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Abstract

Brand Communication through corporate social responsibility (CSR) has been adopted as a
communication’s issue for increasing brand immunity, improving image and gaining reputation as well as
good branding. Nonetheless, the introduction of CSR or Social Program in branding needs to consider first
if such activity could actually add value to the brand. Moreover, the feasible study should be conducted
to find out how the public regard the oreanization core competency. Such activity must be relevant to
public well-beings and based on organization knowledge and skills. Therefore, this research article attempts
to reveal the opinions of scholars and marketing communicators towards CSR to build brand immunity in

various dimensions.
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