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Abstract: 
The development of globalization and information communication technologies has increased competition, 

necessitating organizations to differentiate their products and services. This necessity is one of the fundamental 

drivers for the emergence of the concept of social responsibility. Social responsibility can be defined as “efforts aimed 

at addressing societal issues,” and organizations have played a significant role in contributing to the betterment of 

society and the public good through their social responsibility initiatives. Organizations have undertaken projects in 

various areas, such as environmental protection, women's rights, education, healthcare, children's rights, economic 

inequality, gender equality, and animal rights, thereby cultivating a socially conscious and environmentally friendly 

image, ultimately gaining favor with consumers. This study primarily focuses on the concept of social responsibility, 

examining how messages are perceived through selected examples from social responsibility campaigns, the 

connotations they employ, and the visual cues' role in conveying messages. 
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I. Introduction 
 The process of globalization and the accelerating advancements in information and communication 

technologies necessitate organizations to differentiate themselves in the competitive landscape [1]. In this context, 

social responsibility emerges as a concept adopted by organizations aiming to contribute to the betterment of society 

by intervening in social issues [2]. Social responsibility is one of the significant concepts of our time, where businesses 

and individuals tend to invest more in societal values, considering their social, environmental, and economic 

interactions. 

Davis [3] defines social responsibility as the efforts of organizations aiming to address societal issues, 

emphasizing that these efforts are not limited to economic gains, but also encompass societal values and ethical 

principles. Researchers like Carroll [4]-[5] have noted that organizations' sensitivity to social issues can provide 

strategic advantages, such as gaining customer satisfaction and increasing brand value. However, the success of social 

responsibility campaigns is directly related not only to good intentions but also to effective communication strategies. 

Miller & Ros [6] have pointed out that visual indicators used in social responsibility campaigns can directly affect the 

perception of the message. Visual indicators can effectively reach the audience through elements like storytelling, 

emotional connection, and simplicity of the message. Theorists such as Barthes [7] and Arnheim [8] have highlighted 

the emotional impact of visual indicators on the audience. 

When designing social responsibility campaigns, organizations strive to use these visual indicators 

strategically to deliver an effective and lasting message to consumers. For instance, Dove's “Real Beauty” campaign 

encourages women to celebrate their beauty, while Nike's “Move to Zero” campaign highlights environmental 

sustainability. Both campaigns aim to raise social awareness and encourage consumers to be more conscious about 

these social issues. 

Today, social responsibility campaigns hold strategic importance for organizations. The success of these 

campaigns is directly related to an effective communication strategy and the proper use of visual indicators. By 

investing in societal values, organizations can not only enhance their brand values but also gain consumer appreciation 

by demonstrating a sensitive approach to social issues. 
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II. The Concept of Social Responsibility 
Social responsibility encompasses the efforts of organizations to address social issues [3], and these efforts 

are realized by undertaking projects in a range of important areas such as environmental protection, women's rights, 

education, health, children's rights, economic inequality, gender equality, and animal rights [4]. In this context, 

organizations gain the appreciation and approval of consumers with their contributions to society, thereby creating a 

positive impact both socially and economically. 

Social responsibility also refers to the obligation of individuals, organizations, and society as a whole to act 

ethically and responsibly, considering their social, environmental, and economic impacts [5]. This concept requires 

both individuals and businesses to evaluate their roles and impacts within society and to act accordingly. From a 

business perspective, the understanding of social responsibility goes beyond just making a profit to include actions 

such as reducing environmental impacts, paying fair wages to employees, and giving back to the community [9]. For 

example, many large companies worldwide publish sustainability reports to transparently share their environmental 

and social impacts, thus showing consumers that they are conscious of their social responsibility and value ethical 

principles. 

At the individual level, social responsibility includes various actions such as contributing to the community, 

reducing one's environmental footprint, and ethical behaviors. For instance, an individual can demonstrate their 

awareness of social responsibility by donating to a local charity or purchasing environmentally sustainable products 

[10]. Additionally, individuals participating in volunteer work to create positive changes in society is also considered 

part of the concept of social responsibility. In this way, individuals, organizations, and society as a whole can come 

together within the framework of social responsibility, having the potential to create a positive impact both 

individually and collectively. 

 

III. Visual Indicators in Social Responsibility Campaigns 
Visual indicators used in social responsibility campaigns play a critical role in how the message is perceived, 

and thus directly affect the interaction and success of the campaign [6]. These visual indicators support the main 

message of the campaign through visual symbols and images, facilitating a more effective reception of the message 

by the target audience. Elements such as the emotional connection created by visual indicators, storytelling, and the 

simplicity and clarity of the message enhance the overall impact of the campaign and its interaction with the target 

audience, contributing to the campaign's success. In this context, visual symbols and images should be designed to 

strengthen the campaign's core message and reach the target audience more effectively. Therefore, the importance of 

visual indicators in social responsibility campaigns should be emphasized, and necessary strategic planning should be 

done to use these indicators effectively. 

Emotional Connection Building: Visual cues facilitate the audience's in-depth and quick acquisition of 

information about a scene or topic. Barthes [7] emphasized that these indicators almost instantly convey an emotion 

or meaning to the audience. Especially in a cinematic work, observing a character standing melancholically behind a 

window on a rainy day can send a strong message to the audience that this character is feeling inner sadness or sorrow. 

These visual elements play a critical role in helping the audience quickly understand the general atmosphere of a scene 

or the emotional depth of a character. However, the function of these indicators is not limited to information transfer; 

they also contribute to deepening the audience's emotional connection with a scene or character. Arnheim [8] stated 

that the profound impact of visual arts on the audience is closely related to the skillful use of these indicators. For 

example, a single tear appearing on a character's face can enhance the audience's empathy towards that character. 

Ultimately, visual cues allow the audience to immerse themselves more holistically in a story. Berger [11] pointed out 

that these cues enhance the audience's capacity to form a deeper emotional connection with the story being presented. 

This helps enrich the audience's personal relationship with the story, contributing to a more meaningful and impactful 

experience. 

Storytelling: Visual symbols are used to convey a message and present a story through storytelling. The 

primary goal of social responsibility campaigns is generally to inform society and encourage action on social or 

environmental issues through stories or lived experiences. These types of campaigns take advantage of effective visual 

symbols and storytelling techniques with the aim of informing, raising awareness, and prompting action in the target 

audience. Visual symbols play a critical role in quickly capturing the audience's attention and ensuring the message is 

understood swiftly. In today's world, where individuals are constantly under a flood of information, an effective visual 

can create an impact that thousands of words cannot, helping the audience focus deeply on the subject [11]. 

Storytelling, on the other hand, is a powerful tool that enables people to better comprehend complex and difficult-to-

understand topics and empathize with them. In social responsibility campaigns, storytelling contributes to the 

audience's better understanding of the real-world impacts of a problem and developing sensitivity towards it [12]. For 
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example, in a campaign addressing an environmental issue, showcasing the experiences of an animal or individual 

affected by pollution provides the audience with a tangible view of the problem's effects, encouraging them to act 

against it. In conclusion, when effectively utilized in social responsibility campaigns, visual symbols and storytelling 

enable the audience to better comprehend complex issues and develop sensitivity towards them, thereby enhancing 

the overall success of the campaign. 

Simplicity and Understandability of the Message: Symbols and images can be powerful tools to convey 

complex messages in a simple and effective manner. The human brain processes visual information faster than text-

based information. Therefore, visual indicators used in a social responsibility campaign can quickly and effectively 

communicate the message to the target audience [13]. Visual indicators, especially in educational materials, facilitate 

better understanding and retention of information [14]. Simple and understandable visual indicators, as opposed to 

complex and lengthy texts, are quickly perceived by the target audience, contributing to the effective transmission of 

the message. Moreover, simple visual indicators create a universal language that can be easily understood by 

individuals from different cultures and social classes. This allows social responsibility campaigns to reach a wide 

audience. Social responsibility campaigns typically aim to contribute to solving a particular societal issue. Therefore, 

for the campaign to be effective, it is important to arouse empathy and a desire to act in the target audience. Visual 

indicators can be a powerful tool to establish this emotional connection. For example, in a campaign aiming to draw 

attention to environmental issues, an impressive photograph of a polluted ocean can encourage people to be more 

conscious about environmental protection and act in this regard. Simplicity, understandability, and impactfulness of 

visual indicators in social responsibility campaigns ensure that the campaign effectively reaches the target audience 

and achieves its goals. Hence, campaign designers and managers should place special importance on the design and 

content of visual indicators. 

Visual symbols used in social responsibility campaigns are vitally important in capturing the audience's 

attention, establishing an empathetic connection with them, and presenting complex messages in a simple and 

understandable manner. These symbols significantly contribute to maximizing the overall impact of the campaign, 

thereby triggering a process of positive transformation and awareness in society. In this context, the selection and use 

of visual symbols are among the factors that directly affect the success of the campaign and, therefore, should be 

approached with a strategic mindset. 

 

Dove “Real Beauty” Campaign: 

The Dove “Real Beauty” (Figure 1) campaign is a prime example of a social responsibility campaign that 

effectively utilizes visual symbols to communicate its message. Launched in 2004, the campaign aimed to challenge 

the traditional beauty standards set by the media and the beauty industry and promote a more inclusive definition of 

beauty. 

The campaign featured real women of different ages, sizes, and ethnicities, showcasing the diversity of 

beauty. The visual symbols used in the campaign, such as the images of real women with their natural beauty, were 

powerful tools in capturing the audience's attention and establishing an emotional connection with them. These images 

challenged the conventional beauty standards and encouraged viewers to embrace their own beauty, irrespective of 

societal norms. Moreover, the campaign used various visual elements like billboards, television commercials, and 

social media platforms to disseminate its message, ensuring that it reached a wide audience. The use of these visual 

symbols was not only effective in conveying the campaign's message but also played a crucial role in triggering a 

positive transformation in society's perception of beauty. 

The Dove “Real Beauty” campaign serves as an exemplary case of how visual symbols can be strategically 

utilized in social responsibility campaigns to communicate complex messages in a simple and relatable manner, 

ultimately contributing to positive societal change [16]. 

 

Analysis of Visual Indicators in Dove's “Real Beauty” Campaign: 

(a) Selection of Visual Indicators: In its campaign, Dove has deviated from society's commonly “perfect” 

labeled model standards by utilizing real women. These women come from various age groups, ethnic backgrounds, 

body types, and skin colors. 

(b) Power of the Message: This visual selection emphasizes that women are not obliged to conform to a 

specific beauty standard continuously presented by the media. It encourages women to embrace their natural beauty 

and enhance their self-esteem. 

(c) Photographic Techniques: The photographs in the campaign were taken using natural lighting and 

minimal makeup. This increases the sense of realism and naturalness in the photographs, reflecting how women appear 

in their real lives. 
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(d) Perception of the Message: This visual approach has enabled many women to identify with how they 

feel about their bodies and beauty. Moreover, it has strengthened Dove's message that it supports women not just to 

market a product, but also to boost their self-esteem. 

(e) Societal Impact: The campaign has initiated a broad discussion about beauty standards and how the 

media shapes these standards. This has highlighted the brand's commitment to social responsibility and its emphasis 

on societal values. 

 

 
Figure 1: Dove Real Beauty Campaign, 2017 [18] 

 

Dove's “Real Beauty” campaign demonstrates the profound impact of visual indicators and photographic 

techniques in conveying a brand's message and how consumers perceive this message. This campaign has proven that 

brands can possess societal values and have the power to communicate these values to consumers. This analysis 

illustrates how Dove's “Real Beauty” campaign comprehends the importance of visual indicators and message 

perception, and how this knowledge was utilized to create an effective social responsibility campaign. 

 

Nike's “Move to Zero” Campaign: 

The “Move to Zero” campaign (Figure 2) is an initiative that expresses Nike's commitments towards 

environmental sustainability. With this campaign, Nike has announced its goals of reducing its carbon footprint to 

zero and minimizing the amount of waste produced. The campaign introduces innovative approaches and solutions to 

lessen the environmental impacts of consumer products and operations. Through this vision, Nike aims to both raise 

industry standards and increase consumers' access to more sustainable product options [19]. 

 

Analysis of Visual Indicators in Nike's “Move to Zero” Campaign: 

(a) Selection of Visual Indicators: In the “Move to Zero” campaign, there are images of products made 

from recycled materials, visuals representing waste reduction processes, and products manufactured using renewable 

energy sources. 

(b) Strength of the Message: These visuals emphasize Nike's commitment to reducing its carbon footprint 

and waste production, while also highlighting the importance of acting towards a sustainable future. 

(c) Photography Techniques: The visuals used in the campaign are characterized by a natural color palette 

and minimalist design, underscoring the brand's adoption of a simple, natural approach that prioritizes sustainability. 

(d) Perception of the Message: This visual approach clearly conveys to consumers Nike's serious 

commitment to environmental sustainability and its innovative approaches in this area. 

(e) Societal Impact: The “Move to Zero” campaign has had an impact by raising awareness about 

sustainability, encouraging other brands and consumers to take steps in this direction as well. 
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Figure 2: Nike Move to Zero Campaign, 2020 [19] 

 

Nike's “Move to Zero” campaign showcases how the brand uses visual indicators effectively to communicate 

its commitment to sustainability and its innovative approaches in this field. The campaign emphasizes the importance 

of environmental sustainability, inspiring consumers, and other brands to envision a sustainable future. This analysis 

demonstrates how Nike's “Move to Zero” campaign utilizes visual indicators to convey its message of environmental 

sustainability powerfully and effectively. The campaign highlights the brand's serious commitment to this field and 

the steps it is taking towards a sustainable future. 

 

Analysis of Visual Indicators in Nike's “Move to Zero” Campaign: 

Starbucks has initiated numerous campaigns and initiatives in the realms of sustainability and social 

responsibility. Starbucks' “Ethically Sourced Coffee” campaign stands as a significant exemplar of sustainability 

efforts within the global coffee industry (Figure 3). This campaign centers on environmental and social responsibility 

principles in the cultivation and production processes of coffee. The primary objective of the campaign is to ensure 

fair compensation for coffee producers, support environmental sustainability practices, and safeguard labor rights 

during coffee production [20]. 

 

Visual Indicator Analysis of Starbucks’ “Ethically Sourced Coffee” Campaign: 

(a) Selection of Visual Indicators: Starbucks has opted for visuals that include photographs of coffee 

farmers, scenic views of natural coffee fields, and depictions of farmers' daily lives in this campaign. 

(b) Message Potency: These visuals reinforce the message that Starbucks advocates ethical and sustainable 

practices within its coffee supply chain. Simultaneously, they emphasize the brand's connection with global 

communities and its commitment to these communities. 

(c) Photography Techniques: The campaign's photographs utilize natural lighting and close-up shots, 

enhancing a sense of realism. This mirrors Starbucks' genuine connection with farmers and communities. 

(d) Perception of the Message: This visual approach demonstrates to consumers that Starbucks is not merely 

a coffee vendor but also a socially responsible global community member. 

(e) Social Impact: By highlighting the significance of sustainable coffee farming, the campaign has the 

potential to raise awareness among other coffee vendors and consumers, making them more conscious of this crucial 

issue. 
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Figure 3: Starbucks' Ethically Sourced Coffee Campaign [20] 

 

Starbucks’ “Ethically Sourced Coffee” campaign effectively utilizes visual cues to convey the brand's 

commitment to sustainability and social responsibility. The campaign emphasizes Starbucks' dedication to ethical and 

sustainable practices at every stage of its coffee supply chain. It underscores the brand's serious commitment in this 

regard and how it supports ethical practices within the coffee supply chain. 

These examples demonstrate how social responsibility campaigns are implemented across a broad spectrum. 

Each campaign aims to deliver a positive message to consumers by highlighting a specific social issue or value. 

 

IV. Conclusion 

Social responsibility campaigns are a concept adopted by organizations with the aim of contributing to the 

betterment of society by addressing societal issues. Visual indicators used in these campaigns directly impact the 

perception of the message [21]. Therefore, the correct use of visual cues is of great importance in conducting an 

effective social responsibility campaign. 

This study has focused on the corporate and individual dimensions of social responsibility, particularly 

addressing the role of visual indicators in these campaigns. As noted by leading researchers such as Davis [3] and 

Carroll [4-5], social responsibility defines how organizations approach societal issues and how they respond to them. 

Visual indicators play a critical role in how social responsibility messages are perceived by consumers. Prominent 

figures in the literature like Miller & Rose [6] and Barthes [7] have thoroughly examined the symbolic meanings of 

visual indicators and their effects on consumers. 

The analysis of social responsibility campaigns by global brands like Dove, Nike, and Starbucks has 

demonstrated how successful these campaigns are in reflecting the brand values and mission. Commitments by brands, 

especially in areas such as sustainability, gender equality, and ethical sourcing, positively impact brand perception 

among consumers. 

In conclusion, social responsibility campaigns are essential tools for demonstrating organizations' 

commitments to societal values. To be effective, these campaigns require the correct use of visual indicators and the 

delivery of the message to the target audience in an appropriate manner. This study emphasizes the importance of 

social responsibility campaigns and the visual indicators used in them. 

 

References 
[1]. Johnson, D., & Turner, C. (2016). International Business: Themes and Issues in the Modern Global Economy. Routledge. 
[2]. Porter, M. E., & Kramer, M. R. (2011). Creating shared value. Harvard Business Review, 89(1/2), 62-77. 

[3]. Davis, K. (1973). The case for and against business assumption of social responsibilities. Academy of Management Journal, 16(2), 312-

322. 
[4]. Carroll, A. B. (1991). The pyramid of corporate social responsibility: Toward the moral management of organizational stakeholders. 

Business Horizons, 34(4), 39-48. 

[5]. Carroll, A. B. (1999). Corporate Social Responsibility. Business & Society, 38(3), 268-295. doi:10.1177/000765039903800303. 



Visual Indicators in Social Responsibility Campaigns 

DOI:10.9790/0837-2811041723                                       www.iosrjournals.org                                            23 | Page 

[6]. Miller, P., & Rose, N. (2006). Governing economic life. Economy and Society, 19(1), 1-31. 

[7]. Barthes, R. (1977). Image, Music, Text. New York: Hill and Wang. 
[8]. Arnheim, R. (1974). Art and visual perception: A psychology of the creative eye. New version. Berkeley, Calif.; London, University of 

California Press. 

[9]. Elkington, J. (1997). Cannibals with forks: The triple bottom line of 21st-century business. Capstone. 
[10]. Kotler, P., & Lee, N. (2005). Corporate social responsibility: Doing the most good for your company and your cause. Wiley. 

[11]. Berger, J. (1972). Ways of Seeing. London: Penguin Books. 

[12]. Simmons, A. (2006). The Story Factor: Inspiration, Influence, and Persuasion through the Art of Storytelling. Basic Books. 
[13]. Mayer, R. E., & Moreno, R. (2003). Nine Ways to Reduce Cognitive Load in Multimedia Learning. Educational Psychologist, 38(1), 43-

52. doi:10.1207/s15326985ep3801_6. 

[14]. Levie, W. H., & Lentz, R. (1982). Effects of Text Illustrations: A Review of Research. Educational Communication and Technology, 30(4), 
195–232. http://www.jstor.org/stable/30219845. 

[15]. Barnett, M. L. (2007). Stakeholder influence capacity and the variability of financial returns to corporate social responsibility. Academy 

of Management Review, 32(3), 794-816. 
[16]. Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. Business Horizons, 52(4), 357-365. 

doi:10.1016/j.bushor.2009.03.002. 

[17]. Cooney, S. (2017). TIME. From www.time.com: https://time.com/4629671/dove-raise-the-beauty-bar/ 
[18]. Move to Zero. (2023). Retrieved from https://www.nike.com/: https://www.nike.com/sustainability 

[19]. Recycling + Donation. (2023). From https://www.nike.com/: https://www.nike.com/sustainability/recycling-donation 

[20]. Starbucks Ethical Sourcing. (2023). From https://athome.starbucks.com/: https://athome.starbucks.com/learn/ethical-sourcing 
[21]. Freeman, R. E. (1984). Strategic management: a stakeholder approach. Boston: Pitman. 


