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Abstract 

This study systematically analyzes the relationship between corporate social responsibility (CSR) and 

corporate reputation through a literature review of 48 selected articles published between 2014 and 

2024. The findings reveal that CSR significantly influences corporate reputation across various 

sectors, with key emphases on social empowerment, environmental management, and disclosure 

transparency. Well-designed CSR programs not only enhance corporate image but also foster 

customer loyalty and build stakeholder trust towards sustainable development. Moreover, 

transparent CSR disclosures via digital media play a critical role in shaping public perceptions, 

particularly regarding social and environmental issues closely linked to sustainable development. 

This study provides practical insights for companies, regulators, and academics in developing 

effective CSR strategies that strengthen corporate reputation while contributing to sustainable 

development in the era of globalization. 

Keywords: corporate social responsibility; corporate reputation; CSR strategy; systematic literature 

review; sustainable development 

 

1. Introduction 

The The company’s commitment to contribute to the advancement of society is known as 

Corporate Social Responsibility or CSR for short. Corporate Social Responsibility is increasingly 

becoming a major concern in the business world because companies are not only expected to operate 

profitably, but also socially and environmentally responsible. CSR serves as a tactic for the business 

world to take part in environmental protection and community development, as well as an effort to 

manage and avoid negative impacts on the company [1]. 

In theory, the application of Corporate Social Responsibility is generally based on three main 

points put forward by [2], first, Voluntary where CSR is considered as a role carried out voluntarily 

by the company, where the company helps overcome social and environmental problems. Therefore, 

the company has the freedom to choose to carry out or not to carry out this role. Second, Philanthropy, 

In addition to being a profit institution, the company also sets aside part of its profits to carry out 

philanthropic activities. This activity aims to empower society and repair environmental damage 

caused by exploration and exploitation. Third, obligation where CSR is also seen as a form of 

corporate obligation to care about and overcome the increasing humanitarian and environmental 

crisis. 

Understanding CSR includes the view that the responsibility to address social issues is not only 

the government’s task through public policy, but also the responsibility of companies. Companies 

are expected to be proactive in supporting sustainable development. Morally, CSR is rooted in the 

fact that companies cannot stand alone, but depend on the surrounding community. The community 

provides essential infrastructure such as roads, transportation, electricity, and emergency services 
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that support the sustainability of the company. In addition, companies must also comply with the 

law and support its enforcement by authorities, such as the police and judges [3]. 

Corporate Social Responsibility is an important tool in improving the reputation of 

organizations, industries, and companies for the better. This is achieved through the company’s 

efforts to build a positive image by involving the community in various social responsibility activities 

[4]. CSR implementation can be carried out both internally and externally to support smooth business 

operations. In addition, CSR programs play an important role in supporting company activities while 

strengthening its positive reputation [5]. Consumers, investors, and the general public are 

increasingly concerned about how companies treat their communities and the environment. As this 

trend develops, CSR is considered to be a strategic tool that improves a company’s reputation. A 

good reputation can strengthen customer loyalty, facilitate access to capital, and increase the 

attractiveness of a company as a place to work. 

Local communities or communities are one of the main stakeholders for organizations, 

industries, and companies. A good relationship between companies and communities is very 

important because the two are closely related. Public opinion has a major influence on various 

company activities. However, in practice, conflicts often arise between companies and the 

surrounding community [1]. To reduce the risk of conflict, companies need to build strong 

relationships and make real contributions to the community. Through corporate social responsibility 

or CSR, companies can achieve these goals. CSR not only helps strengthen relationships with the 

community but also contributes to improving the company’s reputation so that it looks more positive 

in the eyes of the public [6]. 

Amidst the complexity of the increasingly globally connected business world, attention to 

sustainable and responsible business practices continues to grow. One important element in this 

context is the disclosure of Corporate Social Responsibility (CSR) by companies. Although many 

studies have shown that CSR plays a role in enhancing corporate reputation, there is still debate about 

the extent to which CSR influences public perception and how companies can optimize the benefits 

of CSR initiatives. Therefore, a systematic analysis is needed to understand the role of CSR in 

strengthening corporate reputation in more depth. Through this exploration, this study aims to 

provide constructive contributions to stakeholders, regulators, and academics who want to 

understand sustainable business practices amidst the ever-evolving global dynamics. 

Based on the research context presented, here are several relevant Research Questions (RQ) for 

the systematic literature review (SLR) related to the role of CSR in improving corporate reputation, 

as follows: 

RQ 1: What is the relationship between corporate social responsibility (CSR) and corporate 

reputation across different sectors? 

RQ 2: How effective are CSR programs in improving corporate reputation? 

RQ 3: How does CSR implementation contribute to strengthening corporate reputation in 

sustainable development? 

2. Materials and Methods 

To shed light on the debate between CSR and corporate reputation, the authors conducted a 

systematic literature review (SLR) on the relationship between CSR disclosure and corporate 

reputation. A systematic literature review is a method used to identify, assess, and analyze all 

research relevant to a research question, a specific topic, or a phenomenon that is the focus of the 

study. The goal is to provide a comprehensive summary of the existing evidence on a specific topic 

using a systematic and transparent methodology, ensuring that the review process is unbiased and 

replicable [7]. 

This method uses a systematic approach in reviewing and presenting relevant literature, so that 

the results are clearer, more transparent, and replicable [8]. Through this approach, systematic 

literature review (SLR) enables researchers to capture the debate on how CSR disclosure affects 

corporate reputation, draw conclusions from existing literature, and identify relevant research gaps 
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(Nation & Schlegelmilch, 2020). In this article, the author follows the PRISMA (Preferred Reporting 

Items for Systematic Reviews and Meta-Analyses) methodological steps to obtain, select, and analyze 

relevant studies. The literature search process was conducted through the Scopus and ScienceDirect 

databases, which were selected for their credibility and broad coverage. 

1.1. Identification of Records 

The search in this study includes English-language peer-reviewed articles from 2014 to 2024. The 

systematic review research begins by identifying keywords and strings taken from the initial 

screening of related papers. The databases used are Scopus, ScienceDirect, and Publish or Perish, 

selected because they have high-quality journal indexes, publish credible research, and are integrated 

with leading publishers, so they are considered relevant and reliable. 

A comprehensive literature search yielded 398 articles using a combination of keywords to 

capture published and peer-reviewed journals. The search keywords included: “Corporate Social 

Responsibility” and “corporate reputation,” “CSR-driven reputation,” “Sustainability” and 

“corporate reputation,” “CSR strategy” and “company reputation,” and “CSR impact on reputation,” 

and “Suistanability Development”. 

2.2. Screening Identification 

In the second stage, an initial screening of 398 articles was conducted. Before applying the 

inclusion and exclusion criteria, duplicate articles (n = 18), articles that did not meet the publication 

year requirements of 2014-2024 (n = 72), articles not included in Q1, Q2, Q3, Q4 (n = 21), and articles 

without abstracts (n = 0) were eliminated. 

After initial screening, 287 articles were reviewed using inclusion and exclusion criteria. Since 

the analysis focused on journal articles examining how CSR affects corporate reputation, articles that 

were not relevant to the topic (n = 167) were eliminated in the first stage. During the first screening, 

59 articles were excluded, leaving 120 articles for further screening. Articles that were not accessible 

(n = 81) were eliminated. Finally, 40 articles remained for review after the articles were eliminated. 

2.3. Inclusion of Records (Step 3) 

Finally, the reference lists of 40 articles were evaluated. Since the number of articles was still 

insufficient for a systematic literature review, 8 articles from other databases were added, resulting 

in a total of 48 articles that could be analyzed. Basically, these articles were reviewed by two 

researchers and included if they met the following inclusion criteria: (1) the focus of the article was 

CSR, (2) the influence of corporate reputation could be inferred, and (3) the publication was written 

in English. 
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3. Results 

3.1. Results 

A search for articles on the impact of CSR on corporate reputation found 48 articles published 

in leading journals between 2014 and 2024 that focused on the impact of CSR news on corporate 

reputation, interest in this topic continues to increase every year. 

We review these articles from different perspectives. First, we examine the title of each article. 

Next, we review the definition of CSR news variables and the techniques used to collect and analyze 

CSR news content. We also analyze the research design and methodological framework applied in 

the articles. Finally, to provide a big picture, we present the main findings. 

Table 1. Final Sample of the study. 

Authors Title Journal Results 

Park, 2019 

Corporate social 

responsibility as a 

determinant of 

Journal of Retailing and 

Consumer 

This study found that higher levels 

of economic responsibility 

resulted in increased customer 

attitudes and satisfaction. In 
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corporate reputation in 

the airline industry 

addition, although environmental 

responsibility had a significant 

effect on customer attitudes and 

satisfaction, corporate reputation 

was significantly determined by 

customer attitudes and 

satisfaction. 

Baraibar-Diez & 

Sotorrío, 2018 

The mediating effect of 

transparency in the 

relationship between 

corporate social 

responsibility and 

corporate reputation 

Review of Business 

Management 

The proposed model suggests that 

transparency mediates the path 

between corporate social 

responsibility and corporate 

reputation. 

Cabrera-Luján et 

al., 2023 

Impact of Corporate 

Social Responsibility, 

Business Ethics and 

Corporate Reputation 

on the Retention of 

Users of Third-Sector 

Institutions 

Sustainability 

The results of the study show that 

CSR has a positive and significant 

influence on CR, BE on CR, CSR on 

RT, and CR and BE on RT. 

Wang et al., 2021 

The Role of Corporate 

Social Responsibility 

Perceptions in Brand 

Equity, Brand 

Credibility, Brand 

Reputation, and 

Purchase Intentions 

Sustainability 

The results of the study indicate 

that consumer perceptions of a 

company’s CSR affect their 

intention to purchase the 

company’s brand in the future. 

Brand equity, brand credibility, 

and brand reputation mediate the 

impact of CSR perceptions on 

purchase intentions. 

Ali et al., 2024 

Corporate Social 

Responsibility and 

Customer Loyalty in 

Food Chains--

Mediating Role of 

Customer Satisfaction 

and Corporate 

Reputation 

Sustainability 

The results of the study show that 

CSR perception has a significant 

positive impact on customer 

loyalty, corporate reputation, and 

customer satisfaction. 

Gálvez-Sánchez 

et al., 2024 

Exploring the three-

dimensional effect of 

corporate social 

responsibility on brand 

equity, corporate 

reputation, and 

willingness to pay. A 

study of the fashion 

industry 

Journal of Retailing and 

Consumer Services 

The results of the study show that 

each CSR dimension makes a 

different contribution to the 

formation of BE, CR and WTP, also 

highlighting the value of brand 

credibility as a variable with an 

important mediating effect. 

Bianchi et al., 

2019 

The impact of 

perceived CSR on 

corporate reputation 

and purchase intention 

European Journal of 

Management and 

Business 

All direct and mediated effects in 

the model are significant, except 

for the effect of perceived CSR on 

affective satisfaction. Thus, the 

proposed causal chain is essential 

to understanding how perceived 
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CSR affects purchase intention and 

perceived reputation. 

Bashir, 2022 

Corporate social 

responsibility and 

financial performance - 

the role of corporate 

reputation, advertising 

and competition 

PSU Research Review 

Advertising intensity (AI) plays a 

significant moderating role in the 

CSR intensity and CR relationship 

Ajayi & Mmutle, 

2020 

Corporate reputation 

through strategic 

communication of 

corporate social 

responsibility 

Corporate 

Communications: An 

International Journal 

The informing strategy is also 

more evident in CSR 

communication materials than the 

interactive strategy. In terms of 

communication channels, the 

study found that organizations 

mainly use controlled channels for 

CSR communication. 

Pérez-Cornejo & 

de Quevedo-

Puente, 2023 

How corporate social 

responsibility mediates 

the relationship 

between corporate 

reputation and 

enterprise risk 

management evidence 

from Spain 

Eurasian Business 

Review 

The results of this study also 

confirm that the ERM system has a 

positive impact on corporate 

reputation through the mediation 

effect of CSR performance. 

Therefore, companies should use 

risk management policies to 

support their CSR and reputation. 

Vuong & Bui, 

2023 

The role of corporate 

social responsibility 

activities in employees’ 

perception of brand 

reputation and brand 

equity 

Case Studies in Chemical 

and Environmental 

Engineering 

The results of the study show that 

internal and external CSR 

activities increase employee 

satisfaction and the 

implementation of CSR activities 

supports the improvement of 

brand reputation and adds brand 

equity value. 

Singh & Misra, 

2021 

Linking Corporate 

Social Responsibility 

(CSR) and 

Organizational 

Performance the 

moderating effect of 

corporate reputation 

European Research on 

Management and 

Business Economics 

The research results show that CSR 

carried out towards external 

stakeholders will have an impact 

on organizational performance. 

Grover et al., 

2019 

Impact of corporate 

social responsibility on 

reputation--Insights 

from tweets on 

sustainable 

development goals by 

CEOs 

International Journal of 

Information 

Management 

The results revealed that social 

media influential CEOs posted 

5.97 times more CSR messages on 

Twitter than wealthy CEOs, which 

in turn may result in better CR, in 

terms of shares and likes based on 

the social capital they have on 

Twitter. 

García-

Madariaga & 

Rodríguez-

Rivera, 2017 

Corporate social 

responsibility, 

customer satisfaction, 

corporate reputation, 

and firm market value 

Spanish Journal of 

Marketing - ESIC 

The results of the study indicate 

that certain CSR issues related to 

the company’s core business and 

important stakeholders can result 

in better company financial 

performance. 
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Evidence from the 

automobile industry 

Gallardo-

Vázquez et al., 

2019 

Corporate Social 

Responsibility as an 

Antecedent of 

Innovation, 

Reputation, 

Performance, and 

Competitive Success A 

Multiple Mediation 

Analysis 

Sustainability 

The results of this study confirm 

that companies generally have a 

good orientation towards CSR and 

the benefits of this strategy are 

developing and improving the 

company’s reputation. 

Mahmood & 

Bashir, 2020 

How does corporate 

social responsibility 

transform brand 

reputation into brand 

equity Economic and 

noneconomic 

perspectives of CSR 

International Journal of 

Engineering Business 

Management 

The results show that brand 

reputation is a significant 

predictor of brand equity, and its 

predictive power increases with 

the presence of CSR activities. 

Baudot et al., 

2020 

Is Corporate Tax 

Aggressiveness a 

Reputation Threat 

Corporate 

Accountability, 

Corporate Social 

Responsibility, and 

Corporate Tax 

Behavior 

Journal of Business 

Ethics 

Drawing on research on celebrity 

and strategic silence, the study 

finds that reputation may not be a 

well-functioning mechanism for 

holding companies accountable. 

Kim, 2019 

The Process Model of 

Corporate Social 

Responsibility (CSR) 

Communication: CSR 

Communication and its 

Relationship with 

Consumers CSR 

Knowledge, Trust, and 

Corporate Reputation 

Perception 

Journal of Business 

Ethics 

The findings of this study indicate 

that the positive impact of CSR 

information is continuous and 

independent of the level of 

consumer identification with the 

company, while the positive 

consequences of personal 

relevance, transparency, and 

factual tone of CSR 

communication increase with 

increasing levels of identification. 

Axjonow et al., 

2018 

The Impact of 

Corporate Social 

Responsibility 

Disclosure on 

Corporate Reputation 

A Non-professional 

Stakeholder 

Perspective 

Journal of Business 

Ethics 

We find that, contrary to popular 

belief, stand-alone CSR reports do 

not impact a company’s reputation 

among non-professional 

stakeholders. 

Zhu et al., 2014 

Corporate social 

responsibility, firm 

reputation, and firm 

performance The role 

of ethical leadership 

Asia Pacific Journal of 

Management 

We have two main findings. First, 

ethical leadership moderates its 

own indirect effect on corporate 

reputation through CSR. Ethical 

leadership has an indirect and 

positive effect on corporate 

reputation through CSR when 
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ethical leadership is strong but not 

when it is weak. 

Song et al., 2020 

Toward effective CSR 

communication in 

controversial industry 

sectors 

Journal of Marketing 

Communications 

We have two main findings. First, 

ethical leadership moderates its 

own indirect effect on corporate 

reputation through CSR. Ethical 

leadership has an indirect and 

positive effect on corporate 

reputation through CSR when 

ethical leadership is strong but not 

when it is weak. 

Dögl & 

Holtbrügge, 

2014 

Corporate 

environmental 

responsibility, 

employer reputation 

and employee 

commitment an 

empirical study in 

developing and 

emerging economies 

The International Journal 

of Human 

Our research results show that 

green strategy and culture, green 

technology and products, green 

recruitment and evaluation, and 

green communication have a 

positive influence on a company’s 

environmental reputation as an 

employer and in turn employee 

commitment. 

Burke et al., 2018 

The relative impact of 

corporate reputation 

on consumer choice: 

beyond a halo effect 

Journal of Marketing 

Management 

The results show that corporate 

reputation needs more attention 

by marketing managers to increase 

preference for their products 

through this mechanism. 

Vlastelica et al., 

2018 

How Corporate Social 

Responsibility Affects 

Corporate Reputation 

Evidence from an 

Emerging Market 

Journal of East European 

Management Studies 

The results show that CSR items 

affect corporate reputation. In 

addition, the intensity of this 

relationship varies across items. 

Significant differences were found 

between citizens and specific 

stakeholders, as well as between 

different stakeholder groups. 

Liu & Lu, 2021 

Corporate social 

responsibility, firm 

performance, and firm 

risk the role of firm 

reputation 

Asia-Pacific Journal of 

Accounting & Economics 

This study documents a significant 

positive relationship between CSR 

and corporate reputation, and 

finds that corporate reputation is 

positively related to corporate 

performance while negatively 

related to corporate risk. 

González-

Rodríguez et al., 

2019 

Hotels corporate social 

responsibility 

practices, 

organizational culture, 

firm reputation, and 

performance 

Journal of Sustainable 

Tourism 

The proposed model is developed 

using stakeholder theory and 

general manager perceptions. 

According to the research results, 

organizational culture influences 

various dimensions of CSR. 

Khuong et al., 

2021 

Stakeholders and 

Corporate Social 

Responsibility (CSR) 

program as key 

sustainable 

development strategies 

to promote corporate 

Cogent Business & 

Management 

The results of the study show that 

stakeholder influence not only has 

a significant effect on the type of 

CSR but also has a positive impact 

on the company’s reputation. 
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reputation--evidence 

from Vietnam 

Komodromos & 

Melanthiou, 

2014 

Corporate Reputation 

Through Strategic 

Corporate Social 

Responsibility Insights 

From Service Industry 

Companies 

Journal of Promotion 

Management 

The results reveal that CSR has a 

positive impact on company 

employees, the environment, 

stakeholders and the general 

public, and highlight that CSR is 

an important element for the 

success of organizations in the 

Cypriot market. 

Lloyd-Smith & 

An, 2019 

Are corporate social 

responsibility and 

advertising 

complements or 

substitutes in 

producing firm 

reputation 

Applied Economics 

Our research results also show that 

advertising, a company’s own CSR 

activities, and CSR spillover at the 

industry level contribute 

positively to corporate reputation. 

Rothenhoefer, 

2019 

The impact of CSR on 

corporate reputation 

perceptions of the 

public--A 

configurational multi-

time, multi-source 

perspective 

Business Ethics: A 

European Review 

Thus, the current study 

contributes to CSR research by 

investigating a powerful but 

under-researched stakeholder 

group through the lens of category 

diagnosticity combined with a 

configurational approach to 

analysis. 

Odriozola & 

Baraibar-Diez, 

2017 

Is Corporate 

Reputation Associated 

with Quality of CSR 

Reporting Evidence 

from Spain 

Corporate Social 

Responsibility and 

Environmental 

Management 

This study found that the quality 

of sustainability reporting 

increases the likelihood of having 

a higher corporate reputation. 

Den Hond et al., 

2014 

laying on Two 

Chessboards 

Reputation Effects 

between Corporate 

Social Responsibility 

(CSR) and Corporate 

Political Activity (CPA) 

Journal of Management 

Studies 

This study argues that there is a 

potential synergy between CSR 

and corporate political activity 

(CPA) that is often overlooked by 

companies and that recognition of 

this synergy will stimulate 

companies to align their CSR and 

CPA. 

Wei et al., 2014 

Strategically 

manipulating social 

reputation by 

scheduling corporate 

social responsibility 

events 

Journal of Public Affairs 

This study shows that CSR events 

significantly affect social 

reputation in the short period after 

the first CSR event, and then social 

reputation grows slowly. 

Fourati & 

Dammak, 2021 

Corporate social 

responsibility and 

financial performance 

International evidence 

of the mediating role of 

reputation 

Corporate Social 

Responsibility and 

Environmental 

Management 

This study shows that CR 

mediates the relationship between 

CSR and CFP: CSR has a 

significant and positive impact on 

CR and that CR has a significant 

and positive impact on CFP. 

Aljumah, 2023 

Corporate social 

responsibility’s 

influence on firm risk 

Corporate Social 

Responsibility and 
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and firm performance 

the mediating role of 

firm reputation 

Environmental 

Management 

Sánchez-Torné 

et al., 2020 

The importance of 

corporate social 

responsibility in 

achieving high 

corporate reputation 

Corporate Social 

Responsibility and 

Environmental 

Management 

This study identified seven 

dimensions that influence 

Corporate Reputation: products 

and services, innovation, 

workplace, governance, 

citizenship, leadership, and 

performance. 

Miras-

Rodríguez et al., 

2020 

Does corporate social 

responsibility 

reporting actually 

destroy firm reputation 

Corporate Social 

Responsibility and 

Environmental 

Management 

This study highlights that 

corporate reputation tends to be 

negatively affected by CSR 

reporting, which is generally 

identified by stakeholders as an 

impression management strategy 

(especially to obtain ‘appropriate’ 

levels and assurances), although 

the relationship between CSR 

reporting and corporate 

reputation is contingent on a 

company’s CSR consistency. 

Javed et al., 2020 

The effects of corporate 

social responsibility on 

corporate reputation 

and firm financial 

performance 

Moderating role of 

responsible leadership 

Corporate Social 

Responsibility and 

Environmental 

Management 

The results of the study indicate 

that social responsibility initiatives 

for different stakeholders 

significantly and positively affect 

corporate reputation and financial 

performance. In addition, the 

direct relationship between CSR-

reputation and CSR-performance 

is found to be negatively 

moderated by responsible 

leadership. 

Yang & Stohl, 

2020 

The (in)congruence of 

measures of corporate 

social responsibility 

performance and 

stakeholder measures 

of corporate social 

responsibility 

reputation 

Corporate Social 

Responsibility and 

Environmental 

Management 

This study highlights the 

importance of taking a 

multidimensional approach. 

Addressing the measurement 

issue helps to uncover the 

theoretical and practical 

relationships between CSR and 

corporate reputation and provides 

strategic guidance when planning 

CSR business and communication 

strategies. 

Kowalczyk & 

Kucharska, 2020 

Corporate social 

responsibility practices 

incomes and outcomes 

Stakeholders pressure, 

culture, employee 

commitment, corporate 

reputation, and brand 

performance. A Polish-

Corporate Social 

Responsibility and 

Environmental 

Management 

Key findings suggest that 

stakeholder pressure can lead to a 

consistent CSR-oriented system in 

a business environment. 
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German cross-country 

study 

Dell’Atti et al., 

2017 

Corporate Social 

Responsibility 

Engagement as a 

Determinant of Bank 

Reputation: An 

Empirical Analysis 

Corporate Social 

Responsibility and 

Environmental 

Management 

The results of this study found that 

bank reputation is positively 

related to accounting performance 

and negatively related to leverage 

and risk profiles. 

Graafland, 2018 

Does Corporate Social 

Responsibility Put 

Reputation at Risk by 

Inviting Activist 

Targeting An Empirical 

Test among European 

SMEs 

Corporate Social 

Responsibility and 

Environmental 

Management 

This study finds that CSR increases 

the likelihood that SMEs’ CSR will 

be monitored in the future by local 

non-governmental organizations 

(NGOs) and this reduces criticism 

of SMEs’ CSR. 

Forcadell & 

Aracil, 2017 

European Banks 

Reputation for 

Corporate Social 

Responsibility 

Corporate Social 

Responsibility and 

Environmental 

Management 

Our research findings show that 

bank efforts to build CSR 

reputation benefit performance. 

However, during times of crisis, 

these efforts do not contribute to 

increased profits. 

Abugre & 

Anlesinya, 2020 

Corporate social 

responsibility strategy 

and economic business 

value of multinational 

companies in emerging 

economies The 

mediating role of 

corporate reputation 

Business Strategy & 

Development 

This study shows that good 

corporate reputation significantly 

influences multinational 

companies’ strategies in 

combining economic 

responsibility and business value. 

Asmara et al., 

2023 

Does CSR affect 

investment efficiency 

The moderating role of 

company reputation 

PSU Research Review 

This study found that CSR 

activities focused on customers, 

employees, and the community 

have a significant impact on INE, 

as well as other stakeholders, and 

corporate reputation moderates 

this relationship. 

Javed et al., 

2020) 

Effects of CSR-Related 

Media Coverage on 

Corporate Reputation 

Corporate Reputation 

Review 

The results show that the effect on 

reputation is fully mediated by 

CSR skepticism, and the effect on 

brand attitude is partially 

mediated by CSR skepticism. 

Craddock et al., 

2022 

Do environmental CSR 

practices promote 

corporate social 

performance. The 

mediating role of green 

innovation and 

corporate image 

Cleaner and Responsible 

Consumption 

The findings of this study indicate 

that corporate environmental CSR 

improves corporate social 

performance through green 

innovation and corporate image. 

Singh & Misra, 

2021 

Linking Corporate 

Social Responsibility to 

Corporate Reputation 

A Study on 

Understanding 

Procedia - Social and 

Behavioral Sciences 

These results confirm not only that 

as an antecedent, CSR has a strong 

positive impact on CR but also that 

CR has a strong positive impact on 
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Behavioral 

Consequences 

customer, employee, and investor 

behavior. 

Source: Watase Uake 2024. 

4. Discussion 

The results of this study focus on the role of Corporate Social Responsibility (CSR) in improving 

corporate reputation based on a systematic analysis of the literature. CSR has become an important 

strategic element in the business world, considering that companies are expected to not only operate 

profitably but also be socially and environmentally responsible [3,9–11,15,53]. 

This study aims to explore how the implementation of CSR practices affects corporate reputation 

in various industries, the effectiveness of CSR programs in improving corporate image, and the 

impact of CSR disclosure on public perception, especially in social and environmental issues. This 

approach is expected to provide comprehensive insights into the relationship between CSR and 

corporate reputation, as well as offer practical guidance for companies in designing strategic CSR 

initiatives. 

Through this study, it is expected to gain a deeper understanding of the dynamics of CSR, 

including the challenges faced and opportunities that can be utilized by companies to strengthen 

their reputation. These findings also provide significant contributions to stakeholders, academics, 

and regulators who are interested in environmentally friendly and socially responsible business 

approaches in the current era of globalization. 

4.1. The Implementation of CSR Practices Affects the Reputation of Companies in Various Industries 

Literature analysis shows that CSR implementation has a significant impact on corporate 

reputation, although the form and focus vary across industries. CSR can be used to build positive 

relationships with stakeholders, which ultimately affect public perception and consumer loyalty. 

CSR implementation often focuses on reducing environmental impacts, such as waste 

management, energy efficiency, and the use of environmentally friendly raw materials. For example, 

companies that are committed to reducing carbon emissions through technological innovation tend 

to receive positive public assessments. 

In the service sector, the company’s reputation is largely determined by customer attitudes and 

satisfaction (Park, 2019). To gain a positive reputation from the community, CSR in the service sector 

is more directed at social empowerment, such as training local communities, improving the quality 

of education, and supporting the community. As the CSR program at the university studied by 

Lujan., et al. (2022) who found that universities have developed with a focus not only on education 

and obtaining university degrees, but also on the important role of training that creates shared 

knowledge, solves social problems that contribute to the community, and by this action, ensures a 

good reputation. 

In a study conducted by (Ali,. Et all 2021) Food Chain faced major criticism regarding its impact 

on health, such as its contribution to obesity and malnutrition due to the high sodium, sugar, and fat 

content in its products. In addition, marketing practices that target vulnerable groups, such as 

children, further help the image of companies in the Food Chain sector. Only a small portion of 

children’s products meet nutritional standards, so criticism came from various parties, including 

health professionals, the media, and legislators. In response, food chains began to adopt corporate 

social responsibility (CSR) initiatives to improve their image. CSR sends a signal that a company is 

socially responsible and cares about its stakeholders can provide signals that can then be interpreted 

by customers as signs of a positive image, which in turn will result in a positive corporate reputation 

(Turban, 1997) 

CSR helps companies improve their reputation, especially in industries that face the risk of 

negative perception. For example, in the fashion industry, which produces between 2% and 8% of 

global carbon emissions (UNEP, 2021), CSR practices such as the use of environmentally friendly 
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materials or product recycling programs can reduce the negative image related to environmental 

waste. 

In the mining and energy industry based on literature [17,19,22] CSR in this sector is often 

associated with corporate responsibility for environmental restoration and empowerment of affected 

communities. Companies that are transparent in implementing CSR show a better reputation, 

especially in conflict-prone areas. 

CSR practices that are carried out consistently can be a differentiator in the market. Companies 

that successfully integrate CSR into their business strategies gain a competitive advantage in 

attracting customers, investors, and business partners. Studies show that companies that are actively 

involved in philanthropic activities or sustainable development programs tend to have higher levels 

of customer loyalty than companies that do not engage in CSR. 

Based on the findings above, CSR helps companies improve their reputation, especially in 

industries that face the risk of negative perception. By implementing CSR practices, companies can 

demonstrate their commitment to social and environmental values that are widely recognized by the 

public. This can increase consumer trust, attract investors who care about their desires, and 

strengthen relationships with stakeholders. In addition, companies that are active in CSR often get 

positive media exposure, which strengthens their image as responsible organizations. In the long run, 

a good reputation can also increase customer loyalty, expand market share, and protect the company 

4.2. Effectiveness of CSR Programs in Improving Corporate Reputation 

Based on literature analysis [24–27,31,35], the effectiveness of CSR programs in improving 

corporate image is highly dependent on strategic planning, implementation, and the program’s 

suitability to stakeholder needs. Well-designed and well-executed programs show a significant 

impact on improving the company’s overall reputation. 

Corporate social responsibility (CSR) and corporate reputation are identified as relevant 

strategic plans in all sectors. CSR programs that involve the community directly, such as 

sustainability initiatives to increase customer loyalty to the company’s products or services (Bianchi 

and Bruno, 2017). According to literature observations(Abugre & Anlesinya, 2020; Dell’Atti et al., 

2017; Den Hond et al., 2014; Graafland, 2018; Liu & Lu, 2021; Odriozola & Baraibar-Diez, 2017; Song 

et al., 2020; Wei et al., 2014), some researchers emphasize strategic planning that focuses on user 

retention, namely the ability to retain customers in the long term. 

According to (Adewole, 2022) CSR can be a major force behind efforts to combat climate change, 

create brand loyalty, and improve financial results. Clearly, the implementation of CSR has a major 

impact on businesses, organizations, and associations that follow the direction of development; as a 

result, CSR also has a major impact on the business environment and society. Therefore, when 

adopted as a corporate strategy, CSR allows organizations to self-regulate actions that affect 

stakeholders, including the general public. 

It is important to understand stakeholders’ expectations and align company activities with their 

interests. In this way, CSR provides benefits to all parties. CSR serves as an indirect means of 

communication to strengthen brand image, positive impressions make it easier for customers to 

recognize the brand (Zhang., et al. 2014). According to [12]. Corporate Social Responsibility CSR is 

not only a social activity, but also a tool to increase positive customer perception of a brand. CSR 

activities can help create a positive image in the minds of customers, which ultimately strengthens 

brand equity. For example, companies that care about social or environmental issues tend to be 

viewed better by their consumers. 

4.3. CSR Implementation Contribute to Strengthening Corporate Reputation in Sustainable Development? 

CSR disclosure has been shown to have a significant impact on public perception. Transparent, 

accurate, and relevant CSR literacy helps companies build a positive image in the eyes of the public, 

especially on social and environmental issues that are of primary concern to stakeholders. Research 

conducted by Cabrera-Luján et al. (2023) shows that corporate reputation is the factor that contributes 
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most to user retention. These findings highlight the importance of considering corporate reputation 

as a factor that influences user retention and confirm that a reputation based on credible CSR practices 

can support long-term business sustainability. 

The role of business in society has undergone major changes over the past few decades. The role 

of business is no longer limited to generating profits, but also to giving back a portion of those profits 

to society. CSR is an organization’s effort to improve socio-economic welfare above and beyond the 

motive of seeking profit, and companies that are socially responsible and serve the best interests of 

all their stakeholders will be better able to survive in the long term (Pradhan, 2016). In line with 

Epstein (2008), CSR that is oriented towards transparency, community involvement, product value, 

employment practices, and environmental protection not only strengthens the company’s reputation 

but also supports sustainable development goals (SDGs). 

Corporate transparency, manifested through information disclosure, enables stakeholders to 

make more rational decisions (Baraibar-Diez & Sotorrío, 2018). Companies that openly disclose their 

CSR policies, activities, and impacts demonstrate increased public trust. Data-driven annual 

sustainability reports demonstrate a company’s commitment to supporting the sustainable 

development agenda, such as reducing carbon footprints, social inclusion, and ethical governance. 

Disclosure through digital media—websites, social media, and interactive platforms—extends 

the reach of CSR information to a wider audience. The right CSR communication strategy can 

strengthen a company’s reputation both proactively and defensively (Bashir, 2022). In the context of 

sustainable development, digital communication allows companies to demonstrate their tangible 

contributions to global issues, such as climate change (SDG 13), gender equality (SDG 5), or 

responsible consumption and production (SDG 12). Thus, corporate reputation is not only 

understood as a commercial image, but also as social legitimacy that is closely related to a 

commitment to sustainability. 

Strategic reputation management is key to maximizing the impact of CSR on corporate 

reputation (CR), which ultimately increases the company’s profitability while strengthening its social 

legitimacy. Effective CSR communication helps companies influence stakeholder perceptions, foster 

better relationships, and ensure business continuity in the future. CSR planning that is aligned with 

the principles of sustainable development makes a company’s reputation more credible and long-

term oriented (Dai & Reich, 2022). 

Overall, the results of this study confirm that CSR implementation not only contributes to 

improving the company’s reputation in a narrow sense but also within the framework of sustainable 

development. Companies that are able to integrate sustainability values into their CSR strategies will 

be more trusted, valued, and have a strong reputation in facing global challenges. Previous literature 

(Burke et al., 2018; González-Rodríguez et al., 2019; Grover et al., 2019; Javed et al., 2020; Kowalczyk 

& Kucharska, 2020; Lloyd-Smith & An, 2019) also reinforces that a good social reputation through 

sustainable CSR is a strategic asset for companies in establishing harmonious relationships with the 

community and supporting long-term business sustainability. 

4.4. Influence on Perception of Social Issues 

Stojanovic., et al.l (2021) wrote that corporate reputation is the main motivator for organizations 

that want to position themselves as social agents where companies are responsible for all groups in 

society, including workers, customers, suppliers, and the communities in which they operate. In 

today’s business world, as stated by [42], the success of an organization depends heavily on strong 

relationships with key stakeholders. CSR has become an effective strategic tool to build and 

strengthen these relationships because it influences the behavior and engagement of stakeholders 

and customers. Therefore, it is important for companies to design CSR strategy planning that is 

aligned with stakeholder expectations in order to help raise public awareness of the importance of 

sustainability. Companies that report contributions to social issues, such as education, health, and 

poverty alleviation, are more likely to be viewed as entities that care about public welfare. For 
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example, CSR disclosures related to scholarship programs or the construction of health facilities 

increase positive perceptions. 

4.5. Influence on Perception of Environmental Issues 

Excessive exploitation of natural resources has caused global environmental damage, both in 

densely populated areas and in remote areas, which has a major impact on environmental and social 

aspects. In this case, environmental-based CSR is a key strategy for companies to build an image as 

an organization that cares about environmental sustainability. In the modern world, customers are 

increasingly aware of global issues and are pursuing a sustainable life. Therefore, it is easier for 

companies to gain their trust through CSR initiatives. Disclosure of environmental programs, such 

as the use of renewable energy, waste management, and carbon emission reduction, creates a 

company’s image as an entity that cares about sustainability [12]. CSR not only functions as a form 

of corporate self-regulation to support economic development, but also plays a role in addressing 

social and environmental issues. One of the strategic steps is green production [18]. 

5. Conclusions 

This study shows that Corporate Social Responsibility (CSR) plays an important role in building 

and enhancing corporate reputation in various industries. CSR is not only about fulfilling social and 

environmental responsibilities, but also a strategic tool to create positive relationships with 

stakeholders, strengthen corporate image, and increase customer loyalty. 

The proper implementation of CSR, including planning strategies, relevant program 

implementation, and transparent closing through social media and other digital platforms, has been 

proven to have a significant impact on public perception. Companies that are proactive in social and 

environmental issues tend to be viewed more positively by consumers, investors, and the general 

public. 

The impact of CSR on corporate reputation varies across sectors. For example, in the service 

sector, CSR focuses on social empowerment, while in the energy and mining industry, CSR is more 

related to environmental restoration and empowerment of affected communities. Disclosure of CSR 

through mass and digital media is also key to expanding the reach of messages and creating better 

public perception. 
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