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The relationship between marketing and corporate social responsibility has not been studied enough, so far. The number of studies regarding the role which marketing has in corporate social responsibility is still relatively small and restricted to some dimensions, such as the perceived importance of ethics, social responsibility and marketing usefulness, as well as the response of customers to theses initiatives, in which process knowledge integration becomes more difficult due to the use of different terminology (Maignan, Ferrell, 2004). The integration of corporate social responsibility is especially important in several areas: development of brand image, satisfaction of each group demands, and investigation into the influence of socially responsible behaviour on consumers (Banyte, Gadeikiene, 2008).
While considering their relationship and linking these two concepts, it is useful to start from the stakeholder concept, which is characteristic for corporate social responsibility and is becoming real in marketing. The matter of responsibility to society is also included in a new definition of marketing, according to which it is “activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large” (AMA, 2007:1). This definition replaced the previous one dating from 2004, which was rather narrow, because it restricted marketing to marketing function and excluded the effect marketing has on society but included the stakeholder concept (AMA, 2008). Acquiring the stakeholder concept, marketing goes beyond the ‘new marketing myopia’ which refers to the focus on customers, excluding other stakeholders, and pretty narrowly determines customers and their needs, without adequately taking the social context into account (Smith, Drumwright, Gentile, 2010). 
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