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 Corporate Social Responsibility (CSR) has become one of the most important aspects of 
business strategy, especially in today's modern era, not only focusing on achieving the 

company's financial benefits, but also on social and environmental impacts. This study 

employs a mixed-method approach, combining survey data from 120 corporate 

managers with in-depth interviews of CSR practitioners across manufacturing and 
service industries in Indonesia. The analysis uses both descriptive statistics and thematic 

coding to identify how CSR activities influence public perception. Findings indicate that 

strategic CSR programs emphasizing social awareness significantly enhance corporate 

reputation and strengthen brand equity. Furthermore, quantitative results show a positive 
correlation (r = 0.68, p < 0.01) between CSR engagement and customer trust, while 

qualitative insights reveal that transparent communication and community involvement 

serve as key mediators. These results highlight the practical implication that CSR 

initiatives should be integrated into long-term branding and stakeholder management 
strategies to sustain competitiveness in socially conscious markets. 
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INTRODUCTION  

The company's commitment to contribute to the social and environmental progress of the 

community is known as Corporate Social Responsibility (CSR). In this case, how CSR shows social 

responsibility as proof of the company's sincerity and concern for the community (Lutfia et al., 2022). 

In recent years, attention to corporate social responsibility (CSR) practices has increased. 

This is due to the many paradigm shifts in the business world that no longer only focus on 

financial achievements, but also on the social and environmental impacts of society generated by 

corporate activities. Amid increasing awareness of the importance of sustainability, companies are 

required to be more responsible to various stakeholders, including society, employees, consumers, and 

the environment (Daud et al., 2024). 

The implementation of CSR is increasingly relevant to the existence of government regulations 

that require certain companies to carry out their social responsibilities. This policy shows the 

government's commitment to encourage companies not only to focus on profit, but also to pay attention 

to social and environmental aspects in the community. This is a challenge as well as an opportunity for 

companies to integrate CSR in their business strategies (Sumiyati et al., 2023). 

In Indonesia, corporations or organizations called CSR are required by law to carry out 

corporate social responsibility (CSR); This requirement is a mandatory requirement. (Savila & Utami, 

2020). However, with the existence of legal rules or regulations implemented by the government, the 

fact is that many companies deliberately turn a blind eye or do not care about the importance and many 

benefits obtained from the implementation of CSR. 
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CSR is a crucial instrument in strengthening the reputation of organizations, industries, and 

companies in a more positive direction. This happens because organizations, industries, and companies 

can build a positive view by encouraging community participation through social responsibility (CSR) 

activities (Arifina & Darwinsyah, 2023). CSR can be implemented both internally and externally to 

ensure the smooth running of a company's or business's activities. This program supports the company's 

operations and improves its good reputation (Sutiknya & Sesario, 2021). 

In practice, the activities carried out by the company add to many conflicts between the 

company itself and the surrounding community (Cahya, 2022). Companies that build strong bonds and 

contribute to the community environment can minimize the possibility of conflict by providing desired 

results through CSR. CSR is very useful in improving a company's reputation so that it looks good and 

positive in the eyes of the public (Yusmaniarti, at al, 2023). 

However, despite the growing number of studies exploring CSR’s impact on corporate image 

and reputation, most prior research remains descriptive and lacks empirical validation of how social 

awareness mechanisms translate into measurable branding outcomes. Existing literature tends to 

generalize CSR effects without distinguishing between voluntary and regulatory-driven practices, 

leaving a gap in understanding how the quality and authenticity of CSR engagement influence corporate 

reputation across different sectors. 

This research addresses that gap by examining the relationship between CSR implementation 

and corporate reputation using an empirical mixed-method approach that integrates quantitative survey 

data and qualitative insights from CSR managers. The novelty of this study lies in its focus on social 

awareness as a mediating factor—a variable that has been overlooked in previous CSR–branding 

studies. By identifying how authentic CSR communication enhances public trust and stakeholder 

loyalty, this paper contributes both theoretically and practically to CSR-based reputation management 

models. 

Therefore, this research aims not only to describe CSR practices but to test how socially 

conscious CSR initiatives influence reputation-building processes and long-term corporate branding 

outcomes, providing actionable insights for policymakers and business strategists in Indonesia’s 

emerging market context. 

 

LITERATUR REVIEW 

Corporate Social Responsibility (CSR) 

Corporate Social Responsibility is a commitment from a business or company to be able to 

behave ethically and be able to contribute to sustainable economic development. (Mohammad Hamid, 

2020), but in theory CSR is the core of business ethics. ISO 26000 defines social responsibility as a 

form of social concern carried out by a company, which currently plays an important role in improving 

company performance (Irawan & Muarifah, 2020). 

In Law Number 40 of 2007 concerning Limited Liability Companies Article 1 number 3 it is 

stated that: "Social and Environmental Responsibility is the Company's commitment to participate in 

sustainable economic development in order to improve the quality of life and the environment that is 

beneficial, both for the Company itself, the local community, and the community in general." 

Corporate Social Responsibility (CSR) has benefits for companies, communities, and the 

government. For a company, the benefits of CSR include improving the company's reputation, 

increasing employee and consumer loyalty, as well as being a promotional medium for the company to 

build good branding. For the community, CSR contributes to improving the quality of life of the 

community with policies taken by the company that have an impact on the sustainability of a better life 

in the surrounding community. From the government's perspective, the benefits include financing 

support, facilities and infrastructure, and skills development (Khoirunnisa & Muhammad, 2022). 

CSR as a Form of Social Concern 
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Corporate Social Responsibility (CSR) is a way for companies to manage their business that 

not only focuses on the interests of the incumbent but also for others outside the company such as the 

environment, society, workers and local communities around the company. (Cahya, 2022). CSR is also 

a form of voluntary corporate commitment activity in improving the welfare of the community and the 

environment, in addition, it is not a project that requires the application of laws and regulations, such 

as the obligation to pay taxes or the company's obligation to comply with the rules of the Employment 

Agreement (Endah Masrunik, Arif Wahyudi, Redy Khoirianto, 2021). 

CSR is a form of corporate social concern for the impact of company activities on society, the 

environment and the economy. The company's social concern is reflected in how the company pays 

attention to the surrounding community, such as by providing educational facilities or scholarships for 

employees' families or the surrounding community, establishing health facilities and various other 

facilities around the company that can be directly felt by the community. 

With the implementation of CSR, the public's view of the company will be different from that 

of companies that do not implement CSR, it is also the company's effort to prioritize improving values 

in society. The company achieves social sustainability by supporting public health work, respecting 

human rights, regional development of the country and healthy competition (Juri & Sailawati, 2020) 

Company Reputation 

A company's reputation is a common perception that various stakeholders, including customers, 

clients, employees, investors, and the general public, have about the company. This perception is 

formed from various factors, such as company performance, products and services offered, company 

behavior, and the company's commitment to social responsibility. In simple terms, reputation can be 

defined as an assessment of a company by various interested parties (Cardila: 2023) 

According to Afdhal, in the journal Roy Marthin Tarigan, the company's reputation is an 

intangible asset. The state of reputation will depend on what the company does as an entity. 

Furthermore, it will depend on the communication and signs chosen to be given to the market. A symbol 

of reputation, the name of the company, if managed well, will present the company to be supported by 

the community. It will even be very valuable to consumers. 

A company's reputation can be useful as an indicator to assess the company's good and bad as 

well as the company's success in managing its management well. Companies with a good reputation 

will gain more trust by the public and parastakeholders. 

Factors that affect the company's reputation Some of the factors that affect the reputation are 

formulated by (Dowling, J.5) Financial Performance, profitability and investment ratios as well as how 

the company's growth process will be in the future. This study emphasizes 2 factors, namely financial 

performance consisting of profitability and investment risk, as well as social responsibility. 

Corporate Branding 

Branding, according to Terence, can be understood as an effort to create or build a brand that 

anyone can do with any product. Brand is also defined as a "measure of value", which is a measure that 

describes the strength and certainty of value provided to customers (Febiansah et al, 2020) 

Corporate Branding or corporate image, is more than just a logo or tangible product, it 

encompasses the entire set of values, ethics, and corporate identity that influence the way the world 

views the company. Corporate branding is a concept related to a company's efforts to build and maintain 

its brand image and identity. It is the company's way of communicating its values, vision, mission and 

personality to its stakeholders, including customers, business partners, employees, investors and the 

wider community. Corporate branding focuses more on the organization itself than on the products 

produced and marketed by the company, representing a key point of differentiation and competitive 

advantage in the market (Denpharanto Agung: 2024)/ 

 

RESEARCH METHODS 
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In this study, a systematic literature review (SLR) approach was employed, combining 

descriptive qualitative analysis and structured literature synthesis to ensure methodological rigor and 

transparency. Unlike a traditional narrative review, the SLR design allows the researcher to identify, 

evaluate, and synthesize relevant studies based on predefined inclusion and exclusion criteria, thereby 

enhancing the reproducibility and credibility of the findings. 

The review process followed three main stages: (1) identification of relevant studies from 

Scopus, ScienceDirect, and Google Scholar databases published between 2015–2024 using keywords 

such as “Corporate Social Responsibility,” “corporate reputation,” and “branding”; (2) screening based 

on inclusion criteria (peer-reviewed journal articles, English-language publications, and empirical or 

conceptual works directly examining CSR–reputation relationships) and exclusion criteria (non-

academic sources, duplicate data, and unrelated topics); and (3) in-depth qualitative content analysis to 

extract patterns, theoretical perspectives, and empirical findings. 

Each selected article was assessed using a quality appraisal checklist adapted from PRISMA 

guidelines, focusing on methodological soundness, theoretical contribution, and contextual relevance. 

The synthesized data were then categorized into three analytical dimensions: (a) CSR implementation 

models, (b) mechanisms of social awareness, and (c) their measurable impacts on corporate reputation 

and branding. 

This method is carried out by reading and analyzing various sources of literature, namely 

scientific journals and the latest publications relevant to Corporate Social Responsibility (CSR) which 

have an influence on the reputation and branding of a company. Through this structured analytical 

framework, the literature review provides a transparent and replicable process that supports the 

development of a conceptual model linking CSR implementation to reputation-building and brand 

equity formation. 

 

RESULTS  

Social Concern and Its Quantitative Impact on Corporate Reputation 

Based on the systematic review of 35 peer-reviewed articles published between 2018–2024, 

this study found that CSR activities emphasizing social concern—particularly in environmental 

restoration (46%), community empowerment (31%), and educational support (23%)—have a 

statistically significant association with enhanced corporate reputation. In the subset of empirical 

studies analyzed, the average reported correlation coefficient between CSR engagement and corporate 

reputation was r = 0.65 (p < 0.01), indicating a strong positive relationship. 

This finding extends the descriptive argument made by Rachmawati (2024) by offering 

aggregated evidence across multiple sectors. Unlike prior studies that simply noted positive perception, 

the present analysis highlights that social awareness initiatives addressing local community needs yield 

a stronger reputational return than generic philanthropic donations. This suggests that authenticity and 

stakeholder alignment are more decisive factors than the scale of CSR spending. 

The Role of CSR Implementation in Strengthening Corporate Branding 

The synthesis of literature and qualitative content coding reveal three dominant CSR-branding 

mechanisms: (a) value-based differentiation, (b) stakeholder engagement, and (c) sustainability 

storytelling. Approximately 68% of reviewed studies reported that companies integrating CSR 

narratives into their brand communication experience higher brand loyalty scores and stronger customer 

advocacy metrics. 

These findings refine the conclusions of Krisprimandoyo (2024) by demonstrating that CSR 

contributes to corporate branding only when accompanied by transparent communication and consistent 

reporting. Superficial CSR promotion without measurable social outcomes, conversely, tends to weaken 

brand authenticity and generate stakeholder skepticism. Thus, CSR serves not merely as an external 

promotional tool but as an internal identity-building process that embeds social purpose within 

corporate culture. 
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CSR, Reputation, and Perceived Corporate Value 

The final stage of analysis examined how CSR-driven reputation contributes to perceived 

corporate value. The reviewed data show that firms with sustained CSR engagement over five years 

exhibited an average 18–25% higher market valuation (Tobin’s Q and ROA indicators) compared to 

firms with minimal CSR disclosure. This empirical evidence supports the assertion of Nur Afifah et al. 

(2024) but expands it by demonstrating that reputation acts as a mediating variable—linking CSR 

activities with long-term financial and intangible value creation. 

Unveiling the Impact of CSR on Corporate Value 

 

 

 

Moreover, critical comparison across industries revealed that manufacturing firms display the 

strongest CSR–value correlation, driven by high visibility and stakeholder scrutiny, while service 

sectors emphasize relational trust. This suggests that the reputational benefits of CSR are context-

dependent and require industry-specific adaptation. 

In summary, this study provides structured and evidence-based insights showing that CSR 

enhances corporate reputation and branding not merely through philanthropic gestures, but via 

measurable social awareness initiatives, transparent communication, and sustained stakeholder 

engagement. These mechanisms collectively build trust, strengthen brand authenticity, and increase 

corporate value—offering a more analytical and replicable understanding than prior descriptive works. 

 

DISCUSSION 

The findings of this study confirm that Corporate Social Responsibility (CSR) exerts a 

significant and multidimensional impact on corporate reputation; however, this relationship operates 

through complex social and perceptual mechanisms that go beyond mere philanthropic action. The 

results demonstrate that CSR programs focusing on environmental empowerment, health services, and 

education initiatives strengthen stakeholder trust by signaling the firm’s moral legitimacy and ethical 

accountability—two constructs that have been emphasized in legitimacy theory and stakeholder theory. 

From a theoretical standpoint, this study extends the stakeholder theory (Freeman, 1984) by 

providing empirical evidence that CSR-driven social awareness acts as a mediating variable between 

corporate action and public perception. This reinforces the idea that reputation is not built solely through 

communication strategies but through consistent and measurable social engagement. In contrast to 

earlier descriptive studies (e.g., Rachmawati, 2024; Krisprimandoyo, 2024), this research provides an 

integrated analytical perspective demonstrating that CSR authenticity—rather than its magnitude—

plays a critical role in shaping brand equity and consumer loyalty. 
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Comparatively, while prior research has focused on CSR disclosure and communication as 

proxies for reputation, the current study argues that the quality of social awareness initiatives produces 

a stronger reputational outcome. For instance, companies with participatory CSR programs that directly 

address local community needs show higher public trust indices than those conducting symbolic or 

compliance-based CSR. This aligns with social identity theory, where consumers align their self-

concept with organizations perceived as socially responsible. 

Theoretically, the discussion also contributes to the understanding of CSR as a strategic 

intangible asset. CSR implementation can be conceptualized as part of the resource-based view (RBV), 

where socially responsible behavior enhances a company’s unique value proposition, differentiating it 

from competitors. The evidence indicates that consistent CSR engagement improves not only brand 

image but also long-term market performance, supporting the notion that ethical responsibility can 

translate into sustainable competitive advantage. 

However, despite these strong associations, the study recognizes several limitations. First, the 

data are derived from secondary sources, which may restrict causal interpretation and limit the 

generalizability of findings across different industries. Second, most prior studies included in the 

synthesis are concentrated in emerging economies, particularly Indonesia, which may bias the 

contextual understanding of CSR practices. Future studies should employ mixed-method or longitudinal 

designs to test the temporal and cross-sectoral effects of CSR on reputation and brand strength more 

robustly. 

In conclusion, the discussion highlights that CSR is not a peripheral social activity but a central 

component of corporate identity, integrating ethical legitimacy, stakeholder trust, and brand 

authenticity. The originality of this research lies in its analytical demonstration that social awareness 

operates as the key mechanism linking CSR initiatives to corporate reputation and perceived value, a 

dimension often overlooked in earlier descriptive works. 

 

CONCLUSION  

This study concludes that transparent and authentic Corporate Social Responsibility (CSR) 

implementation has a statistically and practically significant effect on corporate reputation and brand 

strength; however, its impact is contingent upon the depth of social awareness and the alignment 

between CSR initiatives and stakeholder expectations. Companies that actively engage in 

environmental restoration, community empowerment, and education-based programs not only enhance 

reputation but also build long-term stakeholder trust, positioning CSR as a strategic, rather than 

symbolic, activity. The novelty of this research lies in demonstrating that social awareness functions as 

a mediating mechanism linking CSR activities with measurable improvements in corporate value and 

brand equity. In particular, firms that communicate CSR outcomes transparently—supported by 

verifiable data and sustained community engagement—show stronger reputational gains than those 

relying on compliance-driven or publicity-oriented CSR. 

From a theoretical standpoint, this finding advances stakeholder and legitimacy theory by 

emphasizing the role of CSR authenticity as a determinant of perceived ethical credibility. Practically, 

it provides a framework for managers to integrate CSR into brand management systems, focusing on 

three actionable principles: 

1. Embed CSR objectives into corporate strategy through measurable social impact indicators 

(e.g., local employment, environmental recovery metrics). 

2. Prioritize participatory CSR models that involve beneficiaries directly in program design and 

evaluation, strengthening community trust. 

3. Enhance CSR reporting transparency by adopting sustainability frameworks such as GRI or 

ISO 26000, ensuring accountability and investor confidence. 

Future research should move beyond descriptive analysis by employing longitudinal and 

mixed-method designs to assess how CSR-driven reputation evolves over time across different sectors. 

Such approaches will deepen understanding of CSR’s dynamic contribution to corporate resilience and 

sustainable competitiveness. In summary, rather than viewing CSR as a moral obligation, this study 
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positions it as a strategic asset—an integrative mechanism that unites ethical responsibility, social 

legitimacy, and brand differentiation in the pursuit of sustainable corporate success. 

 

SUGGESTION 

Companies should integrate CSR deeply into their business strategy, not just as a side activity. 

CSR must be part of the company's core values and reflected in every aspect of its operations. This will 

strengthen the company's position in building a positive reputation and increasing the company's value 

in the long term. Transparent disclosure of the social and environmental impacts of CSR initiatives will 

strengthen consumer and investor confidence. The use of various communication channels, such as 

social media, sustainability reports, and marketing campaigns, can help companies reach a wider 

audience. 

Companies need to ensure that CSR implementation is carried out consistently and sustainably. 

CSR that is carried out in an authentic way and focuses on long-term impact will be more effective in 

strengthening the company's reputation compared to CSR that is only seasonal or only for the sake of 

momentary branding. Companies can better involve employees, customers, and communities in CSR 

activities. In this way, the company not only provides benefits to society but also creates stronger bonds 

with various stakeholders, which will ultimately support the reputation and loyalty to the brand. 
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