
National Conference on “Advancing Sustainable Development Goals (SDGs) in the Corporate Sector: Strategies and 

Innovations”. 

National Conference on “Advancing Sustainable Development Goals (SDGs) in the Corporate 

Sector: Strategies and Innovations”. 

 

Published by Karpagam Publications – A Unit of Karpagam Academy of Higher Education, 

(Deemed to be University) (Established Under Sec. 3 of UGC Act, 1956), Pollachi Main Road, 

Eachanari Post, Coimbatore – 641021, Tamilnadu, India, Phone: 0422-2980011-14; E Mail: 

info@kahedu.edu.com, web:www.kahedu.edu.in 

 

 

 

 

 

ISBN: 978-93-5607-636-5 

 

 

 

 

Copyright © 2025, by Karpagam Academy of Higher Education. No part of this publication 

may be reproduced of distributed in any form or by any means, electronic, mechanical, 

photocopying, recording or otherwise or stored in a database or retrieval system without the 

prior written permission of the publisher and copyright holders. The program listings (if any) 

may be entered, stored and executed in a computer system, but they may not be reproduced 

for publication. 

Information contained in this work has been obtained by publishers, from sources believed to 

be reliable. However, neither publishers nor copyright holders guarantee the accuracy or 

completeness of any information published herein and neither publishers nor copyright 

holders shall be responsible for any errors, omissions or damages arising out of use of this 

information. This work is with the undertaking that publishers and copyright holders are 

supplying information but are not attempting to render engineering or other professional 

services. If such services are required, the assistance of an appropriate professional should be 

sought. 

mailto:info@kahedu.edu.com
http://www.kahedu.edu.in/
http://www.kahedu.edu.in/


National Conference on “Advancing Sustainable Development Goals (SDGs) in the Corporate Sector: Strategies and 

Innovations”. 

15 Promoting Gender Equality and Safe Working Conditions for Women 

in the Fireworks Industry 

Vairam G and Dr.V.Mathan Kumar 

123 - 134 

16 An Analysis of Strategies and Challenges In India's Sustainable 

Development Policy 

Dr.P.Easwaran, Ms.Smruthymol J, and Mr.Kannan K 

135 - 150 

17 The Impact of Emerging Technologies on Achieving Sustainable 

Development Goals (SDGs) 

M.Sudha and Dr. J.Shanmuganandavadivel 

151 - 156 

18 Corporate Responsibility and Climate Action: Strategies for Reducing 

Carbon Footprints and Driving Sustainable Business Practices 

Dr. Saritha Mol K K 

157 - 163 

19 Sustainable Supply Chain Management and Ethical Sourcing  

Dr. V. Sudha, Ms. Sindhu K and  Dr. Jenifer J 

164 - 166 

20 Responsible Consumption Practices in Culinary Tourism: A Pathway to 

Sustainability and SDG Alignment 

Ms. Shine Paul, Dr. J. Shanmuganandavadivel 

167 - 178 

21 Environmental, Social and governance, integration in business 

Sowbarani G, and Dr.D.Rajasekar 

179 - 183 

22 Greening Innovation: A Roadmap for Sustainable Product 

Development 

Dr. M.P.Prathiba 

184 - 192 

23 Social Inclusion and Gender Equality in Corporate Practices 

Ms. Sindhu K, Dr. Jenifer J and Dr. V. Sudha 

193 - 196 

24 A Study on Reducing Our Carbon Footprint: A Commitment to 

Sustainability 

Dr.S.Murali 

197 - 201 

25 A Study on AI in Employee Performance Evaluation and Productivity 

Enhancement with reference to IT sector 

Dr. Jenifer J, Dr. V. Sudha and Ms. Sindhu K 

202 - 210 

26 Measuring and Reporting SDG Impact: Tools, Frameworks and Future 

Directions 

Ms. V. Haripriya and Dr. R. Parameswaran 

211 - 218 

27 Circular Supply Chains and Waste Reduction Strategies 

Mr.D.Vishnu Vardhan, Dr.J.Sudarvel and Dr.R.Velmurugan 

219 - 226 

28 Digital Engagement and MSME Growth: Assessing the Role of Social 

Media Marketing in Sustainable Economic Development 

Mr. Mahesh K.M and Dr B.Rathnapriya 

227 - 235 

29 Corporate Leadership in Driving Sustainable Development Initiatives 

Mr.D.Vishnu Vardhan, Dr.R.Gopi and Dr.V.Mathan Kumar  

236 - 241 

30 How Corporate Social Responsility (CSR) Influences the Future 

of Shopping Online 

E Renuka Devi and Dr.P.Vanitha 

242 - 248 

 



National Conference on “Advancing Sustainable Development Goals (SDGs) in the Corporate Sector: Strategies and 

Innovations”. 

241 
 

surrounding climate change, resource depletion, and social inequalities continue to grow, 

corporate leadership will play a defining role in shaping a sustainable future. Forward-

thinking leaders who embrace sustainability as a strategic priority will not only contribute to 

environmental conservation and social well-being but also secure long-term business success. 

By driving transformative change and aligning sustainability objectives with business goals, 

corporate leaders can create enduring value for stakeholders and foster a more resilient global 

economy. 
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Abstract  

In this article, we take a look at how Corporate Social Responsibility (CSR) is going to lead 

the future of online shopping. It reviews the increasing importance of sustainability, ethical 

sourcing, transparency and data privacy in e-commerce. CSR allows businesses to stand out 

and adapt in an an era of responsible practices, while growing their brand reputation and 

supporting the demand of customers. With the continuous rise of online shopping, CSR plays 

a necessary role for the changing face of the marketplace. Brands that focus on responsible 

sourcing, sustainable practices, or ethical working conditions will foster better connections 

with mindful consumers. In addition, the incorporation of CSR initiatives fosters trust in 

brands, leading to increased customer satisfaction and attracting new consumers. Moreover, 

this transition towards socially responsible practices not only enhances businesses but also 

contributes to global sustainability by creating a more virtuous and transparent e commerce 

eco system. 

Introduction 

It is one of the most crucial parts of the present-day business scenario, particularly in e-

commerce. As online shopping grows, businesses are also increasingly realizing that they are 

part of society and need to enable CSR functions. With consumers becoming increasingly 

mindful of the ethical and environmental implications behind their purchases, CSR has 

evolved from being a mere corporate trend into an integral dimension of long-term business 

strategy. To counter, e-commerce brands are now placing a premium on sustainable, ethical 

sourcing , transparency , and data privacy to align with consumer values promote trust. 

In this article, we will take a look at how CSR practices are reshaping the future of online 

shopping. However, from carbon footprint reduction through green packaging to fair trade, 
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many businesses are exploring company values that can positively impact society and 

promote growth. We will also explore the practical advantages of CSR for online retailers — 

including improved brand image and customer allegiance — and how these initiatives align 

with the values of modern, socially responsible shoppers. We will end assessing the 

importance of CSR in shaping e commerce growth and innovation in highlights long team 

advantages for the business and it prioritize responsible and sustainable practices. CSR will 

not be an option anymore it becomes essential for online business to grab marketplace. 

Objectives of the Study 

1. To understand how CSR practices are shaping new future of e-commerce. 

2. To explore the advantage of CSR for online business 

3. To analyze consumer preference regarding CSR in online shopping 

4. To assess the long term impact of CSR on growth of e commerce.   

Scope of the Study 

• Studies varied CSR programs such as sustainability, ethical sourcing, and strong 

community outreach in contemporary, fast-changing digital shopping landscapes. 

• Analyzes changing perception of the consumer and innovative business approaches that 

shape consumer preferences to build trust, loyalty, and sustainable brand success. 

• Evaluates long‐term growth opportunities, regulatory dynamics, and major market trends 

for the global digital commerce markets 

Need for the Study 

• Showcases the growing consumer recognition of the need for ethical and sustainable 

practices in the online shopping domain, making CSR non-negotiable. 

• Reiterates the importance of CSR as a key competitive differentiator that creates residual 

brand trust, loyalty, and profitability. 

• It gives them insights into assessing their strategic CSR investments in order to innovate 

and balance ethical expectations and regulatory expectations in the domains of online retail. • 
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Shows a growing consumer demand for ethical conduct and sustainability in online shopping 

making CSR absolutely necessary 

Limitations of the Study 

This study is limited by its exclusive focus on online shopping, excluding traditional retail. It 

relies primarily on secondary data and surveys, which may introduce bias. Additionally, 

rapidly evolving market trends and diverse consumer demographics may restrict the 

generalizability of findings to all e-commerce context. 

Research Methodology 

Meaning  

      Research methodology is a way to systematically solve the research problem .the research 

is the studying his research problem along with the logic behind them. It is necessary for the 

researcher to know not only the methods, techniques but also the methodology.  

Data Collection  

Data refers to information and facts. The task of data collection begins after the research 

problem has been defined and the research plan been decided.  

There are two types of data collected  

                  1. Primary data  

                  2. Secondary data  

Sample Size :Sample size refers to the number of respondents drawn out for the purpose of 

study. The sample size selected for this study is 200. Based on these respondents’ answers, 

the rest of the study is conducted.  

Statistical Tools: Statistical tools refer to the equipment that aid in conducting a research 

successfully. The statistical tools that aided in this research are charts like bar column, pie, 

cone, pyramid, line and cylinder  

The other tools aided in this analysis are as follows;  

• Percentage method 

• Weighted average method 

Review of Literature 

Duggani yuvaraju and Durga Rao. S (2014) “Customer satisfaction towards Honda Two 

wheelers” in their study, made an attempt to examine customer satisfaction towards Honda 

two wheelers:  A case study in Tirupati.  In their study they use convenient sampling 
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method for collecting data from 100 samples with the help of questionnaire.  The results of 

performance of the Honda bikes are fully satisfied the customer’s needs of pick up, quality, 

services.  

 Adil Bashir (2013) “Consumer behaviour towards online shopping of electronics in 

Pakistan” in his research identified and got insight into consumer behaviour towards online 

shopping of electronic goods with respect to Pakistan economy.  Convenient sampling 

method is used to collect the data from 240 samples with the help of the questionnaire.  The 

result of the study is the main barrier in the process of online shopping is the safety issue.  

People of Pakistan are afraid to share their personal information and financial information on 

internet and the low level of trust on online stores therefore; sellers have to make proper 

strategies to increase the customer’s level of trust on them.  

Charles- Henri Gros (2012) in his study “The influence of social media on consumers during 

their purchase decision making process” aims to explain how theinfluence of social media is 

reflected on consumers’ purchasing decision-making processand if this influence differs at 

the various stages of this process. Non probability sampling is used for collecting data from 

260 consumers. The research is that the influence of social media also differs depending upon 

cultural background such as nationalities. Indeed, the study indicated that consumers 

depending on their nationalities appeared more or less influenced by social media at the 

various stages of their purchasing decision-making processes. 

Analysis and Interpretation 

Objective 1: To Understand How CSR Practices Are Shaping the New Future of E-

Commerce 

“CSR initiatives are crucial for shaping the future of online shopping.”  

• Interpretation: A weighted average score (e.g., 4.3/5) indicates that respondents strongly 

agree, suggesting they believe CSR is essential in directing the evolution of online retail. 

“Which CSR practice do you believe will most transform online shopping?” • 

Interpretation: Percentage analysis shows that approximately 45% of respondents select 

“Eco-friendly packaging” while 30% choose “Ethical sourcing,” indicating that 

environmental practices are viewed as most transformative. 
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“Which factor best represents the influence of CSR on e-commerce evolution?”  

• Interpretation: With around 50% favoring “Enhanced brand trust,” this suggests that 

building trust is seen as the primary benefit of CSR efforts, reinforcing its pivotal role in e-

commerce growth. 

Objective 2: To Explore the Advantage of CSR for Online Business 

“What is the primary advantage of CSR for online businesses?”  

• Interpretation: Percentage analysis reveals that 40% of respondents cite “Increased customer 

loyalty” as the key advantage, underscoring CSR’s importance in cultivating repeat business 

and trust. 

“Which benefit of CSR most attracts you as a consumer?” • Interpretation: With roughly 

50% choosing “Sustainability,” consumers appear most drawn to environmental 

responsibility, reflecting an increasing preference for ethical and sustainable business 

practices. 

“What type of CSR initiative would you prefer to see from online retailers?” • 

Interpretation: About 45% opt for “Environmental sustainability” initiatives. This high 

percentage indicates a strong consumer preference for green practices over other CSR 

aspects. 

Objective 3: To Analyse Consumer Preference Regarding CSR in Online Shopping 

“I consider a retailer's CSR initiatives when making online purchases• Interpretation: A 

weighted average of approximately 3.8/5 suggests that while many respondents consider CSR 

in their purchase decisions, the degree of influence is moderate rather than overwhelming. 

“Which aspect of CSR influences your online shopping decision the most?”  

• Interpretation: Approximately 40% of respondents favour “Environmental impact,” 

followed closely by 35% for “Ethical sourcing.” This reflects a balanced concern for both 

ecological and ethical factors in shopping decisions. 

“Have you ever switched online retailers due to their CSR practices?” • Interpretation: 

Distribution such as 30% “Yes, definitely” and 25% “Yes, somewhat” indicates that a 
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significant portion of respondents have adjusted their behavior based on CSR, demonstrating 

its tangible impact on consumer choices. 

Objective 4: To Assess the Long-Term Impact of CSR on the Growth of E-Commerce 

“CSR initiatives will drive long-term growth in the e-commerce sector• Interpretation: A 

weighted average around 4.1/5 reflects strong optimism among respondents that CSR 

practices contribute significantly to sustainable growth in online retail over time. 

“Do you believe companies with strong CSR practices outperform competitors?” • 

Interpretation: With 35% answering “Yes, always” and 40% “Yes, sometimes,” the data 

suggest that most respondents view CSR as a competitive edge that can improve market 

performance. 

“How do you perceive the long-term benefits of CSR on a company’s reputation?”  

• Interpretation: Approximately 50% stating “Highly beneficial” and 30% “Moderately 

beneficial” shows that respondents largely believe CSR positively impacts reputation and, by 

extension, long-term business success. 

Discussion 

The findings from the questionnaire underscore that respondents overwhelmingly perceive 

CSR as a critical factor shaping the future of online shopping. The weighted average 

responses from the Likert-type questions reveal strong agreement that CSR initiatives, such 

as eco-friendly packaging and sustainable practices, are integral to enhancing brand trust and 

driving long-term growth. Furthermore, categorical responses indicate that environmental 

sustainability and ethical sourcing are the most valued CSR practices, with over 40% of 

respondents prioritizing these aspects when evaluating online retailers. 

Consumer behavior appears significantly influenced by CSR practices; nearly one-third of 

respondents reported altering their shopping behavior based on a company’s CSR efforts. 

This reinforces the notion that CSR not only strengthens customer loyalty but also serves as a 

competitive differentiator. The data suggest that as the online marketplace becomes 

increasingly saturated, businesses that integrate robust CSR strategies may outperform 

competitors by meeting the rising consumer demand for ethical and sustainable practices. 
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Conclusion  

In conclusion, the study demonstrates that CSR initiatives are pivotal in shaping consumer 

perceptions and driving the long-term success of e-commerce businesses. Both percentage 

analysis and weighted average methods confirm that practices emphasizing environmental 

sustainability and ethical sourcing not only build stronger customer trust and loyalty but also 

serve as a competitive differentiator in a crowded market. 

Moreover, the findings suggest that CSR is more than a mere ethical obligation—it is a 

strategic imperative that can mitigate reputational risks and foster resilience amid evolving 

market dynamics. As consumers increasingly demand transparency and sustainability, 

companies that integrate robust CSR strategies are better positioned to respond to regulatory 

demands and shifting societal expectations. This alignment between corporate values and 

consumer preferences is critical in enhancing brand equity and ensuring long-term 

profitability. 

Furthermore, the results highlight that while CSR practices significantly influence consumer 

behavior, the effectiveness of these initiatives depends on clear communication and 

consistent implementation. Online retailers must not only adopt sustainable practices but also 

effectively showcase their CSR efforts to build a genuine connection with their audience. 

Future research should explore the longitudinal impacts of CSR on financial performance and 

consumer loyalty, and examine sector-specific dynamics to provide deeper insights into 

effective CSR integration. 
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