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Abstract 
Several investigations are commonly found in marketing literature but there are relatively few theoretical and 
empirical researches that associate marketing with corporate social responsibility (CSR). There are even less 
empirical investigations that relate these two important constructs with firm reputation of enterprises aimed to 
small and medium-size enterprises (SMEs) which shows a clear void in literature regarding the existing relation 
between CSR activities, brand image of products or services created by enterprises and their firm reputation. For 
this reason, the main objective of this research paper is the analysis of the existing relation between CSR 
activities, firm reputation and brand image of products or services of SMEs by using a sample of 308 enterprises 
from Aguascalientes State. The results obtained show that CSR activities have positive and significant effects in 
both the firm reputation and brand image of products or services created by SMEs. 
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1. Introduction 
Even when there is theoretical and empirical evidence of the importance of corporate social responsibility 
activities (CSR) in firm in the current literature, especially in small and medium-size enterprises (SMEs), it is not 
possible to find a widely-accepted definition by researchers and academics (Garriga & Melé, 2004; Secchi, 
2007). Nonetheless, there is a convergent point among different researchers and academics by considering that 
CSR, must contain a set of actions carried out by enterprises to benefit society in general, which will have to go 
beyond their interests and compliance of legal obligations (McWilliams & Siegel, 2006). Additionally, these 
enterprises also have to carry out their business activities responsibly and ethically such as philanthropic 
activities, the preservation of the environment and a better level of life for their employees (Carroll, 1979). 

In this regard, enterprises will have to go beyond the SMEs managers’ personal values and moral (Hemingway & Maclagan, 
2004), and line up CSR activities with the business interests and strategies (Moon, 2001), otherwise firms may decrease their 
firm reputation level, increase significantly their costs, have a bad image brand of their products or services and, 
consequently, a decrease in their total income (Hill, 2001). Hence, the CSR actions and activities adopted and implemented 
by SMEs have to line up with the organizational culture, as this will give enterprises several benefits by establishing positive 
attitudes in their clients and consumers towards their products or services, higher competitive advantages as well as more and 
better organizational capacities in the long run (Sharma & Vredenburg, 1998; Sen et al., 2006; Maxfield, 2008). 
Thus, the CSR programs carried out by SMEs will have to be focused not only to create a higher level of firm 
performance (Margolis & Walsh, 2003), and firm reputation (McElhaney, 2008), but also in an important change 
in the management of business strategies (McWilliams et al., 2006), and marketing practices of enterprises such 
as brand image (Maignan & Ferrell, 2004). As a result of this, CSR activities are related to the brand image of 
products of enterprises (Kitchin, 2003), as the brand provides a better understanding of the organization (Balmer 
& Gray, 2003), and it influences all the aspects of enterprises by creating a higher value for consumers and 
improving the behavior of enterprises (Maio, 2003). 

Within this set of ideas, CSR activities are strongly associated to firm reputation and the enterprises’ brands 
image, because such activities can create a difference between the brands of their products and the rest of the 
competitors (Varadarajan & Menon, 1988). Nonetheless, there are few published investigations in the current 
literature about these three constructs, and therefore it is important to increase the number of theoretical and 
empirical researches, that contribute with more evidence of the existing relation among these three constructs 
(Ker-Tah, 2012). Therefore, following the recommendations of Lindgreen et al. (2012) and Ker-Tah (2012), the 
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main contribution of this research paper is the analysis and discussion of the existing relation between CSR 
activities, firm reputation and brand image of products or services of SMEs.  

2. Method 
Nowadays, enterprises that blend their marketing activities with CSR activities normally improve in a significant 
way their business identity and reputation. Moreover, when their CSR accomplishments and activities are 
associated to the social needs of the community where they are, they improve even more their marketing 
activities such as the brand image of their products or services (Sen et al., 2006). Likewise, enterprises, 
especially SMEs, which tie up their CSR activities with marketing activities, cannot only improve significantly 
their reputation level among consumers and commercial partners (Lindgreen et al., 2012), but also create 
different benefits such as a better firm performance and, particularly, a higher level of brand image of products or 
services of enterprises (Werther & Chandler, 2005; Porter & Kramer, 2006). 

Similarly, there is theoretical and empirical evidence in the current literature of marketing that establishes the 
existence of several benefits, when CSR activities and brand image of enterprises are related. One of the main 
advantages is the positive evaluation of the products or services made, by both consumers and business 
associates (Sen & Bhattacharya, 2001; Klein & Dawar, 2004; Sen et al., 2006). For this reason, the link between 
CSR activities and brand image can be essential, for both the creation of a higher development of the value of 
brand image (Kitchin, 2003; McElhaney, 2008), and the production of a higher level of value through the 
differentiation of existing products or services in the market as well as a higher level of firm reputation 
(McWilliams et al., 2006). 

Accordingly, CSR activities can also be considered as a fundamental criterion that creates a higher value of the 
brand of the products or services in a sustainable (Middlemiss, 2003), and safe way which is why more 
enterprises are adopting and implementing the CSR activities as part of their everyday actions, in order to 
achieve not only an improvement in brand image but also in the level of firm reputation (Menon & Kahn, 2003; 
Polonsky & Jevons, 2006). However, the development of CSR activities is a complex process that is 
characterized mostly on how each enterprise defines CSR activities, the type of activities they carry out and 
consider as socially responsible as well as the operationalization of the term. Depending on the understanding of 
executives of the CSR activities they will indicate impact of the activities in brand image and firm reputation 
(Polonsky & Jevons, 2006). 

Furthermore, the CSR initiatives made by organizations, especially SMEs, can help considerably to stand out 
their products and services from the ones made by their main competitors, through the creation of an image of 
the positive brand and a higher level of firm reputation (Ker-Tah, 2012). In order to do this, the executives of 
enterprises, especially SMEs, have to adopt and implement CSR activities, and actions as well as integrate 
differentiation business strategies and invest in the development of new products or services, and the creation of 
advertising and promotion campaigns (Gardberg & Fombrun, 2006; McWilliams et al., 2006). 

Hence, McWilliams & Siegel (2001) concluded that the level of CSR in enterprises depends on a high 
percentage, from the investment made in the development of new of products or services and advertising 
campaigns. So, CSR activities, the investment in the development of new of products or services and advertising 
campaigns, contribute greatly to the differentiation of products or services of enterprises and, consequently, in 
the improvement of the brand image of such products and the firm reputation (Ker-Tah, 2012). That is why a 
high level of advertising in the form of initiatives, actions and CSR activities will produce a higher brand image 
of the products or services of enterprises and a higher level of firm reputation (Keller, 1993). 

In this regard, some published investigations in the current literature of business sciences and marketing have 
identified a positive, significant relation between CSR activities and brand image of products or services created 
by enterprises (Lai et al., 2010), and between CSR activities and firm reputation (Brickley et al., 2002; Lai et al., 
2010), but there are few published papers that link these three constructs simultaneously (Ker-Tah, 2012). That is 
why, it is necessary to analyze with more detail the internal and external reasons that enterprises have to 
implement CSR activities (Basu & Palazzo, 2008). One of the external reasons is the influence of CSR initiatives 
on brand image of products or services of enterprises (Bhattacharya & Sen, 2004), and one of the internal 
reasons is the improvement of the level of firm reputation (Fombrun, 2005). 

Within this set of ideas, Brickley et al. (2002) concluded that the firm’s reputation produces an ethical behavior 
that encompasses the integrity and good relationship, with their business associates which constitute an essential 
part of the brand image of products or services created by enterprises. As a result, the consumers’ perception 
about the CSR activities implemented by enterprises, especially SMEs, may have a significant, positive effect in 
the brand image of products or services of firms (Ker-Tah, 2012). To exemplify this, Lai et al. (2010) obtained 
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some empirical results that provide enough empirical evidence that CSR activities affect in a positive way, both 
the brand image of products or services of industries and the level of firm reputation, especially in SMEs. 

From this perspective, CSR activities can be linked directly and positively with the brand image of products or 
services created by enterprises by means of an interaction with business associates, clients and consumers (Maio, 
2003). Therefore, in order to rank the brand image among consumers it is necessary to apply a significant 
strategy, not only for CSR activities but also a communication program of such activities between the internal 
and external clients of the organization (Polonsky & Jevons, 2006). Thus, in a global context where SMEs 
normally wok, the business associates, clients and consumers demand from enterprises the development of 
actions and activities, that have a socially responsible orientation (Carroll, 2004), which in turn can be associated 
to the brand image of products or services produced by enterprises (Werther & Chandler, 2005). 

Additionally, Blomqvist & Posner (2004) found that the efforts made by enterprises in the development of CSR 
activities, can be watered down significantly if the owners of enterprises and their business associates obtain a 
high income but do not support social activities. This type of actions is strongly criticized by consumers, by 
considering that enterprises promise more than what they return to the community when they have the means to 
do so. Consequently, the perception of consumers regarding the CSR activities carried out by enterprises, will be 
essential to achieve a better brand image of products or services (den Hond & de Bakker, 2007). That is why 
CSR actions and activities have a positive, significant relation with brand image (Smith, 2003; Maignan et al., 
2005; Porter & Kramer, 2006; Ellen et al., 2006; Maon et al., 2009). Therefore, considering the information 
presented above, at this point it is possible to establish the following hypothesis: 

H1: The higher implementation of CSR activities, higher level of brand image of products or services of 
SMEs. 

Regarding the existing relation between CSR activities and firm reputation, Brammer & Millington (2005) 
concluded that the firms that had a high level of philanthropic activities and actions, were usually perceived as 
socially responsible and had a higher level of firm reputation than those enterprises that had a low level of 
philanthropic activities. Similarly, Lai et al. (2010) found in their research a strong, positive relation between 
CSR activities and firm reputation which implies that business associates, clients and consumers have a great and 
positive perception of the CSR initiatives that enterprises have adopted and implemented, which in turn becomes 
not only a higher level of business performance, but also a higher level of firm reputation (Ker-Tah, 2012). 

Accordingly, in a highly competitive environment and an increasingly globalized market, an important number 
of enterprises are adopting and implementing CSR actions and activities, as a business strategy to act efficiently 
and effectively to the expectations of business associates, clients and consumers which can create a higher level 
of firm reputation (Jones, 2005). Henceforth, enterprises that have considered the adoption and implementation 
of CSR activities need that managers and executives understand the importance of this type of activities, so they 
can consider them not only as a business strategy but rather as a daily activity which can produce a high level of 
firm reputation (Porter & Kramer, 2006). 

Likewise, McWilliams et al. (2006) proposed that CSR activities should be considered as a type of strategic 
investment, which can make enterprises adopt and implement a better level of firm reputation. In the same trend, 
Fombrun (2005) concluded that in order to increase significantly the level of their firm reputation, enterprises 
first will have to adopt and implement CSR activities, whereas Gardberg & Fombrun (2006) considered that firm 
reputation is one of the best results provided by CSR activities. Finally, Bendixen & Abratt (2007) established 
that the consumers’ perception of CSR activities can be considered as the basis of firm reputation. In short, there 
is theoretical and empirical evidence of the existing relation between CSR activities and firm reputation 
(Deephouse, 2000; Roberts & Dowling, 2002; Siltaoja, 2006; Love & Kraatz, 2009; Pfarrer et al., 2010; Lange et 
al., 2011). Considering the information presented above, at this point it is possible to establish the second 
research hypothesis: 

H2: The higher implementation of CSR activities, higher level of firm reputation of SMEs. 

In order to answer the research hypotheses proposed presented in this paper, a theoretical research was made in 
SMEs of Aguascalientes State (Mexico), by taking into consideration the 2016 directory of the Sistema de 
Información Empresarial Mexicano (System of Mexican Business Information, or SIEM), which had 6,662 firms 
registered in January 2016. For practical purposes of this research, the only companies selected were those that 
had from 5 to 250 employees which reduced the directory to 1,334 SMEs. Accordingly, a questionnaire was 
applied as a personal interview to managers and/or owners of a sample of 308 SMEs, which were selected 
randomly with an ordinary sampling with a maximum error of ±5% and a reliability level of 95%. The 
interviews with the managers and/or owners of the 308 enterprises were made from January to April 2016. 
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Likewise, three dimensions were considered for the measurement of CSR activities: social, environmental and 
economic. The social dimension was measured by means of a fifteen-item scale; the environmental dimension 
was measured by means of a seven-item scale and the economical dimension was measured by means of a 
nine-item scale. The three dimensions were adapted from the European Union (2001), Bloom & Gundlach 
(2001), Bigné et al. (2005), and Alvarado & Schlesinger (2008). The scales to measure both brand image and 
firm reputation were adapted from Alvarado & Schlesinger (2008). The brand image was measured by means of 
a seven-item scale, and the firm reputation was measured by means of a four-item scale. In this way, all the items 
of the five scales used are built based on a Likert-type scale of five positions from “1 = completely disagree to 5 
= completely agree” as limits. 

Similarly, the reliability and validity of the five scales used in this research was evaluated with a Factorial 
Confirmatory Analysis of second order (FCA), by using the method of maximum likelihood with the software 
EQS 6.2 (Bentler, 2005; Brown, 2006; Byrne, 2006). Furthermore, the reliability of the five scales considered in 
this empirical research was evaluated with two essential indices: Cronbach’s alpha and the Composite Reliability 
Index (CRI) proposed by Bagozzi & Yi (1988). Additionally, the recommendations made by Chou et al. (1991) 
and by Hu et al. (1992), were taken into consideration regarding the correction of statistics of the theoretical 
model, when it is considered that the normalcy of data is present, as well as the robust statistics proposed by 
Satorra and Bentler (1988) in order to provide a better statistical adjustment of the data from the five scales used. 

The results of the FCA of second order are presented in Table 1 and they indicate that the theoretical model has 
an excellent adjustment of data (S-BX2 = 848.568; df = 428; p = 0.000; NFI = 0.830; NNFI = 0.843; CFI = 0.845; 
RMSEA = 0.057), since all the items of the related factors are significant (p < 0.01), the size of all the 
standardized factorial loads are higher than 0.60 (Bagozzi & Yi, 1988), Cronbach’s alpha and the CRI have a 
value higher than 0.70, and the Variance Extracted Index (VEI) has a value higher than 0.50 (Fornell & Larcker, 
1981). Therefore, all these values indicate that there is enough evidence of reliability and convergent validity, 
which justifies the internal reliability of the five scales used (Nunally & Bernstein, 1994; Hair et al., 1995). 

 

Table 1. Internal consistency and convergent validity of the theoretical model 

Variable Indicator Factorial Loading Robust t-Value Cronbach’s Alpha  CRI VEI 

Social Responsibility (F1) 

RSS6 0.688*** 1.000a 

0.913 0.914 0.585 

RSS7 0.692*** 6.694 

RSS8 0.655*** 6.357 

RSS9 0.615*** 5.956 

RSS10 0.799*** 7.538 

RSS11 0.739*** 8.378 

RSS12 0.793*** 8.638 

RSS13 0.839*** 8.833 

RSS14 0.874*** 8.969 

RSS15 0.897*** 8.658 

Environmental 
Responsibility (F2) 

RSA3 0.704*** 1.000a 

0.888 0.889 0.617 

RSA4 0.754*** 12.281 

RSA5 0.811*** 13.151 

RSA6 0.855*** 13.770 

RSA7 0.794*** 12.889 

Economic Responsibility 
(F3) 

RSE4 0.648*** 1.000a 

0.857 0.858 0.548 

RSE6 0.749*** 8.294 

RSE7 0.764*** 9.083 

RSE8 0.720*** 8.805 

RSE9 0.813*** 9.339 

Corporate Social 
Responsibility 

F1 0.881*** 7.825 

0.821 0.822 0.609 F2 0.741*** 8.652 

F3 0.708*** 7.035 

Brand Image 

IMA1 0.647*** 1.000a 

0.918 0.919 0.619 

IMA2 0.825*** 10.035 

IMA3 0.830*** 10.063 

IMA4 0.817*** 9.980 

IMA5 0.768*** 9.654 

IMA6 0.837*** 10.105 

IMA7 0.764*** 9.632 
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Firm Reputation 

REP1 0.821*** 1.000a 

0.906 0.907 0.709 
REP2 0.782*** 13.747 

REP3 0.881*** 20.637 

REE4 0.880*** 22.333 

S-BX2 (df = 428) = 848.658; p < 0.000; NFI = 0.830; NNFI = 0.843; CFI = 0.845; RMSEA = 0.057 

Note. a = Constrained parameters to such value in the identification process. *** = p < 0.01. 

 

Regarding the discriminant validity, the evidence is provided through two tests that can be observed in Table 2. 
Firstly, a reliability interval test, proposed by Anderson & Gerbing (1988), establishes that with an interval of 95% 
of reliability none of the individual latent elements of the matrix of correlation must have a value of 1.0. 
Secondly, the extracted variance test, proposed by Fornell & Larcker (1981), establishes that the extracted 
variance index between each pair of constructs must be higher than their corresponding VEI. Therefore, based on 
the results obtained from both tests in this research paper, it can be concluded that that both tests provide enough 
evidence of discriminant validity. 

 

Table 2. Discriminant validity of the theoretical model 

Variables Corporate Social Responsibility Brand Image Firm Reputation 
Corporate Social Responsibility 0.609 0.071 0.051 
Brand Image 0.184-0.352 0.619 0.088 
Firm Reputation 0.123-0.327 0.213-0.381 0.709 

 

The diagonal represents the Variance Extracted Index (VEI), whereas above the diagonal the variance is 
presented (squared correlation). Below diagonal, the estimated correlation of factors is presented with 95% 
confidence interval 

3. Results 
In order to prove the research hypotheses presented in the theoretical model, a model of structural equations of 
second order was applied with software EQS 6.1 with the same variables used in the FCA (Bentler, 2005; Byrne, 
2006; Brown, 2006). In it, the nomological validity of the theoretical model was examined through the square 
Chi test which compared the results obtained between the theoretical model and the measurement model. Such 
results indicate that the differences between both models are not significant which can offer an explanation of the 
relationships observed among the latent constructs (Anderson & Gerbing, 1988; Hatcher, 1994). Table 3 shows 
these results in a more detailed way. 

 

Table 3. Results from the structural equations model  

Hypothesis Structural Relationship 
Standardized 
Coefficient 

Robust t-Value

H1: Higher level of CSR, higher level of 
Brand image. 

CSR→Brand Image 0.900*** 8.897 

H2: Higher level of CSR, higher level of 
firm reputation. 

CSR→Firm Reputation 0.746*** 9.051 

S-BX2 (df = 429) = 906.079; p < 0.000; NFI = 0.807; NNFI = 0.822; CFI = 0.824; RMSEA = 0.060 

Note. *** = P < 0.01. 

 

Table 3 shows the results obtained from the implementation of the structural equations model of second order. 
Regarding the hypothesis H1 the results obtained, β = 0.900, p < 0.01, indicate that CSR has significant, positive 
effects in the brand image of products or services of SMEs. Regarding the hypothesis H2 the results obtained, β = 
0.746, p < 0.01, indicate that CSR activities also have significant, positive effects in the level of firm reputation. 
Consequently, it is possible to conclude that the CSR actions and activities adopted and implemented by SMEs 
will have important repercussions for both the brand image of products or services and their level of firm 
reputation.  

4. Discussion 
By considering the results obtained in this empirical research, it is possible to conclude two fundamental aspects. 
Firstly, the level of the brand image of products or services will be seriously affected by the CSR actions and 
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activities adopted and implemented by SMEs. Depending on the communication program that enterprises have to 
spread among their clients and consumers of the products or services provided by SMEs, they will have a level 
of the brand image of the products or services that enterprises sell. If the communication program achieves the 
goal of communicating effectively and efficiently the actions taken by enterprises to benefit the society, 
environment and life conditions of their workers and society in general, then clients and consumers will choose 
the products and services created by this type of SMEs which will enable a significant improvement in the level 
of the brand image of such products or services. 

Secondly, it is also possible to conclude that the level of firm reputation of enterprises will depend on the level of 
adoption and implementation of CSR activities since firm reputation will greatly depend on the development of 
CSR activities. Hence, if SMEs want to improve significantly their level of reputation, then they will first have to 
develop CSR activities that benefit society, protect the environment and improve the economic and life 
conditions of their employees and workers. In other words, they have to fulfill their commitment and social 
responsibility as this will allow their business associates, clients and consumers to choose their products or 
services instead of the ones of their main competitors and at the same time improve not only their business 
results but also the enterprise’s reputation. 

In short, it is possible to conclude that the level of the brand image of products or services produced by SMEs 
and the level of firm reputation will depend on the adoption and implementation of CSR actions and activities as 
well as the communication program of such CSR actions because the CSR activities have positive, significant 
effects in the brand image through the market preference in the acquisition of products or services but they also 
have the same effects in the reputation of enterprises because their business associates, clients and consumers 
acknowledge their own social responsibility. Therefore, it is possible to conclude, with the results obtained, that 
there is a very close link between CSR activities, the brand image of products or services created by SMEs and 
the level of firm reputation of enterprises.  

Similarly, the results obtained also have several implications in enterprises and their executives. The first one is 
that managers and/or owners of SMEs have to know the advantages gained by being a socially responsible 
enterprise in order to adopt and implement CSR activities. After that, they have to design a communication 
program of CSR activities so their clients and consumers know such actions. If enterprises are able to carry out 
these activities then SMEs will have more probabilities that clients and consumers of their products or services 
prefer instead of the ones of their main competitors. This will produce as a result a higher level of the brand 
image of products or services created by SMEs and a better firm reputation.  

Likewise, the executives of SMEs will have to involve all their employees and workers in the CSR actions and 
activities as this will help the staff of the organization to feel identified with the organization and take the actions 
and activities of social responsibility as their own. Thus, managers and/or owners of enterprises will have to 
create a working environment where employees and workers work as a team, share their experiences and skills 
so everyone works for the same goal: to make that the products or services of SMEs have a higher level of 
preference among the consumers than the rest of the of products or services offered in the market which will 
allow that the level of the brand of such products or services and the level of reputation of enterprises can 
increase significantly. 

Additionally, managers and/or owners of SMEs have to implement an adequate training program for their 
employees and workers so they know all the benefits and advantages obtained by being a socially responsible 
enterprise. If SMEs have the ability to develop these actions, then it will be easy for the organization to adopt 
and implement CSR actions and activities since their employees and workers will become the main supporters of 
the socially responsible actions carried out by the enterprise, otherwise it will be too complicated for SMEs to 
communicate efficiently and effectively to their business associates, clients and consumers that the CSR actions 
and activities carried out by the enterprise have a social cause, protect the environment and improve the life 
standards of their personnel and society in general which will give as a result a bad brand image of their products 
or services and a low level of firm reputation. 

Finally, managers and/or owners of SMEs will have to get the support of private and public organizations 
through the different programs they offer, especially the government programs from the three levels so the 
enterprises can achieve the prestige and certification of socially responsible enterprises and facilitate the 
adoption and implementation of CSR actions and activities as a result of this. If SMEs obtain these benefits 
through government and private programs, then they will have higher probabilities that the brand image of 
products or services can have a higher level of acknowledgement from their business associates, clients and 
consumers and with it a higher level of firm reputation. 
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Conversely, this empirical research also has some limitations that are important to consider. One of the first 
limitations is related to the three scales used for the measurement of CSR activities, brand image and firm 
reputation because only three dimensions were considered to measure CSR (social, economic and environmental) 
and only one dimension to measure brand image and firm reputation. Further investigations will need to 
incorporate other scales to verify the results obtained. A second limitation is the information obtained by 
considering only qualitative variables to measure the three scales. Further researches will need to incorporate 
quantitative variables and hard data of enterprises to verify the results obtained. 

A third limitation is that the questionnaire used to obtain the information was applied only to managers and/or 
owners of SMEs in Aguascalientes State (Mexico). Consequently, the results obtained could be completely 
different if the questionnaire is used in a different population. Further investigations will have to apply the 
questionnaire in other states of the country and in other countries to verify the results obtained. A fourth 
limitation is that the only enterprises used for this research had from 5 to 250 workers. Further investigations will 
need to consider enterprises with less than five workers to prove the results obtained. A fifth limitation is that it 
was assumed that all managers and/or owners of SMEs that were interviewed had a clear idea and knowledge 
about CSR activities, the reputation of the brand of products or services created by their enterprises and the level 
of firm reputation their business may have achieved which is not necessarily or completely true. 

References 
Alvarado, H., & Schlesinger, M. (2008). Dimensionalidad de la responsabilidad social empresarial percibida y 

sus efectos sobre la imagen y la reputación: Una aproximación desde el modelo de Carroll. Estudios 
Gerenciales, 24(108), 37-59. https://doi.org/10.1016/S0123-5923(08)70043-3 

Anderson, J., & Gerbing, D. (1988). Structural equation modelling in practice: A review and recommended 
two-step approach. Psychological Bulletin, 13, 411-423. https://doi.org/10.1037/0033-2909.103.3.411 

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the Academy of 
Marketing Science, 16(1), 74-94. http://dx.doi.org/10.1007/BF02723327 

Balmer, J., & Gray, E. (2003). Corporate brands: What are they? What of them? European Journal of Marketing, 
37(7/8), 972-997. http://dx.doi.org/10.1108/03090560310477627 

Bendixen, M., & Abratt, R. (2007). Corporate identity, ethics and reputation in supplier-buyer relationship. 
Journal of Business Ethics, 76(1), 69-82. http://dx.doi.org/10.1007/s10551-006-9273-4 

Bentler, P. M. (2005). EQS 6 structural equations program manual. Encino, CA: Multivariate Software. 

Bhattacharya, C. B., & Sen, S. (2004). Doing better at doing good: When, why, and how consumers respond to 
corporate social initiatives. California Management Review, 47(1), 9-24. https://doi.org/10.2307/41166284 

Bigné, E., Andreu, L., & Sanchez, G. I. (2005). Investigación en marketing turístico: Un análisis de las 
publicaciones en el período 1995-2003. XV Jornadas Hispano-Lusas de Gestión Científica, Sevilla. 

Blomqvist, K. H., & Posner, S. (2004). Three strategies for integrating CSR with brand marketing. Market 
Leader, Summer, 33-36. 

Bloom, P., & Gundlach, G. (2001). Handbook of Marketing and Society. Thousand Oaks, CA: Sage Publications. 
https://doi.org/10.4135/9781452204765 

Brickley, J., Smith, C., & Zimmerman, J. (2002). Business ethics and organizational architecture. SSRN Paper 
No. 250947, Social Science Network Electronic Paper Collection. 
https://doi.org/10.1016/S0378-4266(02)00193-0 

Brown, T. (2006). Confirmatory factor analysis for applied research. New York, NY: The Guilford Press. 

Byrne, B. (2006). Structural equation modelling with EQS, basic concepts, applications, and programming (2nd 
ed.). London: LEA Publishers. 

Carroll, A. (1979). A three-dimensional model of corporate performance. Academy of Management Review, 4(4), 
497-505. http://dx.doi.org/10.2307/257850 

Carroll, A. B. (2004). Managing ethically with global stakeholders: A present and future challenge. Academy of 
Management Executive, 18(2), 114-120. http://dx.doi.org/10.5465/AME.2004.13836269 

Chou, C. P., Bentler, P. M., & Satorra, A. (1991). Scaled test statistics and robust standard errors for nonnormal 
data in covariance structure analysis. British Journal of Mathematical and Statistical Psychology, 44, 
347-357. http://dx.doi.org/10.1111/j.2044-8317.1991.tb00966.x 



jms.ccsenet.org Journal of Management and Sustainability Vol. 7, No. 3; 2017 

45 
 

Den Hond, F., & Bakker, F. G. A. (2007). Ideologically motivated activism: How activist groups influence 
corporate social change activities. Academy of Management Review, 32(3), 901-924. 
http://dx.doi.org/10.5465/AMR.2007.25275682 

Ellen, P. S., Webb, D. J., & Mohr, L. A. (2006). Building corporate associations: Consumer attributions for 
corporate socially responsible programs. Journal of the Academy of Marketing Science, 34(2), 147-157. 
http://dx.doi.org/10.1177/0092070305284976 

European Union. (2001). Libro verde, promuovere un quadro europeo per la responsabilità sociale delle imprese. 
Green Paper. Retrieved from www.europea.eu.int 

Fornell, C., & Larcker, D. (1981). Evaluating structural equation models with unobservable variables and 
measurement error. Journal of Marketing Research, 18(1), 39-50. http://dx.doi.org/10.2307/3151312 

Garriga, E., & Melé, D. (2004). Corporate social responsibility theories: Mapping the territory. Journal of 
Business Ethics, 53(1/2), 51-71. http://dx.doi.org/10.1023/B:BUSI.0000039399.90587.34 

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995). Multivariate data analysis with readings. 
New York, NY: Prentice-Hall. 

Hatcher, L. (1994). A step by step approach to using the SAS system for factor analysis and structural equation 
modelling. Cary, NC: SAS Institute Inc. 

Hemingway, C., & Maclagan, P. (2004). Managers’ personal values as drivers of corporate social responsibility. 
Journal of Business Ethics, 50(1), 33-44. http://dx.doi.org/10.1023/B:BUSI.0000020964.80208.c9 

Hill, J. (2001). Thinking about a more sustainable business: An indicators approach. Corporate Environmental 
Strategy, 8(1), 30-38. http://dx.doi.org/10.1016/S1066-7938(00)00097-X 

Hu, L. T., Bentler, P. M., & Kano, Y. (1992). Can test statistics in covariance structure analysis be trusted? 
Psychological Bulletin, 112(2), 351-362. http://dx.doi.org/10.1037/0033-2909.112.2.351 

Jones, R. (2005). Finding sources of brand value: Developing a stakeholder model of brand equity. Brand 
Management, 13(1), 10-32. http://dx.doi.org/10.1057/palgrave.bm.2540243 

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. Journal of 
Marketing, 57(1), 1-22. http://dx.doi.org/10.2307/1252054 

Ker-Tah, H. (2012). The advertising effects of corporate social responsibility on corporate reputation and brand 
equity: Evidence from the life insurance industry in Taiwan. Journal of Business Ethics, 109, 189-201. 
https://doi.org/10.1007/s10551-011-1118-0 

Kitchin, T. (2003). Corporate responsibility: A brand extension. Journal of Brand Management, 10(4-5), 312-326. 
https://doi.org/10.1057/palgrave.bm.2540127 

Klein, J., & Dawar, N. (2004). Corporate social responsibility and consumers’ attributions and brand evaluations 
in a product-harm crisis. International Journal of Research in Marketing, 21(3), 203-217. 
http://dx.doi.org/10.1016/j.ijresmar.2003.12.003 

Lai, C. S., Chiu, C. J., Yang, C. F., & Pai, D. C. (2010). The effects of corporate social responsibility on brand 
performance: The mediating effect of industrial brand equity and corporate reputation. Journal of Business 
Ethics, 95(1), 457-469. https://doi.org/10.1007/s10551-010-0433-1 

Lange, D., Lee, P. M., & Dai, Y. (2011). Organizational reputation: An overview. Journal of Management, 37(1), 
153-184. http://dx.doi.org/10.1177/0149206310390963 

Lindgreen, A., Xu, Y., Manon, F., & Wilcock, J. (2012). Corporate social responsibility brand leadership: A 
multiple case study. European Journal of Marketing, 46(7/8), 965-993. 
http://dx.doi.org/10.1108/03090561211230142 

Love, E. G., & Kraatz, M. S. (2009). Character, conformity, or the bottom line? How and why downsizing 
affected corporate reputation. Academy of Management Journal, 52(1), 314-335. 
https://doi.org/10.5465/AMJ.2009.37308247 

Maignan, I., & Ferrell, O. (2004). Corporate social responsibility and marketing: An integrative framework. 
Journal of the Academy of Marketing Science, 32(1), 3-20. http://dx.doi.org/10.1177/0092070303258971 

Maignan, I., Ferrell, O. C., & Ferrell, L. (2005). A stakeholder model for implementing social responsibility in 
marketing. European Journal of Marketing, 39(9/10), 957-977. 
http://dx.doi.org/10.1108/03090560510610662 



jms.ccsenet.org Journal of Management and Sustainability Vol. 7, No. 3; 2017 

46 
 

Maio, E. (2003). Managing brand in the new stakeholder environmental. Journal of Business Ethics, 44(2), 
235-246. http://dx.doi.org/10.1023/A:1023364119516 

Maon, F., Lindgreen, A., & Swaen, V. (2009). Designing and implementing corporate social responsibility: An 
integrative framework grounded in theory and practice. Journal of Business Ethics, 87(1), 71-89. 
http://dx.doi.org/10.1007/s10551-008-9804-2 

Maxfield, S. (2008). Reconciling corporate citizenship and competitive strategy: Insights from economic theory. 
Journal of Business Ethics, 80, 367-377. http://dx.doi.org/10.1007/s10551-007-9425-1 

McElhaney, K. (2008). Just Good Business: The Strategic Guide to Aligning Corporate Responsibility and 
Brand. San Francisco, CA: Berret-Koehler Publishing. 

McWilliams, A., & Siegel, D. S. (2001). Corporate social responsibility: A theory of the firm perspective. 
Academy of Management Review, 26(1), 117-127. http://dx.doi.org/10.5465/AMR.2001.4011987 

McWilliams, A., Siegel, D., & Wright, P. M. (2006). Corporate social responsibility: Strategic implications. 
Journal of Management Studies, 43(1), 1-18. http://dx.doi.org/10.1111/j.1467-6486.2006.00580.x 

Menon, S., & Kahn, B. (2003). Corporate sponsorship of philanthropic activities: When do they impact 
perception of sponsor brand? Journal of Consumer Psychology, 13(3), 316-327. 
http://dx.doi.org/10.1207/S15327663JCP1303_12 

Middlemiss, N. (2003). Authentic not cosmetic. CSR and brand enhancement. Journal of Brand Management, 
10(4/5), 353-361. https://doi.org/10.1057/palgrave.bm.2540130 

MMargolis, J. D., & Walsh, J. P. (2003). Misery love companies: Rethinking social initiatives. Business 
Administrative Science Quarterly, 48(1), 268-305. https://doi.org/10.2307/3556659 

Moon, J. (2001). Business social responsibility: A source of social capital? Reason in Practice, 1(3), 35-45. 
https://doi.org/10.5840/pom2001135 

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (3rd ed.). New York: McGraw-Hill. 

Pfarrer, M. D., Pollock, T. G., & Rindova, V. P. (2010). A table of two assets: The effects of firm reputation and 
celebrity on earnings surprises and investors’ reactions. Academy of Management Journal, 53(1), 1131-1152. 
https://doi.org/10.5465/AMJ.2010.54533222 

Polonsky, M., & Jevons, C. (2006). Understanding issue complexity when building a socially responsible brand. 
European Business Review, 18(5), 340-349. http://dx.doi.org/10.1108/09555340610686930 

Porter, M. E., & Kramer, M. R. (2006). Strategy and society: The link between competitive advantage and 
corporate social responsibility. Harvard Business Review, 82(12), 78-92. 

Roberts, P. W., & Dowling, G. R. (2002). Corporate reputation and sustained superior financial performance. 
Strategic Management Journal, 23(1), 1077-1093. https://doi.org/10.1002/smj.274 

Satorra, A., & Bentler, P. M. (1988). Scaling corrections for chi square statistics in covariance structure analysis. 
American Statistics Association 1988 Proceedings of the Business and Economic Sections, 208-313. 

Secchi, D. (2007). Utilitarian, managerial and relational theories of corporate social responsibility. International 
Journal of Management Review, (94), 347-373. https://doi.org/10.1111/j.1468-2370.2007.00215.x 

Sen, S., & Bhattacharya, C. B. (2001). Does doing good always lead to doing better? Consumer reactions to 
corporate social responsibility. Journal of Marketing Research, 38(2), 225-243. 
http://dx.doi.org/10.1509/jmkr.38.2.225.18838 

Sen, S., Bhattacharya, C. B., & Korschun, D. (2006). The role of corporate social responsibility in strengthening 
multiple stakeholder relationship: A field experiment. Journal of the Academy of Marketing Science, 34(2), 
158-166. http://dx.doi.org/10.1177/0092070305284978 

Sharma, S., & Vredenburg, H. (1998). Proactive corporate environmental strategy and the development of 
competitively valuable organizational capabilities. Strategic Management Journal, 19(8), 739-753. 
http://dx.doi.org/10.1002/(SICI)1097-0266(199808)19:8%3C729::AID-SMJ967%3E3.3.CO;2-W 

Siltaoja, M. E. (2006). Value priorities as combining core factors between CSR and reputation—a qualitative 
study. Journal of Business Ethics, 68(1), 91-111. http://dx.doi.org/10.1007/s10551-006-9042-4 

Smith, C. (2003). Corporate social responsibility: Whether or how? California Management Review, 45(4), 
52-76. http://dx.doi.org/10.2307/41166188 



jms.ccsenet.org Journal of Management and Sustainability Vol. 7, No. 3; 2017 

47 
 

Varadarajan, P. R., & Menon, A. (1988). Cause-related marketing: A coalignment of marketing strategy and 
corporate philanthropy. Journal of Marketing, 52(3), 58-74. http://dx.doi.org/10.2307/1251450 

Werther, W. B., & Chandler, D. (2005). Strategic corporate social responsibility as a global brand insurance. 
Business Horizons, 48(4), 317-324. http://dx.doi.org/10.1016/j.bushor.2004.11.009 

 

Copyrights 

Copyright for this article is retained by the author(s), with first publication rights granted to the journal. 

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution 
license (http://creativecommons.org/licenses/by/4.0/). 


