamali, D. and Mirshak, R. (2006). Corporate Social Responsibility (CSR): Theory and 

Practice in a Developing Country Context. Journal of Business Ethics, [online] 72(3), p.247. 

doi:10.1007/s10551-006-9168-4. 

Kapferer, J.-N. (2004). Strategic brand management : creating and sustaining brand equity 

long term. London ; Sterling: Kogan Page, , Cop. 

Karl, Reid, Susan, 2008. The Birth of Brand: 4000 Years of Branding History, McGill 

University. 

KASIMOĞLU, E. (2009). SOSYAL SORUMLULUK KAPSAMINDA EĞİTİM 

FAALİYETLERİNİN KURUM İMAJINA ETKİSİ VE BİR ARAŞTIRMA. [online] 



 
 

54 
 

Available at: https://tez.yok.gov.tr/UlusalTezMerkezi/tezSorguSonucYeni.jsp [Accessed 20 

Jul. 2022]. 

Kauṭalya & RANGARAJAN, L. N. (1992). The Arthashastra. New Delhi, Penguin Books 

India. 

Keller, K.L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand 

Equity. Journal of Marketing, [online] 57(1), pp.1–22. doi:10.2307/1252054. 

Kerlinger, F.N. and Lee, H.B. (1999). Foundations of behavioral research. New York: 

Harcourt College Publishers. 

Kothari, C.R. (2004). Research methodology : methods and techniques. 2nd ed. New Delhi: 

New Age International (P) Limited, Publishers. 

Kotler, P. and Keller, K.L. (2016). Marketing Management. 15th ed. Boston: Pearson. 

KOTLER, P., & KELLER, K. L. (2009). Marketing management. Upper Saddle River, N.J., 

Pearson Prentice Hall. 

Lantos, G.P. (2001). The boundaries of strategic corporate social responsibility. Journal of 

Consumer Marketing, 18(7), pp.595–632. doi:10.1108/07363760110410281. 

Lee, K.-H. and Shin, D. (2010). Consumers’ responses to CSR activities: The linkage between 

increased awareness and purchase intention. Public Relations Review, 36(2), pp.193–195. 

doi:10.1016/j.pubrev.2009.10.014. 

Madahi, A. and Sukati, I. (2012). The Effect of External Factors on Purchase Intention 

amongst Young Generation in Malaysia. International Business Research, 5(8), pp.153–159. 

doi:10.5539/ibr.v5n8p153. 

Madrakhimova, F. (2013). History of Development of Corporate Social Responsibility. 

Journal of Business and Economics, [online] 4(6), pp.509–520. Available at: 

http://academicstar.us/UploadFile/Picture/2014-6/201461410571606.pdf. 

Martínez, P., Pérez, A. and del Bosque, I.R. (2014). CSR influence on hotel brand image and 

loyalty. Academia Revista Latinoamericana de Administración, 27(2), pp.267–283. 

doi:10.1108/arla-12-2013-0190. 



 
 

55 
 

Meehan, J., Meehan, K. and Richards, A. (2006). Corporate social responsibility: the 3C‐SR 

model. International Journal of Social Economics, [online] 33(5/6), pp.386–398. 

doi:10.1108/03068290610660661. 

Meehan, J., Meehan, K., & Richards, A. (2006). Corporate social responsibility: the 3C- SR 

model. International Journal of Social Economics, 33(5/6), 386-398. 

Melé, D. (2009). Corporate Social Responsibility Theories. [online] Oxford Handbooks 

Online, Oxford University Press, pp.47–82. doi:10.1093/oxfordhb/9780199211593.003.0003. 

Merriam, S.B. (2009). Qualitative research : a guide to design and implementation. San 

Francisco: Jossey-Bass. 

Mirabi, V., Akbariyeh, H. and Tahmasebifard, H. (2015). A Study of Factors Affecting on 

Customers Purchase Intention Case Study: the Agencies of Bono Brand Tile in Tehran. 

Journal of Multidisciplinary Engineering Science and Technology (JMEST), [online] 2(1), 

pp.267–273. Available at: https://www.jmest.org/wp-content/uploads/JMESTN42350395.pdf. 

Mohr, L.A. and Webb, D.J. (2005). The effects of corporate social responsibility and price on 

consumer responses. Journal of Consumer Affairs, 39(1), pp.121–147. doi:10.1111/j.1745-

6606.2005.00006.x. 

MOHR, L.A., WEBB, D.J. and HARRIS, K.E. (2001). Do Consumers Expect Companies to 

be Socially Responsible? The Impact of Corporate Social Responsibility on Buying Behavior. 

Journal of Consumer Affairs, [online] 35(1), pp.45–72. doi:10.1111/j.1745-

6606.2001.tb00102.x. 

Moore, K. and Reid, S. (2008). The birth of brand: 4000 years of branding. Business History, 

50(4), pp.419–432. doi:10.1080/00076790802106299. 

Mothersbaugh, D.L. and Hawkins, D.I. (2016). Consumer behavior building marketing 

strategy. New York, Ny Mcgraw-Hill Education C. 

Mutlu, H.Murat., Çevı̇kerA. and Çı̇rkı̇nZ. (2011). Tüketici Etnosentrizmi ve Yabancı Ürün 

Satın Alma Niyeti: Türkiye ve Suriye Üzerine Karşılaştırmalı Analiz. Sosyoekonomi, [online] 

14(14), p.–. doi:10.17233/se.48911. 

Onaran, B., Uyar, A. and Avan, A. (2013). Eğitim Destekli Kurumsal Sosyal Sorumluluk 

Kampanyalarına Yönelik Tüketici Algılamaları. Business and Economics Research Journal, 

[online] 4(3), pp.131–157. Available at: http://www.berjournal.com/wp-



 
 

56 
 

content/plugins/downloads-manager/upload/BERJ%204(3)13%20Article%208%20pp.131-

157.pdf [Accessed 10 Jun. 2022]. 

ÖzüpekM.N. (2013). Kurum imajı ve sosyal sorumluluk. 2nd ed. Konya: Tablet Kitabevi. 

Patton, M. Q. (2005). Qualitative Research. New York: John Wiley & Sons, Ltd. 

Patton, M.Q. (2002). Qualitative Research and Evaluation Methods. 3rd ed. Thousand Oaks, 

Calif.: Sage Publications. 

Peter, J.Paul. and Olson, Jerry.C. (2010). Consumer behavior & marketing strategy. 9th ed. 

New York: Mcgraw-Hill Irwin. 

Popoli, P. (2011). Linking CSR strategy and brand image. Marketing Theory, 11(4), pp.419–

433. doi:10.1177/1470593111418795. 

POSNIKOFF, J.F. (1997). DISINVESTMENT FROM SOUTH AFRICA: THEY DID WELL 

BY DOING GOOD. Contemporary Economic Policy, 15(1), pp.76–86. doi:10.1111/j.1465-

7287.1997.tb00456.x. 

Post, J.E., Lawrence, A.T. and Weber, J. (1999). Business and society : corporate strategy, 

public policy, ethics. 9th ed. Boston, Ma: Irwin/Mcgraw-Hill. 

SABUNCUOĞLU, Z. and TOKOL, T. (2001). İŞLETME. 1st ed. Ezgi Kitabevi. 

Saran, M., Coşkun, G., İNAL ZOREL, F.İ. and Aksoy, Z. (2011). IMPROVING THE 

CONSCIOUSNESS OF SOCIAL RESPONSIBILITY AT UNIVERSITIES: A RESEARCH 

ON LESSON OF SOCIAL SERVICE PRACTICE AT EGE UNIVERSITY. Journal of Yasar 

University, [online] 22(6), pp.3732–3747. Available at: 

https://dergipark.org.tr/tr/download/article-file/179320 [Accessed 7 Jul. 2022]. 

Sen, S. and Bhattacharya, C.B. (2001). Does Doing Good Always Lead to Doing Better? 

Consumer Reactions to Corporate Social Responsibility. Journal of Marketing Research, 

[online] 38(2), pp.225–243. doi:10.1509/jmkr.38.2.225.18838. 

Shah, S.S.H., Jaffari, A. raza, Waris, S., Ejaz, W., Fatima, M. and Sherazi, S.K. (2012). The 

Impact of Brands on Consumer Purchase Intentions. Asian Journal of Business Management, 

[online] 4(2), pp.105–110. Available at: https://davidamerland.com/images/pdf/The-Impact-

of-Brands-on-Consumer-Purchase-Intentions.pdf. 



 
 

57 
 

Smith, S.M. and Alcorn, D.S. (1991). Cause marketing: a new direction in the marketing of 

corporate responsibility. Journal of Consumer Marketing, 8(3), pp.19–35. 

doi:10.1108/07363769110035054. 

Solomon, M. R. (2017). Consumer Behavior. 12th Edition, England: Pearson Education.  

Spreng, R.A., Harrell, G.D. and Mackoy, R.D. (1995). Service recovery: Impact on 

satisfaction and intentions. Journal of Services Marketing, 9(1), pp.15–23. 

doi:10.1108/08876049510079853. 

Strauss, A. and Corbin, J. (1990). Basics Of Qualitative Research: grounded theory 

procedures and techniques. Newbury Park, California: Sage Publications Ltd. 

Sumersan Köktürk, M., Yalçın, A.M. and Çobanoglu, E. (2008). Kurum imaji oluşumu ve 

ölçümü. 1st ed. ISTANBUL: Beta Yayınları. 

Swaen, V. and Chumpitaz, R.C. (2008). Impact of Corporate Social Responsibility on 

Consumer Trust. Recherche et Applications en Marketing (English Edition), 23(4), pp.7–34. 

doi:10.1177/205157070802300402. 

Tang, Z., Hull, C. E., & Rothenberg, S. (2012). How corporate social responsibility 

engagement strategy moderates the CSR–financial performance relationship. Journal of 

Management Studies, 49(7), 1274-1303. 

Tang, Z., Hull, C.E. and Rothenberg, S. (2012). How Corporate Social Responsibility 

Engagement Strategy Moderates the CSR-Financial Performance Relationship. Journal of 

Management Studies, 49(7), pp.1274–1303. doi:10.1111/j.1467-6486.2012.01068.x. 

Tek, Ö.B. (1999). Pazarlama ilkeleri: Global yönetimsel yaklaşım Türkiye uygulamaları. 

Beta, p.215. 

Tian, Z., Wang, R. and Yang, W. (2011). Consumer Responses to Corporate Social 

Responsibility (CSR) in China. Journal of Business Ethics, 101(2), pp.197–212. 

doi:10.1007/s10551-010-0716-6. 

Visser, W., Matten, D., pohl, M. and Tolhurst, N. (2010). The A to Z of corporate social 

responsibility. Chichester, West Sussex, U.K.: Wiley. 

Wartick, S.L. and Cochran, P.L. (1985). The Evolution of the Corporate Social Performance 

Model. The Academy of Management Review, 10(4), pp.758–769. doi:10.2307/258044. 



 
 

58 
 

Wood, D.J. (1991). Corporate Social Performance Revisited. The Academy of Management 

Review, [online] 16(4), p.694. doi:10.2307/258977. 

Wu, P.C.S., Yeh, G.Y.-Y. and Hsiao, C.-R. (2011). The effect of store image and service 

quality on brand image and purchase intention for private label brands. Australasian 

Marketing Journal (AMJ), 19(1), pp.30–39. doi:10.1016/j.ausmj.2010.11.001. 

Yıldırım, A. ve Şimşek, H. (2013). Sosyal bilimlerde nitel araştırma yöntemleri. Seçkin  

  



 
 

59 
 

12. APPENDICES  

Appendix 1: Interview Questions 

1. What are Beko's corporate social responsibility activities that you know of? 

2. Do Beko's corporate social responsibility activities have positive effects on society? 

why? 

3. Do Beko’s corporate social responsibility activities have positive effects on the 

environment? why? 

4. Do Beko's CSR activities have an effect on its brand image? why? 

5. What effects do companies' CSR activities have on your purchase intention? How 

would you describe this influence based on the case of Beko? 

6. How do you think people's perspectives on CSR activities will change in the future? 
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