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Abstract 

This study aimed to determine the extent to which the environmental 

aspect of social responsibility affects brand attachment. The data collection 

was based on a list of questionnaires that were completed from (384) 

individual telecom company customers through social networking sites. The 

list was designed on the Google Drive search engine. The data were 

analyzed using the SPSS statistical software. 

The most important results of the study were that there is a 

significant positive effect of the environmental dimension on the attachment 

to the sign. 

 The most important recommendations were that the 

telecommunications sector carry out promotional campaigns about its work 

in the environmental aspect of social responsibility, in order to increase the 

customer's awareness of the efforts made to create a positive mental image 

or maintain a good mental image, which increases the customer's attachment 

to the brand. 
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