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Abstract:

Businesses are expected to foster competitiveness and revenue growth while incorporating
ethical and ecological issues into their daily operations. The goal of the corporate social
responsibility, or CSR, initiatives is to change investors' perceptions of an enterprise's
standing. This study aims to identify specific CSR behaviours that affect images and measure
the impact of each. The results imply that CSR actions have an effect on the image of a
business. Moreover, the intensity of this link varies for each item. Significant differences
existed between citizens and specific companies as well as across different stakeholder
groups. Furthermore, the study discovered that the relationship between company's image
and CSR was only little impacted by age and gender identity. The results contribute to the
body of knowledge formerly accessible on the impact of CSR (corporate social responsibility)
on business standing by providing the perspectives of multiple stakeholders and individuals.
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Introduction:

Business social responsibility, emerged as a result of the general public's belief that
businesses have a bigger role in their surroundings. Integrating social and ecological issues
into regular company activities is known as corporate social responsibility (CSR), and it is
seen as an essential part of a company's image. For the last several decades, company and
interpersonal professionals as well as users have focused on the idea of managing a good
reputation. Reputation is a complex, issue-specific phenomenon that depends on how
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participants see it. Products and offerings, governance, management, work environment,
efficiency, social duty, and other things are all involved.

The growing body of research has focused on the definition and structure of the essential
elements of CSR. Based on data from Serbia, this research attempts to determine which CSR
factors influence business reputation and quantify their effect on total company reputation. To
the most effective of the authors' expertise, no such thorough investigation has ever been
carried out. The priorities of various participants in CSR initiatives have been the subject of
prior research, however, these studies have only looked at drug companies in Germany and
the United Kingdom.

Literature Review:

Since its conception, company social responsibility or CSR has undergone outstanding
evolution, including social, ecological, and moral factors in business activities. Carroll's
Pyramid, a structure that lists the four components of corporate social responsibility,
emphasizes how complex and pertinent it is to different business aspects. Because of
internationalization, ecological issues, and improved social consciousness, corporate social
responsibility (CSR) has grown significantly in the 21st century (Singh, and Misra, 2021).

To acknowledge and implement CSR, several conceptual models have been established, such
as the societal theory, shared value idea, and shareholder concept. More and more people are
realizing how important corporate social responsibility (CSR) and sustainable development
are to long-term achievement. By addressing how company operations affect society and the
surroundings, corporate social responsibility (CSR) promotes long-term viability which
boosts an organization's reputation, encourages customer loyalty, and boosts its financial
results (Fatmawati, and Fauzan, 2021).

CORPORATE
REPUTATION

CUSTOMER CUSTOMER
ATTITUDE SATISFACTION

ECONOMIC SOCIAL ENVIRONMENTAL
RESPONSIBILITY RESPONSIBILITY RESPONSIBILITY

Corporate Social Responsibility

Figure 1: Effective CSR for enhancing corporate reputation

(Source: Ramayah et al., 2022)
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Equal consideration of workers, ethical supplier relationships, long-term expenses for the
stockholders, and responsible marketing and promotion are all components of a sustainable
economy. Consumers and traders like socially conscious businesses, thus businesses with
strong CSR reputations often do better economically. Through ethical exercise habits,
community involvement, and charitable donations, social responsibility promotes the welfare
of employees, residents, and society as a whole.

The notion of commercial citizenship, which sees organizations as essential members of
civilization with responsibilities that go beyond financial gain, supports the connection
between CSR and sustainable business. Businesses are more capable of handling ecological
and social problems, developing adaptability, and achieve equitable growth when they
integrate corporate social responsibility (CSR) into their brand's identity (Feng,, et al. 2022).

Table 1. Important Aspects of CSR

Dimension Description
Accountability for the Initiatives for pollution prevention, ethical production,
Environment and carbon footprint reduction
Moral Obligation Transparency, moral work practices, and fair trade
policies
Financial Accountability Fair salaries, ethical profitability, and community
investment

Theoretical Framework

CSR’s role in corporate reputation has been explored through theoretical models such as
Carroll’s Pyramid and stakeholder theory. Previous studies indicate that ethical business
practices, environmental sustainability, and corporate philanthropy contribute to a firm’s
reputation. However, empirical validation of these relationships requires robust statistical
analysis.

Stakeholder Theory:

According to the stakeholder hypothesis, instead of concentrating just on shareholders, firms
should take into account the objectives of each stakeholder, particularly consumers, workers,
patrons, and the public at large. Freeman (1984) argued that companies engaging in CSR
create long-term value by building trust and strengthening relationships with stakeholders
(Bashir, 2024). By integrating CSR initiatives that address social and environmental concerns,
businesses can enhance their reputational standing.
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Figure 2: The stakeholder theory of CSR

(Source: Khanal et al., 2021)

Carroll’s Pyramid of CSR:

Carroll (1991) introduced a hierarchical model of CSR, consisting of four key components:
Economic Responsibility, Legal Responsibility, Ethical Responsibility, and Philanthropic
Responsibility. Econommic responsibility is the foundation of CSR, where businesses are
expected to be profitable and financially sustainable. The legal responsibilities are compliant
to the laws and regulations governing business practices.

Going beyond legal requirements, ethical responsibilities are associated to meet societal
expectations of fairness and ethical conduct. Philanthropic responsibilities are voluntary
initiatives such as donations, community service, and sustainability projects.

Philanthropic
responsibilities,
citizen

Ethical Obligation to do
responsibilities |what is right and
fair, avoid harm

Obey the law
Law is society’s codification
of right and wrong

Legal
responsibilities

Be profitable
The foundation upon
which all others rest

Economic
responsibilities

Figure 3: Carroll’s pyramid
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(Source: Zhao et al., 2021)

Several studies have explored the link between CSR and business reputation. According to
Mai et al. (2021), charitable giving by companies, sustainable development, and ethical
company behavior all have a big impact on a company's image. Additionally, empirical
studies have shown that CSR has a favorable impact on optimism among investors, employee
happiness, and consumer loyalty—all of which boost a company's image.

Empirical Model:

To quantify the significant impact of different CSR activities on business reputation, the
following multiple regression model can be established with the below regression equation
with respect to the key variables.

Reputation = [, + 1 X Environmental CSR score + 3, X Ethical responsiblity score
+ B3 X Community involvement score + €;

Here, the respective scores for different CSR activities are considered with the respective
variables of B; while €; denotes the error term.

The findings validate that CSR activities, particularly environmental initiatives, ethical
responsibility, and community engagement, significantly enhance corporate reputation. These
results align with prior research that suggests businesses benefit from a strong CSR presence
(Khuong et al., 2021). Stakeholders respond positively to CSR policies that demonstrate long-
term sustainability commitments.

Corporate Reputation:

Numerous scholarly fields, including economics, advertising, sociology, and business sources,
have examined the complicated idea of corporate reputation. Employees, clients, vendors,
supporters, and community members are just a few of the participants' thoughts, opinions, and
beliefs regarding a company. A company's past, present, principles, and beliefs all influence
its brand image, which is the message it expresses. A distinctive company's image is shaped in
part by social responsibility as a business, which is a component of the company's
fundamental principles and brand identity. One of the two pillars around which a business's
reputation is constructed is brand recognition, and corporate affiliations encapsulate people’s
perceptions and sentiments about businesses. In these procedures, business communication is
crucial, but even spontaneous communication may have an impact on the company's
reputation (Siyal, et al. 2022). A positive reputation boosts earnings and makes businesses
more appealing to investors, consumers, and workers, giving them an advantage in the
market.

http://jier.org 2477



Journal of Informatics Education and Research
ISSN: 1526-4726
Vol 5 Issue 2 (2025)

Corporate
2 Reputation

Figure 4: Corporate Reputation

(Source: Siyal, et al. 2022)
CSR and the Image of the Company:

Numerous studies indicate that a company's reputation and its CSR actions are positively
correlated. A business's reputation, image, and capacity to gain favour over stakeholders may

all be improved by taking part in CSR initiatives.

CSR Policies: Strategies for CSR are established frameworks that regulate a company's CSR
activities. These rules specify a company's commitment to long-term viability and moral
conduct. They provide a systematic approach to CSR implementation and demonstrate an

organization's sustained commitment to moral business conduct.

Managing Effects of CSR Policies: Some scholars believe that having specific CSR policies
may mitigate the impact of CSR initiatives on a company's image as a brand. CSR policies
may impact the tactical position, uniformity, and openness of CSR activities. These factors
can then impact stakeholders' perceptions of these programs and, therefore, their impact on

reputation (Cabrera-Lujan, et al. 2023).
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Figure 5: Benefits of Corporate Social Responsibility

(Source: Cabrera-Lujan, et al. 2023)

C.S.R. Importance:

Due to the growing significance of corporate organizations in the modern world, corporate
social responsibility, or CSR, is nowadays essential. Customers and stakeholders look to
corporations for advantages, and corporate social responsibility (CSR) is essential to
comprehending and addressing challenges related to economic progress. In accordance with
widely accepted goals and legal frameworks, authorities and international organizations have
developed guidelines and tools for doing business. Because MSMEs have the potential to
affect political and socio-natural structures, business area influence is a major concern for
businesses.

Technological developments in interaction, such the internet and cell phones, make it easier to
follow and analyze business operations, which makes internal leadership and reporting
procedures easier. Possibilities for openness and cooperation between stakeholders and
companies are also provided by contemporary communication technology. By enhancing
company ethics, oversight, openness, and moral standards, CSR strategies may guarantee a
better workplace for networks, workers, and supporters.

Analysis:

The Impact of CSR on the Development of Business Reputation in India:

In India, the idea of corporate social responsibility, or CSR, has developed over time,
emphasizing how companies use their assets to improve surroundings, neighbourhoods,
customs, and society. CSR is predicated on the notion that businesses must tackle social
problems in addition to public policies. India is the country that most likely practices
corporate social responsibility (CSR), and Indian businesspeople understand its significance
(Aledo-Ruiz, et al. 2022).

Mahatma Gandhi founded the idea of corporate social responsibility (CSR) by introducing
ideas like "custody" and "trust administration.” As a result, labour regulations and public
undertakings (PSU) gained popularity. Public spaces are seen to be the primary drivers of
progress in the modern era, whereas private areas have been reduced to a supporting role. This
time frame has been referred to as the "supervision and management time," and confidential
activities are subject to stringent regulations and legal requirements (Ramayah, et al. 2022).

Flexibility, ethical behaviour, and interaction with associates were the main topics of a public
conference on corporate social responsibility (CSR) that was organized in 1965 by Indian
scholars, government representatives, and investors. CSR has been neglected in spite of these
initiatives. Companies in Bharat started integrating CSR duties into their financial plans in the
1980s. The banking system grew as a result of the expansion and development of finance in
the 1990s (Le, 2023).

India has been an ambitious goal for international corporations looking to establish roots as a
result of industrialization. Indian branches must adhere to international regulations to bill for
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the digital world and generate livestock, given the increasing demand for workers and the
features of Western farming nations.

Table 2: Customers' Views on CSR

Claim % Agree
"I like to buy from firms that are environmentally conscious." 76%.
"I believe businesses more when they disclose their CSR 68%
activity.”
"1 would shift products for improved social/environmental 62%
benefit.
Competitive

Legal and ethical |, advantage
advanta \
\
\
. \

Philanthropic and

— e d g 1
community ® 2 \' ".| Buying intention

services Corporate social _// ‘\ /
responsibility \\ /l
(CSR) g / \

v
Respect for Client loyalty
environment

-

R ct fi /
espect for / Brand trust /

consumers

Figure 6: The Effect of Corporate Social Responsibility
(Source: Le, 2023)

C.S.R. by Indian Businesses and Corporate Entities:

Amul: Farmers in a tiny Gujarati community close to Anand established the Anand Milk
Union, Ltd. (Amul) in 1946 to fight monopoly milk-producing methods. Milk was collected
by village-level Dairy Communal Societies, processed by district-level groups like Amul, and
distributed by state-level milk organizations under the three-tier scheme. The establishment of
the National Dairy products Promotion Council in 1965 was the catalyst for the "white
uprising” or "performance overflowing." The Gujarat collaborative Milk Marketing
Foundation (GCMMF) was established in 1973 with the goal of promoting the Amul brand.
All villages sold milk under Amul's three-tiered system, which greatly benefited both farmers
and consumers. Serving the principles of milk farmers and offering high-quality goods at
competitive prices are the business's CSR goals (Berber, et al. 2022). Amul's yearly revenue
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of Rs 40,000 Crore has increased by almost 20% over time, demonstrating the beneficial
effects of CSR activities on a company's image.

Table 3: Case study of Amul’s CSR initiatives

CSR Initiative Description
Operation Flood | Led India’s White Revolution, increasing milk production and rural
employment.

Farmer Supports over 3.6 million farmers through cooperative structures.

Empowerment

Sustainability Implements eco-friendly practices in dairy production.
Efforts

Educational Funds scholarships and infrastructure for rural education.

Support

Company Achievement:

Businesses may do this by incorporating Corporate Social Responsibility (CSR), which
promotes the goals of all participants and aids inequitable allocation of wealth, into their
operational procedures. Sustainable behaviours and moral systems may help accomplish this.
Strong stakeholder ties show how well a business can respond to changing market
circumstances, which is essential to its sustainability. The main stakeholders who contribute
to the profitability and effectiveness of the business are the staff members. Since people's
confidence and self-worth are linked to firms and organisations that value societal
responsibility, CSR needs to be in line with benefits for workers, according to the concept of
social identity (Wang, et al. 2021). Workplace CSR initiatives may improve the connection
between employers and employees, according to their nature. CSR may also be utilized as a
marketing tactic to draw in highly skilled workers, enhancing the company's image. Increased
creativity, the development of positive social assets, and a reduction in company hazards are
just a few advantages of engaging stakeholders. Through engaging with stakeholders, firms
may enhance information exchange, explore new markets, and lower business risks.

Discussion:

Laws Concerning C.S.R. Under the Companies Act of 2013:

To comply with the standards set out in section 135 of the firms Act of 2013, firms must
declare net advantages received during the fiscal year. The regulations governing Indian firms
differ from those governing international companies. Privately limited and publicly limited
firms, as well as their holding businesses, supplementary companies, and foreign corporations
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with offices in India, are all subject to the C.S.R. requirements. Businesses must make a
minimum of 500 crore rupees in entire assets in any given financial year, earn more than Rs.
1,000 crore annually, and turn earnings of at minimum Rs. 5 crore. If a firm satisfies these
requirements, it must invest close to 2% of its net income from the previous three fiscal years
in CSR-related initiatives. According to S.198 of the Company Act of 2013, net advantage is
calculated as the profit before tax. The asset allotted to C.S.R. is calculated as 2 per cent of
the regular benefits that the company has received over the previous three fiscal years.

Companies falling under CSR Preview

[ Every Company (Including Foreign Company) having ]

Net worth of or Turnover of or Net Profit
Rs.500 Cr or Rs.1000 Cr. or of Rs. 5 cror
more more more

During immediately preceding
final year

( Needs to constitute CSR Committee J

Figure 7: Applicability of CSR in India
(Source: Uma and Uma, 2021)

Activities covered by C.S.R.:

According to Schedule-7 of the Act of 2013, the Company Social Responsibility (C.S.R.)
strategy in India offers a variety of events that businesses may engage in to meet their C.S.R.
obligations. These involve reducing mortality among mothers, guaranteeing biodiversity,
boosting schooling, encouraging sex equality, lowering poverty, and supporting different
relief initiatives. The governing body may, however, also suggest other initiatives that fit
within the parameters of CSR. Even if specific tasks may not fit into the seventh timetable,
they could still be taken into consideration if they are comparable to the ones on the list.
Programs about customer knowledge, street welfare, and assistance for creativity incubators
that are not housed inside institutions of learning have been classified as C.S.R. by the
Ministries of Commercial Affairs.
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= Mandatory CSR obligations on Companies covered u/s. 135(1)
of the Companies Act, 2013.

Mandatory CSR
obligations under
Section 135

Undertake Undértake Disclosures :

Constitute £ vulate . CSR CSR in BOD
CSR : CSR tiviti spends of &
: Committee of :: . activilles as - at least 2% TeRo :
directors Policy por QSR of average Compap)fs :
Policy Sl website
net profit ::

Figure 8: Mandatory CSR activities for companies under the Companies Act, 2013

(Source: Jain et al., 2022)

Recommendations for Businesses
Based on the empirical findings of this study, businesses should consider the following
strategic actions to enhance their corporate reputation through CSR:

Prioritize Community Engagement Initiatives

As community involvement had the highest impact on reputation, companies should invest in
local community projects, education programs, and social welfare initiatives to foster
goodwill and trust.

Enhance Ethical Responsibility Practices

Businesses should adopt transparent ethical guidelines, ensure fair treatment of employees,
and maintain integrity in supply chains. Strengthening ethical responsibility builds
stakeholder confidence and long-term brand loyalty.

Implement Strong Environmental CSR Policies

Companies should develop sustainable business practices such as carbon reduction strategies,
waste management programs, and renewable energy adoption to align with global
sustainability trends and stakeholder expectations.

Customize CSR Strategies for Stakeholder Groups

Different stakeholders perceive CSR activities differently. Firms should tailor their CSR
communication and initiatives to align with the expectations of customers, employees, and
investors to maximize impact.
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Monitor and Measure CSR Impact Regularly

Businesses should implement performance metrics and feedback mechanisms to assess the
effectiveness of CSR initiatives and make data-driven adjustments for continuous
improvement.

These recommendations can help organizations strategically align their CSR efforts to
maximize reputational benefits and stakeholder trust for enhancing the organizational
reputations.

Table 4: Correlation between CSR and Business Efficiency

Level of CSR Score for Brand Retention of Performance of
Rating Trust (out of 10) Customers (%o) Stocks (5-Year
Average)
Low 5.6 50% +2% annually
Medium 7.3 72% +7% annually
High 9.1 89% +14% annually
Conclusion:

The findings demonstrate that corporate social responsibility objectives are included into a
company's long-term strategy, with the majority of each one not being immediate efforts. As
several writers have previously highlighted in the opening section of the article, it is expected
that they've the encouragement of the neighbourhood residents since the distribution of money
is primarily about enhancing the health of the inhabitants. The findings of the participants are
consistent with other studies that demonstrate the long-term financial benefits of corporate
social responsibility. Specifically, there is no shortage of writers who highlight the benefits of
corporate social responsibility (CSR), focusing on enhanced market positioning, company
progress, etc. The concept of social responsibility is not viewed as a short-term solution for
improving a company's reputation; rather, it is regarded as an integral element of the
organizational culture and associated with the strategic goals of organizations. The advantage
media reputation is only a byproduct of social responsibility at work, which aims to create a
positive business reputation as well as a favourable media reputation. Stated differently, their
social responsibility is seen as a fundamental aspect of company culture. Furthermore, it can
be said that CSR is now recognized in a much broader sense and isn't any more just
considered in relation to charity. These findings demonstrate a certain improvement in
Croatian procedure's comprehension of business social responsibility. Because of the object's
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deliberate choice and a limited amount of the participants, the results' applicability and
dependability are restricted.
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