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Abstract: In today’s corporate world, Corporate Social Responsibility (CSR) is 
becoming a significant field of study for all businesses as its notion has increased 
attention of both academics and practitioners. Secondary sources of data are utilized 
using document analysis method to understand the relationship between Corporate 
Social Responsibility (CSR) and corporate reputation (CR). Five papers are selected 
from Science Direct which covers the time frame of 2012 until 2017. Evidence 
indicates that there is a positive, direct and significant relationship between CSR and 
CR. This paper contributes to the understanding of interrelations between CSR and 
CR. Practitioners can use the result of this study as a foothold to strengthen the 
integration of CSR and take advantage of synergies between CSR and CR. The value 
of paper resides in making this rather under-researched literature on the relationship 
between CSR and CR be more accessible for both scholars and practitioners. 
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Introduction 
 

In the era of globalization, corporations often earn an economic profit that can contribute to the society (Jones 

et al., 2017). However, at the same time corporations cause environmental damage which society will often 

suffer due to the unethical actions were taken by the corporations. Along with the increase in the unethical 

and irresponsible behavior of corporations, Corporate Social Responsibility (CSR) is gaining popularity in the 

21st century and receiving high attention from both academics to practitioners across the world. CSR is not 

only focusing on doing the right business but also emphasizes on doing the business responsibly in the dynamic 

environment where the opportunities and threats exist. Some corporations perceived CSR as an essential tool 

to improve their corporate reputation (Zhou et al., 2012). Nowadays, it is a well-recognized fact that 

corporations cannot ignore CSR as it ensures sustainability for the long-term in its market and industry. Thus, 

CSR is becoming a catchphrase of the new millennium in the corporate world as companies that are involved 

in CSR strive to meet the expectations of stakeholders (Asmeri et al., 2017).  

In a highly competitive business environment, financial success has become a benchmark for 

corporations in measuring a successful business (Honggowati et al., 2017). It has been illustrated that new 
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strategies are requested from the corporation to demonstrate their ethical standards when the traditional 

foundations of business ethics fail. CSR has become a fundamental corporate issue to build Corporate 

Reputation (CR) over time, Maden et al. (2012) argued that corporation is competing in reputational status to 

meet the expectation from multiple groups of stakeholders as stakeholders make decision mainly based on the 

organization’s reputational status.  

Corporations that can implement good CSR strategy may result in good CR. Furthermore, some scholars 

argued that the effects of CR can result in the positive behavioral outcome of multiple groups of stakeholders 

that can contribute to the better performance of the corporation. Thus, the corporation should not only take 

account of the interests of shareholders but also consider all stakeholders’ interests. 

Although reputation is an intangible benefit, research universally demonstrated that good CR is capable 

to provide a sustained competitive advantage and increase corporate’s worth (Asemah et al., 2013). By having 

a good CR among its major stakeholders such as suppliers, largest customers or opinion leaders in the business 

community, a corporation can achieve its objectives more easily and efficiently than others competitors within 

the same industry.  

However, there is much research conducted to analyze the reasons and importance of CSR. Nonetheless, 

the stream of academic research focused on exploring and clarifying the relationship between CSR activities 

and CR from the theoretical framework is still relatively small. Thus, the focus of this study is on the relationship 

between CSR and CR from a theoretical framework perspective. The study carefully explores whether the CSR 

is linked to the CR by providing contrasting arguments of theories and empirical evidence.  

CSR is a topic that is increasingly capturing people’s imagination and interest in the business world 

(Gunardi et al., 2016). Unfortunately, there is no consensus definition of CSR as it has suffered contradiction 

and numerous characterizations (Garriga & Melé, 2004). The CSR concept began in the 1920s but failed to 

become a concerning topic amongst the business leaders due to the World War II and Great Depression. Nijhof 

& Jeurissen (2010) stated that CSR found itself in the spotlight in the 1950s when an article published in the 

Harvard Business Review from the chairman of Standard Oil of New Jersey, Frank Abrams who stated that 

businesses must conduct corporations’ affairs in a workable balance and equitable manner.  

CSR has become a major research topic from 1950 onwards, and thus a wide variety of definitions and 

connotations exist. For instance, the prominent and earliest definition of CSR was from Howard Bowen. He 

advocates that people in business must make decisions which are favorable regarding the objectives and values 

of society (Hamidu et al., 2015). Another definition of CSR is the World Business Council for Sustainable 

Development who define CSR as the commitment of the corporations to behave morally and contribute to the 

development of country’s economy while increasing the life quality of the communities and workforce at large 

(Mukasa et al., 2015).  

According to the Journal of International Social Research which stated that CSR means strategies of the 

company to conduct business which beneficial to community in a society friendly and ethical way (Ismail, 2009). 

However, following the definition from European Commission, CSR is defined as the voluntary integration of 

social as well as environmental concerns in the daily business operations of the corporation and the interaction 

with their stakeholders (Benoit‐Moreau & Parguel, 2011). Horrigan (2010) argued that there be no widespread 

definition of CSR as it is a very controversial topic which contains a high level of ambiguity. Indeed, CSR 

comprises some corporate activities that take account of social, environmental and ethical responsibilities.  

Carroll proposed a four-part definition of CSR in term of responsibilities in 1979. There are four types of 

responsibilities that included economic responsibilities, legal responsibilities, ethical responsibilities and 

philanthropic responsibilities. Carroll (1979) argued that corporations willing to engage in Corporate Social 

Performance (CSP) must have basic knowledge regarding CSR’s definition, understand the social 

responsibility’s issues that existed as well as have a specification of the philosophy of responsiveness toward 
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the particular issue. However, Carroll revised his four-part definition of CSR in 1991 (Carroll, 1991). He provided 

some significant meaning for the debate that if the CSR’s definition is adequately addressed, the entire scope 

of responsibility in a pyramid construct that the corporations are required to perform. According to this 

pyramid, the basic foundation consists of economic responsibilities while the apex is philanthropic 

responsibilities.  

In addition to legal responsibilities, society demand corporations to conduct their business ethically. 

Ethical responsibilities state that corporations are required to obey the moral principles of right or wrong 

behavior in the society. Carroll (1991) advocates the corporations need to perform in a right manner which is 

consistent with the ethical norms and societal expectations. Some scholars argued that laws and regulations 

be compulsory for the CSR’s fulfilment (De Schutter, 2008).   

 

Methods  
 

The author employs secondary source and systematically reviews past literature that covered both CSR and CR 

with no date exclusions to understand how the literature explains the relationship between CSR and CR. 

Furthermore, a total of 5 articles were selected mainly from Science Direct which covered the time frame of 

2012 until 2017 to confirm that this research topic is relatively new and under-researched. On the other hand, 

in-depth readings of these main articles revealed the theories applied to understand the relationship between 

CSR and CR as well as how CSR is capable of building CR. Empirical evidence was also used to prove such 

relationship. Theoretical approaches were used to explain the relationship between CSR and CR. 

 

Results and Discussion 
 

An effective CSR requires careful and intensive investment on the part of the corporation (Polonsky & Jevons, 

2009). Corporation not only required to engage CSR activities in a socially responsible way, but they also need 

to understand how their stakeholders perceived their activities. Nijhof & Jeurissen (2010) stated that to embed 

CSR into a corporation, it is essential to combine this direction with economic constraints, to personal and 

collective ethical values, and to incorporate these values into business decision making. 

Moreover, long-term commitment to CSR activities required senior management support, taking into 

account the salient issues of various stakeholder groups in the various markets (Polonsky & Jevons, 2009). 

(Šontaitė-Petkevičienė, 2015) also argued that corporation must have sufficient resources to support CSR 

activities and measure performance. These resources are also essential for changes in the CSR underlying 

issues, changes in expectations of stakeholder groups and effective monitoring development of corporate 

activities. Thus, it is required for effective communication between all of this, whether it be in annual reports, 

advertising or ongoing stakeholder dialogue. 

As discussed in the previous section which had mentioned that Carroll (1999) suggest that corporation 

must take consideration of economic, legal, ethical and philanthropic activities to be a socially responsible 

corporation. Epstein (2008) highlight that there are nine areas that CSR must be concentrated that included 

governance, ethics, financial return, transparency, employment practices, environmental protection, business 

relationship, community involvement and product value. However, according to the Salmones et al. (2005), the 

dimensions of CSR are ethical-legal, economic as well as philanthropic responsibility.   

Past literature lacks a common and precise definition of “reputation” construct because both academic 

and scholar adopt it differently or even contradictory definition among them (Barnett et al., 2006). Dowling 

(2004) argued that CR be an overall rating that indicates the impression of people toward the business of the 

particular corporation. Fombrun (1996) argued that CR concerns to the corporation’s perceptual 
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representation of the past, present and prospects that define the general appeal of the corporation to the 

stakeholders. On the other hand, George et al. (2012) demonstrated that CR could be directly related to the 

identity of the corporation and it is interpreted as the corporation’s values, ethos, goals that can create a sense 

of belonging to the stakeholder groups. 

However, the CR concept also has been defined in various disciplines. For instance, in economics, CR is 

illustrated as the reflection of the corporation’s past activities that can provide a signal about its probable 

future actions to its stakeholders (Davies et al., 2003). In strategic management, Smaiziene & Jucevicius (2009) 

claim that CR is defined as collective impression about a corporation’s derived from its multiple stakeholders 

and viewed as an intangible asset which is hard to imitate. In the sociology discipline, CR is considered as a 

phenomenon that represents the collective agreement regarding the relevant public knowledge about an 

actor (Shamma & Hassan, 2009). While in the discipline of marketing such as marketing relationship and 

marketing strategy, reputation is demonstrated as a motivation that can attract consumers, influence buying-

selling process as well as it is often viewed as the corporate associations that individuals establish with the 

corporation’s name (Davies et al., 2003).  

An integrative definition of reputation was constructed by defining it as corporates collective 

presentation of past result of their action that describes the corporation’s ability to deliver various 

stakeholders (Fombrun & Riel, 1997). CR determines the relative position of corporation both externally with 

its stakeholders and internally with its employees within its competitive and industrial environments. Mukasa 

et al. (2015) stated that one of the foundations of reputation is the perceptions of the stakeholders about the 

corporation. Therefore, CR depends on the ability of a corporation to satisfy as well as meet their stakeholders’ 

expectations about a particular attribute.  

One of the valued intangible assets of a corporation is its reputation. The confidence and the trust of the 

stakeholders can have a profound and direct influence on the bottom line of a corporation. The increasing 

pressure from multiple groups of stakeholders such as employees, consumers, investors and society can drive 

corporations to behave ethically and socially responsible which can be noticed in the present business 

environment. Under such phenomena, Danciu (2016) found that CR is becoming more important than ever for 

every business to remain competitive.  

The way that the corporation operates their business and the actions were taken by the corporation can 

affect CR. Thus, CR becomes a factor of trust towards the corporation as it can serve as a guarantee of quality, 

content, process as well as products and services. However, the social, economic and environmental 

performance of corporation is an important driver of CR. Corporations are encouraged to engage in activities 

or programs aimed at improving the life quality and well-being of communities to build and enhance their 

positive reputation, all these being known as CSR. Therefore, Fombrun & Shanley (1990) assert that CR is one 

of the important aspects that moves along with CSR.  

Grounded in stakeholder theory, Freeman argued that corporation should not only consider the interest 

of shareholders but also take account of stakeholder’s interest (Stieb, 2009); (Rokhmawati et al., 2017). The 

stakeholders can be defined as any group or individual who can affect or affected by the decision of the 

corporation (Laplume et al., 2008); (Rokhmawati & Gunardi, 2017). Any corporation’s success lies in the extent 

to which the corporation is capable of handling and dealing relationship with its stakeholders. According to the 

systematic review of Walker (2010) on CR, theories those are most commonly applied are an institutional 

theory, signaling theory and resource-based view.   

Drawing on institutional theory in the reputation studies, Deephouse & Carter (2005) argued that this 

theory be used to shed light on how corporation gain their cultural support and legitimacy in their institutional 

environments to build CR. Furthermore, Rindova & Fombrun (1999) found that reputation can result from 

social influence and information exchanges among interaction of various parties within corporation context. 
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For instance, many scholars suggested that the essential ingredient to building the relationship with 

stakeholder is mainly through communication. Coebergh (2011) argued that corporation has the responsibility 

to engage with stakeholders because they hold power to affect the achievement and outcome of the 

corporation. van Riel (2000) observed that corporation could create understanding, awareness and 

appreciation for its strategic goal via communication, ideally resulted in satisfaction of interest for both 

corporations as well as the environment which transforms into CR. Public awareness to preserve the 

environment can be achieved through enforcing regulatory requirements (Khoiruman & Haryanto, 2017).  

With a different focus, another theory used in the reputational studies is signaling theory. Signaling 

theory explain how the corporation’s strategic actions and choices can provide signals, which in turn used by 

multiple groups of stakeholders to build corporate’s impression (Basdeo et al., 2006). For instance, Thorne et 

al. (2014) stated that one of the signaling means is CSR disclosure, where the corporation willing to disclose 

more information about CSR than mandatory required by laws and regulations to signal that they are much 

better than others. Toms (2002) found that disclosing, monitoring and implementing environmental policies 

and corporation’s disclosure in their annual report potentially contribute to the creation of CR on 

environmental aspect. Thus, signaling theory is particularly instrumental in how reputation can be influenced 

by a corporate social performance that highlights the CSR of corporations (Walker, 2010).  

Moreover, the next theory which has been incorporated into reputation studies is a resource-based 

theory (Maden et al., 2012). Branco & Rodrigues (2006) suggest that resource-based theory is used to 

understand the reason behind the engagement of corporation in CSR disclosure and activities. Maden et al. 

(2012) argued that this theory is taking a resource-based view that considers reputation as a rare and valuable 

resource which can provide a sustained competitive advantage. From the resource-based perspective, CSR can 

provide internal as well as external benefits or both. By engaging in CSR activities, a corporation can gain CR as 

external benefits, and they can attract better employees or increase morale, motivation, loyalty or 

commitment of current employees (Branco & Rodrigues, 2006).   

Khan et al. (2013) indicated that there is a positive relationship between CSR and CR. Besides, Šontaitė-

Petkevičienė (2015) also proves that both CSR and CR are positively correlated. For instance, Husted & Allen 

(2007) suggest that CSR value positively affect the reputation of the corporation through CSR activities such 

as building products awareness in customer and various groups of stakeholders. Roberts (2003) mentioned 

that good reputation could increase the corporation’s value on how it acts and states while poor reputation 

significantly depreciates the products and services’ value of a corporation. Indeed, Husted & Allen (2007) 

highlighted that good CR is difficult to replicate which can potentially create value for the corporation. Aksak 

et al. (2016) demonstrated that there is a strong link between CSR and CR based on the public relations 

perspectives and thus CSR is argued to be an important component of CR. 

Several scholars have investigated the outcome and result of the CSR. CR can be considered as a relevant 

outcome of CSR as enhancing CR can act as an extrinsic motivation for corporations to engage in CSR activities 

(Maden et al., 2012). Mukasa et al. (2015) pointed out that continued participation of stakeholder incorporation’ 

activities of CSR can produce positive reputation results. This argument is supported by Brammer & Millington 

(2004) who found that CSR is the main component of CR that can build the goodwill and trust among the 

stakeholder groups. Also, CSR activities can affect the purchasing decision made by the consumers. Castaldo 

et al. (2009) reported that several surveys found customers are affected by the corporation’s CSR activities 

when choosing products or services. According to the Park et al. (2014), philanthropic and ethical CSR activities 

may foster and create customers’ belief that corporations care about the well-being of society and adheres to 

high ethical standards which resulted on positive CR in consumer’s assessment.  

However, Aksak et al. (2016) argued that there be an inconsistency between CSR and CR. Hansen et al. 

(2008) found that positive CR potentially increases consumer purchase intention and their perceived value by 
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leading consumers that the benefit of the purchased products and services are comparatively good. 

Additionally, consumers feel highly satisfied with the product they purchased or service they received as 

consumers infer higher quality or value from good reputation corporation (Walsh & Beatty, 2007). According 

to Walsh et al. (2006), consumer’s loyalty to the corporation can be increased through good CR. Furthermore, 

Cable & Turban (2003) demonstrated that an affiliation with a reputable corporation enhances the self-esteem 

of employees and Helm (2011) agreed that this positively affects the social identity of employees as well as 

increases job satisfaction of them. Meanwhile, employees feel more committed to their corporation when they 

are affiliated with a more prestigious corporation Helm (2007). Moreover, the findings of Srivastava et al. (1997) 

show that potential or current investors perceived a well reputable corporation as a less risky investment than 

a corporation which provides an equivalent financial performance but with less favorable reputation. 

Research on the relationship between CSR and CR has evolved to include empirical evidence to test the 

reliability of the connection which CSR positively affects CR. Navarro (1988) argued that CSR activity including 

charitable contributions enhance CR among its stakeholders. Moreover, Lev et al. (2010) demonstrated that 

investing in charity resulted in positive CR and goodwill with key stakeholders. According to the study on eBay 

sellers conducted by Elfenbein & McManus (2010) found that charity-linked products are more preferred by 

consumers which bringing benefit to the particular corporation. Also, Wartick & Cochran (1985) argued that CR 

has a positive association with the rate of charitable donations.  

On the other hand, Mukasa et al. (2015) investigated Korean firms which found that a fundamental 

element of CSR in the assessment of corporation’s attractiveness is its environmental activities which include 

the reduction in toxic emissions. Implementation of CSR strategies in term of toxic reduction can improve CR 

as increasing expectations of stakeholders’ interest in surrounding environment where the business operates 

can put pressure on the environmental responsibility of corporation (Oeyono et al., 2011).  

In Pakistan, CSR is at initial stages where many corporations are starting to become aware of the 

phenomenon. Yawar (2009) indicated that more than 60% of Pakistan’s corporation has contributed to the 

community development, donations and charity for the religious or humanitarian purpose. Besides, Ali et al. 

(2010) argued that most of the corporations in Pakistan have conducted the CSR activities because of the 

immense competition and globalization. Therefore, socially and environmentally responsive corporation have 

been regularly awarded in Pakistan which in turn improve their CR (Khan et al., 2013). 

 

Conclusion 
 

Corporate Social Responsibility it is a way for a corporation to show their responsible attitude towards the 

social, economic as well as environmental around the world. The corporation will not only benefit themselves 

from engaging in the CSR activities while it also benefits the whole society. It is crucial for a corporation to 

recognize how their CSR activities can build a reputation. This study concludes that CSR is one of the important 

drivers for CR as the findings indicate that there is a positive relationship between CSR and CR. Institutional, 

signaling and resource-based theories are used to provide a deeper understanding of the relationship between 

CSR and CR. The study has found the behavioral outcome of multiple groups of stakeholders. Good reputation 

of corporation signals its reliability in all market transactions, and such a good CR enhances not only the loyalty 

intentions but also the levels of commitment which subsequently building a positive worth-of-mouth. This 

study is limited to the theoretical discussion, and limited amount of empirical evidence are discussed that 

validate of the relationship between CSR and CR. Despite theoretical approaches and some empirical evidence 

are carefully established and explained, this study omitted some variable issues that should not bias study 

results significantly. Some new lines of future study are proposed to overcome these limitations. Future studies 
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could explore variable issues to extend the theoretical framework of this study. Lastly, new research on this 

topic could contribute in explaining the contradictory findings in past literature. 

 

References 
 

Aksak, E. O., Ferguson, M. A., & Duman, S. A. (2016). Corporate Social Responsibility and CSR Fit as Predictors 

of Corporate Reputation: A Global Perspective. Public Relations Review, 42(1), 79–81. 

http://doi.org/10.1016/j.pubrev.2015.11.004 

Ali, I., Rehman, K. U., Yilmaz, A. K., Nazir, S., & Ali, J. F. (2010). Effects of Corporate Social Responsibility on 

Consumer Retention in Cellular Industry of Pakistan. African Journal of Business Management, 4(4), 475–

485. 

Asemah, E. S., Okpanachi, R. A., & Edegoh, L. O. N. (2013). Business Advantages of Corporate Social 

Responsibility Practice: A Critical Review. New Media and Mass Communication, 18, 45–54. 

Asmeri, R., Alvionita, T., & Gunardi, A. (2017). CSR Disclosures in the Mining Industry: Empirical Evidence from 

Listed Mining Firms in Indonesia. Indonesian Journal of Sustainability Accounting and Management, 1(1), 16–

22. http://doi.org/10.28992/ijsam.v1i1.23 

Barnett, M. L., Jermier, J. M., & Lafferty, B. A. (2006). Corporate Reputation: The Definitional Landscape. 

Corporate Reputation Review, 9(1), 26–38. http://doi.org/10.1057/palgrave.crr.1550012 

Basdeo, D. K., Smith, K. G., Grimm, C. M., Rindova, V. P., & Derfus, P. J. (2006). The Impact of Market Actions 

on Firm Reputation. Strategic Management Journal, 27(12), 1205–1219. http://doi.org/10.1002/smj.556 

Benoit‐Moreau, F., & Parguel, B. (2011). Building Brand Equity with Environmental Communication: An Empirical 

Investigation in France. EuroMed Journal of Business, 6(1), 100–116. 

http://doi.org/10.1108/14502191111130334 

Brammer, S., & Millington, A. (2004). The Development of Corporate Charitable Contributions in the UK: A 

Stakeholder Analysis. Journal of Management Studies, 41(8), 1411–1434. http://doi.org/10.1111/j.1467-

6486.2004.00480.x 

Branco, M. C., & Rodrigues, L. L. (2006). Corporate Social Responsibility and Resource-Based Perspectives. 

Journal of Business Ethics, 69(2), 111–132. http://doi.org/10.1007/s10551-006-9071-z 

Cable, D. M., & Turban, D. B. (2003). The Value of Organizational Reputation in the Recruitment Context: A 

Brand-Equity Perspective. Journal of Applied Social Psychology, 33(11), 2244–2266. 

http://doi.org/10.1111/j.1559-1816.2003.tb01883.x 

Carroll, A. B. (1979). A Three-Dimensional Conceptual Model of Corporate Performance. Academy of 

Management Review, 4(4), 497–505. 

Carroll, A. B. (1991). The Pyramid of Corporate Social Responsibility: Toward the Moral Management of 

Organizational Stakeholders. Business Horizons, 34(4), 39–48. http://doi.org/10.1016/0007-6813(91)90005-

G 

Carroll, A. B. (1999). Corporate Social Responsibility: Evolution of a Definitional Construct. Business & Society, 

38(3), 268–295. http://doi.org/10.1177/000765039903800303 

Castaldo, S., Perrini, F., Misani, N., & Tencati, A. (2009). The Missing Link Between Corporate Social 

Responsibility and Consumer Trust: The Case of Fair Trade Products. Journal of Business Ethics, 84(1), 1–15. 

http://doi.org/10.1007/s10551-008-9669-4 

Coebergh, P. H. (2011). Voluntary Disclosure of Corporate Strategy: Determinants and Outcomes - An Empirical 

Study into the Risks and Payoffs of Communicating Corporate Strategy. SSRN Electronic Journal. 

http://doi.org/10.2139/ssrn.1965029 

 



 Theoretical Linkage between Corporate Social Responsibility and Corporate Reputation 87 

Danciu, V. (2016). Corporate Reputation: How it Works for Company’s Performance. Romanian Economic 

Journal, 19(62), 25–52. 

Davies, G., Chun, R., Silva, R. V. Da, & Roper, S. (2003). Corporate Reputation and Competitiveness. Corporate 

Communications: An International Journal, 8(2), 148–149. http://doi.org/10.1108/ccij.2003.8.2.148.1 

De Schutter, O. (2008). Corporate Social Responsibility European Style. European Law Journal, 14(2), 203–236. 

http://doi.org/10.1111/j.1468-0386.2007.00411.x 

Deephouse, D. L., & Carter, S. M. (2005). An Examination of Differences Between Organizational Legitimacy 

and Organizational Reputation. Journal of Management Studies, 42(2), 329–360. 

http://doi.org/10.1111/j.1467-6486.2005.00499.x 

Dowling, G. R. (2004). Corporate Reputations: Should You Compete on Yours? California Management Review, 

46(3), 19–36. http://doi.org/10.2307/41166219 

Elfenbein, D. W., & McManus, B. (2010). A Greater Price for a Greater Good? Evidence that Consumers Pay More 

for Charity-Linked Products. American Economic Journal: Economic Policy, 2(2), 28–60. 

Epstein, M. J. (2008). Making Sustainability Work: Best Practices in Managing and Measuring Corporate Social, 

Environmental, and Economic Impacts. San Francisco: Berrett-Koehler Publishers. 

Fombrun, C. J. (1996). Reputation: Realizing Value from the Corporate Image. Boston: Harvard Business School 

Press. 

Fombrun, C., & Riel, C. Van. (1997). The Reputational Landscape. Corporate Reputation Review, 1(1–2), 5–13. 

Fombrun, C., & Shanley, M. (1990). What’s in a Name? Reputation Building and Corporate Strategy. Academy of 

Management Journal, 33(2), 233–258. 

Garriga, E., & Melé, D. (2004). Corporate Social Responsibility Theories: Mapping the Territory. Journal of 

Business Ethics, 53(1/2), 51–71. http://doi.org/10.1023/B:BUSI.0000039399.90587.34 

George, O. J., Owoyemi, O., & Onakala, U. (2012). Theorising the Concept of Organisational Artefacts: How It 

Enhances the Development of Corporate/Organisational Identity. International Journal of Business 

Administration, 3(4), 37–43. http://doi.org/10.5430/ijba.v3n4p37 

Gunardi, A., Febrian, E., & Herwany, A. (2016). The implication of firm-specific characteristics on disclosure: the 

case of Indonesia. International Journal of Monetary Economics and Finance, 9(4), 379–387. 

http://doi.org/10.1504/IJMEF.2016.080080 

Hamidu, A. A., Haron, H. M., & Amran, A. (2015). Corporate Social Responsibility: A Review on Definitions, Core 

Characteristics and Theoretical Perspectives. Mediterranean Journal of Social Sciences, 6(4), 83–95. 

http://doi.org/10.5901/mjss.2015.v6n4p83 

Hansen, H., Samuelsen, B. M., & Silseth, P. R. (2008). Customer Perceived Value In B-t-B Service Relationships: 

Investigating the Importance of Corporate Reputation. Industrial Marketing Management, 37(2), 206–217. 

http://doi.org/10.1016/j.indmarman.2006.09.001 

Helm, S. (2007). One Reputation or Many? Comparing Stakeholders’ Perceptions of Corporate Reputation. 

Corporate Communications: An International Journal, 12(3), 238–254. 

http://doi.org/10.1108/13563280710776842 

Helm, S. (2011). Employees’ Awareness of Their Impact on Corporate Reputation. Journal of Business Research, 

64(7), 657–663. http://doi.org/10.1016/j.jbusres.2010.09.001 

Honggowati, S., Rahmawati, R., Aryani, Y. A., & Probohudono, A. N. (2017). Corporate Governance and Strategic 

Management Accounting Disclosure. Indonesian Journal of Sustainability Accounting and Management, 

1(1), 23–30. http://doi.org/10.28992/ijsam.v1i1.24 

Horrigan, B. (2010). Corporate Social Responsibility in the 21st Century: Debates, Models and Practices Across 

Government, Law and Business. Cheltenham: Edward Elgar Publishing Limited. 

 



88 Hasan and Yun  

Husted, B. W., & Allen, D. B. (2007). Strategic Corporate Social Responsibility and Value Creation among Large 

Firms: Lessons from the Spanish Experience. Long Range Planning, 40(6), 594–610. 

Ismail, M. (2009). Corporate Social Responsibility and Its Role in Community Development: An International 

Perspective. Journal of International Social Research, 2(9), 199–209. 

Jones, P., Wynn, M., Hillier, D., & Comfort, D. (2017). The Sustainable Development Goals and Information and 

Communication Technologies. Indonesian Journal of Sustainability Accounting and Management, 1(1), 1–15. 

http://doi.org/10.28992/ijsam.v1i1.22 

Khan, M., Majid, A., Yasir, M., & Arshad, M. (2013). Corporate Social Responsibility and Corporate Reputation: 

A Case of Cement Industry in Pakistan. Interdisciplinary Journal of Contemporary Research in Business, 5(1), 

843–857. 

Khoiruman, M., & Haryanto, A. T. (2017). Green Purchasing Behavior Analysis of Government Policy About Paid 

Plastic Bags. Indonesian Journal of Sustainability Accounting and Management, 1(1), 31–39. 

http://doi.org/10.28992/ijsam.v1i1.25 

Laplume, A. O., Sonpar, K., & Litz, R. A. (2008). Stakeholder Theory: Reviewing a Theory That Moves Us. Journal 

of Management, 34(6), 1152–1189. http://doi.org/10.1177/0149206308324322 

Lev, B., Petrovits, C., & Radhakrishnan, S. (2010). Is Doing Good Good for You? How Corporate Charitable 

Contributions Enhance Revenue Growth. Strategic Management Journal, 31(2), 182–200. 

http://doi.org/10.1002/smj.810 

Maden, C., Arıkan, E., Telci, E. E., & Kantur, D. (2012). Linking Corporate Social Responsibility to Corporate 

Reputation: A Study on Understanding Behavioral Consequences. Procedia - Social and Behavioral Sciences, 

58, 655–664. http://doi.org/10.1016/j.sbspro.2012.09.1043 

Mukasa, K. D., Lim, H., & Kim, K. (2015). How Do Corporate Social Responsibility Activities Influence Corporate 

Reputation? Evidence from Korean Firms. Journal of Applied Business Research, 31(2), 383–396. 

http://doi.org/10.19030/jabr.v31i2.9119 

Navarro, P. (1988). Why Do Corporations Give to Charity? Journal of Business, 61(1), 65–93. 

Nijhof, A. H. J., & Jeurissen, R. J. M. (2010). The Glass Ceiling of Corporate Social Responsibility: Consequences 

of A Business Case Approach Towards CSR. International Journal of Sociology and Social Policy, 30(11/12), 

618–631. 

Oeyono, J., Samy, M., & Bampton, R. (2011). An Examination of Corporate Social Responsibility and Financial 

Performance: A Study of The Top 50 Indonesian Listed Corporations. Journal of Global Responsibility, 2(1), 

100–112. http://doi.org/10.1108/20412561111128555 

Park, J., Lee, H., & Kim, C. (2014). Corporate Social Responsibilities, Consumer Trust and Corporate Reputation: 

South Korean Consumers’ Perspectives. Journal of Business Research, 67(3), 295–302. 

http://doi.org/10.1016/j.jbusres.2013.05.016 

Polonsky, M., & Jevons, C. (2009). Global Branding and Strategic CSR: An Overview of Three Types of 

Complexity. International Marketing Review, 26(3), 327–347. http://doi.org/10.1108/02651330910960816 

Rindova, V. P., & Fombrun, C. J. (1999). Constructing Competitive Advantage: The Role of Firm–Constituent 

Interactions. Strategic Management Journal, 20(8), 691–710. http://doi.org/10.1002/(SICI)1097-

0266(199908)20:8<691::AID-SMJ48>3.0.CO;2-1 

Roberts, S. (2003). Supply Chain Specific? Understanding the Patchy Success of Ethical Sourcing Initiatives. 

Journal of Business Ethics, 44(2–3), 159–170. http://doi.org/10.1023/A:1023395631811 

Rokhmawati, A., & Gunardi, A. (2017). Is going green good for profit? Empirical evidence from listed 

manufacturing firms in Indonesia. International Journal of Energy Economics and Policy, 7(4), 181–192. 

 

 



 Theoretical Linkage between Corporate Social Responsibility and Corporate Reputation 89 

Rokhmawati, A., Gunardi, A., & Rossi, M. (2017). How Powerful is Your Customers’ Reaction to Carbon 

Performance? Linking Carbon and Firm Financial Performance. International Journal of Energy Economics 

and Policy, 7(6), 85–95. 

Salmones, M. del M. G. de los, Crespo, A. H., & Bosque, I. R. del. (2005). Influence of Corporate Social 

Responsibility on Loyalty and Valuation of Services. Journal of Business Ethics, 61(4), 369–385. 

http://doi.org/10.1007/s10551-005-5841-2 

Shamma, H. M., & Hassan, S. S. (2009). Customer and Non‐Customer Perspectives for Examining Corporate 

Reputation. Journal of Product and Brand Management, 18(5), 326–337. 

http://doi.org/10.1108/10610420910981800 

Smaiziene, I., & Jucevicius, R. (2009). Corporate Reputation: Multidisciplinary Richness and Search for a 

Relevant Definition. Inzinerine Ekonomika-Engineering Economics, 2, 91–101. 

Šontaitė-Petkevičienė, M. (2015). CSR Reasons, Practices and Impact to Corporate Reputation. Procedia - Social 

and Behavioral Sciences, 213, 503–508. http://doi.org/10.1016/j.sbspro.2015.11.441 

Srivastava, R. K., McInish, T. H., Wood, R. A., & Capraro, A. J. (1997). How Do Reputations Affect Corporate 

Performance? The Value of Corporate Reputation: Evidence from the Equity Markets. Corporate 

Reputation Review, 1(1), 61–68. http://doi.org/10.1057/palgrave.crr.1540018 

Stieb, J. A. (2009). Assessing Freeman’s Stakeholder Theory. Journal of Business Ethics, 87(3), 401–414. 

Thorne, L., Mahoney, L. S., & Manetti, G. (2014). Motivations for Issuing Standalone CSR Reports: A Survey of 

Canadian Firms. Accounting, Auditing and Accountability Journal, 27(4), 686–714. 

http://doi.org/10.1108/AAAJ-07-2013-1393 

Toms, J. S. (2002). Firm Resources, Quality Signals and The Determinants of Corporate Environmental 

Reputation: Some UK Evidence. The British Accounting Review, 34(3), 257–282. 

http://doi.org/10.1006/bare.2002.0211 

van Riel, C. B. (2000). Corporate Communication Orchestrated by a Sustainable Corporate Story. The Expressive 

Organization. Oxford: Oxford University Press. 

Walker, K. (2010). A Systematic Review of the Corporate Reputation Literature: Definition, Measurement, and 

Theory. Corporate Reputation Review, 12(4), 357–387. http://doi.org/10.1057/crr.2009.26 

Walsh, G., & Beatty, S. E. (2007). Customer-Based Corporate Reputation of a Service Firm: Scale Development 

and Validation. Journal of the Academy of Marketing Science, 35(1), 127–143. http://doi.org/10.1007/s11747-

007-0015-7 

Walsh, G., Dinnie, K., & Wiedmann, K. (2006). How Do Corporate Reputation and Customer Satisfaction Impact 

Customer Defection? A Study of Private Energy Customers in Germany. Journal of Services Marketing, 

20(6), 412–420. http://doi.org/10.1108/08876040610691301 

Wartick, S. L., & Cochran, P. L. (1985). The Evolution of the Corporate Social Performance Model. Academy of 

Management Review, 10(4), 758–769. 

Yawar, H. M. (2009). CSR Pakistan Evolution, Rise, and Impact of Socio-Economic Development. Lahore: Capital 

Business (Pvt) Ltd. 

Zhou, S., Quan, X., & Jiang, W. (2012). Corporate Social Responsibility and Sustainable Development in China: 

Literature Review and Case Analysis. Journal of Supply Chain and Operations Management, 10(1), 54–65. 

 




