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Building company reputation and
brand equity through CSR: the

mediating role of trust
Mobin Fatma, Zillur Rahman and Imran Khan

Department of Management Studies,
Indian Institute of Technology, Roorkee, India

Abstract
Purpose – The purpose of this paper is to investigate the effect of corporate social responsibility (CSR)
initiatives on the two marketing outcomes - corporate reputation (CR) and brand equity (BE), based on
the perception of consumers regarding banks in India.
Design/methodology/approach – A survey of banking consumers was carried out, resulting in
303 valid responses. In order to address research objectives and test the hypothesis, structural
equations modeling has been employed.
Findings – Results reveals that CSR activities influence CR and BE directly as well as indirectly.
In addition, the mediating role of trust is found to be significant between CSR and CR and CSR and BE.
The study shows that CSR activities build consumer trust in a company which in turn positively
impacts CR and BE.
Research limitations/implications – The findings have important implications for retail banks in
India and suggest that CSR activities can help banks in building CR and BE. The hypothesized
theoretical framework has been tested in the banking context, so the generalization of findings is
limited to the context.
Originality/value – This study contributes to literature by highlighting the important role of CSR
and its direct and indirect effects on CR and BE.
Keywords Corporate reputation, Trust, Corporate social responsibility, Brand equity
Paper type Research paper

Introduction
In today’s competitive market place, corporate social responsibility (CSR) initiatives
have garnered significant interest due to their strategic importance to companies
across industries (Carroll and Shabana, 2010) which is evident by the fact that firms
are spending millions of dollars on CSR activities (Luo and Bhattacharya, 2006).
By investing heavily in CSR activities, companies are claiming that CSR is not only the
“right thing to do but also the smart thing to do” (Smith, 2003, p. 52). More than
80 percent of the Fortune 500 companies mention CSR issues on their web sites
(Bhattacharya and Sen, 2004) with the belief that these actions will lead to improved
reputation (Lii and Lee, 2012). CSR initiatives can contribute to the formation of a
positive brand image which may in turn help differentiate the company’s products or
services (Hsu, 2012). Investment in CSR activities helps companies build moral capital
and supports a company’s intangible assets such as corporate reputation (CR)
(Godfrey, 2005) and brand equity (BE) (Meloand-Ignacio, 2011). According to Godfrey
(2005), moral capital serves as an insurance policy as it safeguards a company from
negative stakeholder evaluation.

In the financial services industry, both intangible assets – CR and BE are critical
to a company’s success (Lai et al., 2010). Also, trust is a fundamental element in the
customer-company relationship (Pivato et al., 2008). From a CSR perspective, trust has
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been understood as consumer expectations of socially responsible behavior from
companies (Vlachos et al., 2009). When consumers consider a company moral or its
behavior socially responsible and trustworthy, their evaluation of the company may
tend to be positive (Brown and Dacin, 1997). It has been stated in academic literature
that consumer perception of CSR activities influences the company’s reputation
(Brammer and Pavelin, 2006) and BE (Torres et al., 2012), but little is known about the
underlying mechanism of consumer CSR perception and its influence on company’s
reputation (Cretu and Brodie, 2007) and BE (Creel, 2012). Despite growing interest in
this area, there is a lack of empirical research examining the role of trust in building CR
(Hur et al., 2014) and BE (Chaudhuri and Holbrook, 2001). Thus, we propose trust as
the mediating pathway linking CSR to CR and BE. Investigating the role of trust in
context of CSR initiatives is important (Park et al., 2014) because trust has significant
implications on marketing outcomes (Xue and Waqar, 2014). This study offers a deeper
understanding of consumer perception of CSR and its potential impact on CR and BE
through its effect on consumer trust.

The purpose of this study is twofold: first, measures the influence of consumer
perception of CSR initiatives on the two marketing outcomes (CR and BE); the authors
have specifically tested the direct and indirect relationships CSR activities have with
CR and BE. Second, examine the mediating role of customer trust in the relationships
among CSR, CR and BE. The context chosen for this study is the retail banking
industry in India. Indian banks are characterized by homogeneity of products and
services and intensive competition (Fatma et al., 2014). The authors aim to find new
ways to help banks build good reputation and BE.

This study is structured as follows: the next section presents a review of existing
literature and develops a hypothesis. The third section describes the methodology
used in the paper. Next, results of the study are given. Finally, conclusions, suggestions
and implications (theoretical as well as managerial) along with future research
directions are presented.

Literature review and hypothesis development
Today companies need to integrate society’s interests into their business activities.
CSR refers to a company’s activities with respect to its perceived societal obligations
(Brown and Dacin, 1997). McWilliams et al. (2006, p. 4) suggested that CSR “should be
considered as a form of strategic investment which can be viewed as a form of
reputation building or maintenance”. This behavior can be examined through the
resource-based view (RBV) of the firm when such activities influence a firm s benefits.
This theory presumes that a firm possesses resources and capabilities that are
imperfectly mobile across other firms within the same industry (McWilliams et al.,
2006). These intangible resources (e.g. CR, BE) (Hur et al., 2014) can contribute to
sustainable competitive advantage if they are rare, valuable and inimitable (Barney,
2001). RBV serves as a useful tool to understand why firms engage in socially
responsible activities (Branco and Rodrigues, 2006). In this regard, social capital is
defined as the combination of actual and potential resources which are derived from the
network of personal relationship (Nahapiet and Ghoshal, 1998). Also, CSR may serve
as an organizational resource which provides both internal (e.g. competencies,
capabilities) and external (BE, CR) benefits (Orlitzky et al., 2003).

Before using CSR to differentiate a product, it is important to distinguish between
the two types of differentiation - horizontal and vertical. Vertical differentiation occurs
only when most of the consumers prefer to buy from a socially responsible company as
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compared to others (e.g. fuel efficient car). This differentiation strengthens CR, adds
value to BE and allows the company to charge premium price (Fombrun and Shanley,
1990). Horizontal differentiation occurs when some customers prefer to buy the product
based on their taste (e.g. color) but this does not allow the company to charge premium
prices, and it does not add value to CR either (McWilliams et al., 2006). This difference
between horizontal and vertical differentiation complicates the relationship between
company reputation and consumer behavior outcomes. This relationship has produced
inconclusive results in literature (Hur et al., 2014) and is the reason why the authors in
this study have taken outcomes (CR and BE) internal to consumers and excluded
external outcomes such as purchase behavior. The theoretical framework proposed in
this study is shown in Figure 1.

CR
CR refers to the extent to which an organization is held in high esteem in the eyes of
stakeholders (Fombrun and Shanley, 1990). In sum, it is the accumulated perception
of stakeholders toward the corporation as to how well it would meet their expectations
(Abratt and Kleyn, 2012). A company’s reputation is determined by the signals that
stakeholders receive regarding its behavior in the marketplace (Fombrun and Shanley,
1990). These signals can be product quality, financial performance, media visibility and
CSR (Brammer and Pavelin, 2006). A company can use CSR as a mechanism to signal
its positive image to the stakeholders (Fombrun, 2005). By making an investment in
CSR activities, companies are able to create a corporate-level differentiation strategy
(Hsu, 2012). The reputation of the company would tell how much it is able to meet the
expectations of stakeholders (Siltaoja, 2006).

CSR and its effect on CR
CR serves as an intangible and valuable asset for the company (Branco and Rodrigues,
2006) and is the key determinant of competitive advantage (Melo and Garrido-Morgado,
2012), specifically where product differentiation is difficult to achieve (Husted and
Allen, 2009). Consumers evaluate new products or services of a company in terms of its
reputation in the market (Hsu, 2012). Furthermore, good reputation serves as a buffer or
cushion against negative consumer perception (Lange et al., 2011). CR is the outcome of
a company’s actions and CSR activities are one of the most effective ways to build good
reputation in the eyes of the stakeholders (Fombrun and Shanley, 1990). Hence,
companies indulge in socially responsible activities to enhance their image and
reputation and contribute to the well-being of society (Sen and Bhattacharya, 2001).
Bendixen and Abratt (2007) studied supplier-consumer relationships in South African
MNCs and showed that consumers’ belief that their suppliers followed ethical practices
was the basis of CR. Further, Lai et al. (2010) provided evidence that buyers’ perception
of CSR activities positively led to CR. Hsu (2012) also confirmed this association by

H1

H4

H3

H5

H2

Corporate 
reputation

Brand 
equity

TrustCSR
Figure 1.
Theoretical
framework
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demonstrating that socially responsible activities led to improved CR. Therefore, the
following hypothesis is derived:

H1. Consumer perception of CSR activities is positively related to CR.

BE
BE refers to the incremental utility or total value added to the product by virtue of its
brand name (Yoo and Donth, 2001). The approaches that have been used to measure BE
are either financial or customer related (Aaker, 1996); financial measures included stock
price movement (Simon and Sullivan, 1993) and accounting-based value (Farquhar et al.,
1991) whereas customer-related measures were either perceptual (e.g. brand association,
perceived quality and brand awareness) or behavioral (e.g. market behavior and brand
loyalty) (Aaker, 1996). It has been accepted that perceptual measures alone are not good
predictors of market behavior (Myers, 2003). Aaker (1991, 1996) combined both perceptual
and behavioral approaches to form the “The Brand Equity Ten” approach which was
based on ten sets of measures consisting of five dimensions: brand awareness, brand
loyalty, perceived quality, brand association and market behavior. These dimensions are
valid and comprehensive enough to define BE (Aaker, 1991, 1996).

In contrast, Keller (1993) focussed only on the perceptual component of BE and defined
it as “the differential effect of brand knowledge on consumer response to the marketing of
the brand” (Keller, 1993, p. 1).The combination of perceptual and behavioral variables is
an effective way to measure BE due to the incremental value added to the product by the
brand but may be not an appropriate approach to examine the causal relationship
between BE and CSR (Hsu, 2012). The suggested link between CSR and behavioral
variables is weak (Bhattacharya and Sen, 2004). This paper focusses on the perceptual
variables of BE. Branding literature also gives great importance to the perceptual
component of BE. The authors in this study follow Keller’s (1993) approach of BE that
comprises two dimensions – brand awareness and brand association.

CSR and its effect on BE
Jones (2005) suggested that BE was derived from the co-creative interaction between
the brand and the consumers. Consumers should be able to meaningfully differentiate
among products or services in order to create BE (Aaker, 1996); this differentiation
comes from brand value (Lai et al., 2010). It can be asserted that the more fulfilled the
consumer expectation, the more valuable the BE. A firm’s reputation arising from its
ethical behavior is an important driver of brand valuation (Holt et al., 2004). Brickley
et al. (2002) also acknowledged that a firm’s reputation arising from CSR activities
constituted an important element in its BE. Lai et al. (2010) indicated that buyers’
perception of companies’ socially responsible activities influenced industrial brand
performance and BE. Empirical evidence is also provided by Hur et al. (2014)
suggesting that CSR activities are an important driver of BE. Thus, this study infers
that consumer perception of CSR activities may have a positive influence on BE. Hence,
we propose the following hypothesis:

H2. Consumer perception of CSR activities is positively related to BE.

The mediating role of trust
The role of trust as a mediating variable has been recognized in many disciplines
including management (Blomqvist, 1997), psychology (Luhmann, 1979), philosophy
(Hosmer, 1994) and marketing (Gronroos, 1989). From the consumer’s point of view,
trust has been understood as consumer belief that the corporation will perform in a
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manner consistent with their expectations (Park et al., 2014). It refers to values a
company shares with customers (Morgan and Hunt, 1994). Trust is a fundamental
constituent in building and maintaining a long term relationship between customers
and the company (Morgan and Hunt, 1994). In past studies, trust has been viewed from
both unidimensional (Pivato et al., 2008; Castaldo et al., 2009) and multi-dimensional
perspectives (Mayer et al., 1995). We adopt a multi-dimensional representation of trust
proposed by Sirdeshmukh et al. (2002) which includes two dimensions - performance
and benevolence. Performance-based trust refers to the company’s expertise or skills to
produce quality products or services and its ability to perform business functions
effectively (McKnight et al., 2002). Benevolence-based trust includes consumer belief
that a company is genuinely concerned with the welfare and well-being of society
(Mayer et al., 1995).

CSR and its effect on trust
A company’s socially responsible initiatives provide information about its character
and values that helps in building trust in the company (Brown and Dacin, 1997).
Hosmer (1994) stated that considering ethical principles in companies’ strategic
decision-making process helped firms build trust among stakeholders. In line with this
view, Pivato et al. (2008, p. 5) proposed that consumer trust in a firm’s ethical practices
was one of the most immediate outcomes of the company’s social performance and
significantly affected consumer actions responding to CSR (Osterhus, 1997). CSR as
activities are understood as pro-social corporate endeavors that protect and improve
the welfare of society as a whole along with protecting the interest of company’s thus
building trust among consumers (Sen and Bhattacharya, 2001). Consumers hold a high
level of trust for companies that are perceived socially responsible (Du et al., 2007).
Accordingly, we propose the following hypothesis:

H3. Consumer perception of CSR activities is positively related to trust.

Trust and its effect on CR
CR is an important element in a company’s success and has been positively related to
trust (Ganesan, 1994) but the relationship between trust and CR remains unexplored
(Park et al., 2014). Some researchers have treated trust as a consequence of good
reputation (Keh and Xie, 2009) while others have stated that reputation is an outcome of
trust (Yoon et al., 2006). A solution to this issue can be drawn from the work of Fishbein
and Ajzen (1975), where trust is conceptualized as a belief and relates to the moral
principle of honesty. Trust is cognitive in nature while reputation is an affective
construct of the overall evaluation (Fazio, 1986). In order for socially responsible
activities to have a positive influence on CR, companies need to instill trust among
stakeholders for social well-being (Park et al., 2014). Consumers perform an overall
evaluation of a company’s image based on their beliefs and knowledge about the
company (Park et al., 2014). Based on this view, trust is an antecedent to CR.
Accordingly, we propose the following hypothesis:

H4. Customer trust in the brand mediates the influence of CSR activities on CR.

Trust and its effect on BE
According to the social exchange theory (Emerson, 1976), customer trust toward the
brand enhances social embeddedness of the customer-brand relationship to further
increase customer commitment toward the brand (Grayson and Ambler, 1999). BE is
referred to as a relational market-based asset and is embedded in the value attached to
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a brand (Srivastava et al., 1998). Any brand in the market is developed on the
basis of trust (Ganesan, 1994). The key for survival of a brand is to create trust in
the marketplace, specifically when direct interaction between customers and the
brand is low (Delgado-Ballester and Munuera-Alema’n, 2005). Hiscock (2001, p. 1)
stated, “The ultimate goal of marketing is to generate an intense bond between the
consumer and the brand, and the main ingredient of this bond is trust”. Previous
research has asserted that trust is essential for and positively associated with BE
( Jevons and Gabbott, 2000; Delgado-Ballester and Munuera-Alema’n, 2005). Hence,
we propose the following hypothesis:

H5. Customer trust in the brand mediates the influence of CSR activities on BE.

Method
Sample and data collection
The data for the present study were collected through a survey. Respondents included
banking customers residing in Delhi - the capital of India, that has a population of around
25 million (UN Report, 2014), representing the study’s target population. For the purpose
of this study, the term “banking industry customers” refers to those individuals who are
above 18 years of age and have a bank account at the time of survey. Respondents were
approached for the survey during the working hours of the bank. Non-probabilistic
sampling procedure was used with a combination of quota and convenience sampling
methods while considering two demographic criteria – respondent age and gender.
Age and gender quotas ensure that the sample represents the socio-demographic
characteristics of the population. Initially, a total of 400 survey instruments were
distributed. Of them, 347 questionnaires were received. Out of these 347 questionnaires,
33 were discarded due to incompleteness leaving us with 314 responses. Further, 11
unusable responses were identified which were removed leaving 303 responses for
final analysis. The majority of respondents were male (57.09 percent) aged between
40-60 (47.19 percent) years. Most of the respondents had bachelor degrees (50.16 percent)
and belonged to middle income groups (43.89 percent) earning $178-$486 monthly.
Before further analysis, all items were examined for missing values, data entry errors
and the fit between distributions using the software PASW 18. A summary of the
demographic information of respondents in the sample is given in Table I.

Measures
The survey instrument consisted of five sections. The first section gathered the
respondents’ demographic information. The second section captured consumer perception
about CSR activities. Section three measured respondents’ level of trust in their banking
service provider. The fourth section consisted of questions related to CR. The fifth
section comprised items that measured BE dimensions. All the items were measured on a
seven-point Likert scale ranging from 1 to 7 (1¼ strongly disagree to 7¼ strongly agree).
A pretest of the questionnaire was done with MBA students (marketing) to improve
its readability.

Consumer perception about CSR activities was measured with three items taken from
the study of Du et al. (2007) and Berens et al. (2005). In the present study, trust is considered
as a multi-dimensional construct consisting of performance and benevolence-based trust.
Five items from the study of Morgan and Hunt (1994) and Sirdeshmukh et al. (2002) were
adapted to measure trust. CR is defined as “the prestige or status of a product or service, as
perceived by the purchaser, based on the image of the supplier” (Petrick, 2002, p. 125).
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Following this, CR in this study is considered as the overall image of the company in the
minds of stakeholders regarding its CSR activities and products or services supplied to
them. Five items were drawn to measure CR from the work of Petrick (2002).

Four items were taken to measure BE from the work of Yoo and Donth (2001), which
is in line with Keller’s (1993) definition of BE. This study views BE as a two-dimensional
construct comprising brand awareness and brand association (Keller, 1993). Brand
awareness is defined as “the ability for a buyer to recognize or recall that a brand is a
member a certain product category” (Aaker, 1991, p. 61). Brand association refers to
“anything linked to a brand” (Aaker, 1991, p. 109). Yoo and Donth (2001) suggested
that both these dimensions were inseparable and should be considered one due to lack
of discriminate validity. According to Yoo and Donth (2001), brand association and
brand awareness are jointly termed BE.

Analysis and results
Assessment of common method bias
Many researchers have stated that common method variance is a serious problem in
social science research, especially in one using a single instrument for data collection
(Rodriguez-Pinto et al., 2011). According to Podsakoff et al. (2003), many statistical study
design techniques can be used to control common method bias. To minimize common
biasness, we performed Harman’s one factor test with varimax rotation on all relevant
items using exploratory factor analysis. Results show that all the four factors accounted
for 69.71 percent of total variance, and the first factor (CSR) made up for 14.33 percent of
variance, suggesting the absence of single general factor in the data set. Thus, the threat
of common method bias was reduced to the minimum in the data set.

Measurement model
Before testing the structural model of the above-stated hypotheses, the reliability and
validity of each item was tested using AMOS 20.0 with maximum likelihood estimation

Variable Sample %

Gender
Male 173 57.09
Female 130 42.90

Age
Below 39 72 23.76
40-60 143 47.19
60 and above 88 29.04

Qualification
High school 62 20.46
Intermediated 89 29.37
Bachelor 152 50.16

Income level (monthly in rupees)
Upper ($502 and above) 84 27.72
Middle ($178-$486) 133 43.89
Lower (⩾$162) 86 28.38

Size 303
Table I.
Sample description
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procedure for further analysis. As shown in Table I, Cronbach’s α of each factor
ranges from 0.721 to 0.911. As suggested by Nunnally and Bernstein (1994), a value
greater than 0.70 indicated internal consistency and reliability. The composite
reliability of all measured variables was between 0.866 and 0.923 and exceeded 0.7,
revealing that the measured variables were within acceptable range as recommended by
Fornell and Larcker (1981). The measurement model has good convergent validity
as the average variance extracted (AVE) of each factor is between 0.53 and 0.74 and
exceeds 0.5, which is in line with suggestions by Fornell and Larcker (1981).
Discriminate validity exists between two variables when the squared correlation is
greater than the AVE between those variables (Fornell and Larcker, 1981). The squared
correlation coefficient of all dimensions was greater than AVE, confirming discriminate
validity of the model. Following the two-step procedure developed by Bollen (1989), we
employ the confirmatory factor analysis (CFA) model with all possible relationships
among latent variables before testing the structural model. The results are shown in
Tables II and III.

Variable Dimension Standardized λ Cronbach’s α CR AVE

Corporate social responsibility (CSR) CSR1 0.613 0.721 0.881 0.533
CSR2 0.851
CSR3 0.793

Trust (TRU) TRU1 0.835 0.911 0.923 0.745
TRU2 0.883
TRU3 0.873
TRU4 0.864
TRU5 0.875

Corporate reputation (CR) CR1 0.682 0.865 0.866 0.589
CR2 0.611
CR3 0.843
CR4 0.856
CR5 0.778

Brand equity (BE) BE1 0.866 0.896 0.897 0.678
BE2 0.805
BE3 0.778
BE4 0.865

Goodness-of-fit measures
GFI CFI NFI RMSEA

S-B χ2¼ 158.64 ( p¼ 0.000),
χ2/df¼ 1.89 (167.59/91)

0.911 0.873 0.923 0.03

Table II.
Results of

confirmatory
factor analysis

Mean SD No. of items CSR TRU CR BE

CSR 3.32 0.70 3 0.533
TRU 3.55 0.76 5 0.512 0.745
CR 3.29 0.73 5 0.723 0.847 0.589
BI 3.32 0.59 4 0.501 0.732 0.502 0.678
Notes: CSR, corporate social responsibility; TRU, trust; CR, corporate reputation; BE, brand equity

Table III.
Discriminate validity
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Structural model
After reliability and validity testing of the measurement model, we tested the structural
model. Following Hair et al. (1998), this study employed five indicators to measure the
fitness of the structural model. Results show overall good model fit ( χ2¼ 267.2,
CFI¼ 0.971, NFI¼ 0.96, GFI¼ 0.891, RMSEA¼ 0.06, p¼ 0.000). To test the mediation
effect in our hypotheses, the analytical approach suggested by Preacher and Hayes
(2008) is used. This mediation process tests the indirect effect between dependent and
independent variables through the bootstrapping procedure (Mooney and Duval, 1993).
Many recent studies have recommended this technique to test the mediation effect
(Preacher and Hayes 2008; MacKinnon et al., 2004). The hypothesized direct and
indirect effects of CSR on CR and BE were tested using AMOS 20.0 (maximum
likelihood estimation).

Table IV shows both direct and indirect effects of path estimates with confidence
intervals; CSR has one direct and one indirect effect on BE. H1 predicts CSR activities
have a positive direct effect on CR. The path leading from CSR to CR is statistically
significant at 0.05 level, therefore, H1 is accepted. It is thus confirmed that consumer
perception of socially responsible activities leads to positive CR. The finding is
aligned with those of previous studies. For example, Melo and Garrido-Morgado (2012)
reported that CSR was positively related to CR. H2 proposes that CSR activities have
positive and direct effects on BE, and is supported. This finding is in line with the study
of Lai et al. (2010). H3 proposed that CSR activities positively affect customer trust in
the brand, and the hypothesis was found statistically significant at 0.05 level.

H4 posited that customer trust partially mediated between CSR and CR; the
estimated path is statistically significant at 0.10 level. Both estimated direct and
indirect effects of CSR on CR are statistically significant, indicating the relationship
between CSR and CR after controlling the mediating variable (trust). Since both
direct and indirect effects of CSR on CR are statistically significant, customer trust
in the brand partially mediates the influence of CSR on CR. Thus, H4 is accepted.
In sum, the effect of CSR activities on CR does exist and is mediated by consumer
trust in the company. H5 predicts that customer trust would partially mediate
between CSR and BE. The estimated path is statically significant (p value 0.10).
Thus, H5 is supported. The significant path relationships in this study are in line
with previous studies. For example, the association between CSR and trust is
confirmed by Tian et al. (2011); the relationship between trust and CR has been
supported by Park et al. (2014); the trust and BE link is backed by Chen (2010).
The final path estimates are shown in Figure 2.

Hypothesis Path Standardized coefficients Results

H1 CSR-CR 0.48** Supported
H2 CSR-BE 0.56** Supported
H3 CSR-TRU 0.39** Supported
H4 CSR-TRU-CR 0.19* Supported
H5 CSR-TRU-BE 0.16* Supported

Goodness-of-fit measures
GFI NFI CFI RMSEA

χ2¼ 267.2; p¼ 0.000 0.891 0.96 0.971 0.06

Notes: CSR, corporate social responsibility; CR, corporate reputation; TRU, trust; BE, brand equity.
*po0.10; **po0.05

Table IV.
Path coefficients for
the mediation effect
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Conclusion
The retail banking industry is characterized by intensive competition and low
differentiation in product offerings (Bravo et al., 2009). Due to the intangible nature of
services, it becomes difficult for the marketer to differentiate one brand from another
(McDonald and Rundle-Thiele, 2008). All things being equal, a company’s socially
responsible activities can help in building reputation and result in BE (McWilliams and
Siegel, 2001). It is important for banking companies to spend their resources on CSR
initiatives in such a way that they lead to substantial benefits for stakeholders and
society (Sen et al., 2006). When engaging in CSR activities, companies tend to gain a
more positive perception and favorable attitude of its stakeholders.

The purpose of this study is to investigate the influence of CSR activities on
marketing outcomes (CR and BE). The empirical results drawn from this study indicate
that CSR activities have positive direct and indirect effects on CR and BE. Findings
reveal that the indirect effects of CSR activities on CR are mediated by trust. CSR is
understood as a multifaceted concept. The multifaceted characteristics of CSR show that
CR and BE are the more practical reasons for engaging in CSR activities. On the other
hand consumer trust may be viewed as an outcome of firm engaging in CSR activities.
The strong link between CSR initiatives and CR provides evidence that a company
engaged in socially responsible activities can expect various beneficial outcomes.

Discussion
Theoretical contribution
This study attempts to extend existing literature by establishing relationships among
CSR, CR and BE by including consumer trust as a key mediator. Although CSR is
known to be one of the most effective ways of marketing, there is only limited research
studying the effects of CSR on marketing outcomes (Hur et al., 2014). Therefore, this
paper contributes to CSR literature and examines the effects of CSR on marketing
outcomes in many ways. First, this study proposes and tests the theoretical model
based on direct and indirect path relationships between CSR and marketing outcomes
(CR and BE). This study also extends CSR literature by examining the key role of trust
as a previously unrecognized outcome.

Second, this study explains various CSR outcomes within the framework of RBV.
Branco and Rodrigues ( 2006) suggested that RBV was a useful way to understand how
companies assuming social responsibilities had influence on their financial outcomes.
Although Lai et al. (2010) discovered direct relationships among CSR, CR and BE, this
study extends the previous work and suggests not only direct relationships of CSR
with CR and BE, but also indirect relationships among them mediated through trust.

Third, this study highlights the important role of a mediator (trust) in the
relationship between CSR and CR. Hsu (2012) examined the mediating role of

0.48**
0.19*

0.39*

0.16**

0.56**

Corporate 
reputation

Brand 
equity

TrustCSR

Notes: *p< 0.10; **p< 0.05

Figure 2.
Final

estimated model
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customer satisfaction between CSR and CR but failed to prove its mediating effect.
Our results suggest that trust is a critical variable in the relationship between CSR
and CR (Park et al., 2014). Further, managers should pay attention to the cognitive
element of consumer CSR perception. It is worth mentioning here that previous
studies have focussed on understanding consumer perception of CSR and its effect
on behavioral outcomes such as satisfaction and brand affect (e.g. Hsu, 2012)

Finally, this study examines the relationship between CSR and BE and confirms the
mediating role of consumer trust. Lai et al. (2010) suggested that CSR influenced BE
through the mediating mechanism of corporate credibility. However, our results
suggest that trust coming from socially responsible initiatives helps in building brand
value and results in BE. The contribution of this study is the identification of consumer
trust as a key variable regulating the effect of CSR on CR and BE.

Managerial implication
The concept of CSR gained increased attention in India after the introduction of the
New Company Bill 2013. According to this Bill, every company having a net profit of
Rs 5 crore or more annually is required to invest 2 percent of its profits into CSR
activities. To reap the benefits of investments made in socially responsible activities,
banking companies should inform stakeholders about such activities to get a favorable
response. Previous research shows that consumers are willing to pay more or become
loyal to companies that indulge in community welfare activities, and perceive such
firms more favorably (Mohr and Webb, 2005). Nevertheless, CSR activities should be
implemented carefully to avoid consumer skepticism.

From a managerial perspective, the findings hold important implications for companies
engaged in CSR activities and those planning to do so. Building and maintaining
relationships between customers and company through CSR activities is more likely to
generate positive outcomes such as CR and BE (Lai et al., 2010). Customer trust is found
to mediate the relationship between CSR activities and marketing performance.

Implications of the findings of our study are as follows: first, CSR activities help in
enhancing consumer perception of a company’s marketing performance (CR and BE).
A company’s managers should pay attention to socially responsible activities and
invest resources in them because consumers tend to perceive socially responsible
companies as more trustworthy and regard them favorably. This results in good
reputation and increased BE.

Second, companies should closely guard their reputation as it plays a critical role in
the overall evaluation of the firm (Ross and Thomsen, 2004). Good reputation is hard to
build and easy to lose, and has a long-term impact on the company. Thus, it is of utmost
importance for mangers to view building a company’s reputation as a more substantive
and long-term activity rather than a short-term public relation activity. Therefore,
strategically managing CSR activities with the objective of developing trust may result
in favorable outcomes.

Finally, companies expect to enhance BE through various socially responsible
initiatives. Our findings provide important insights to managers regarding the crucial
role of CSR in building customer-brand relationships. Findings imply that CSR
initiatives should be viewed from relationship marketing perspectives and efforts must
be made to establish trust among consumers (Hur et al., 2014). It has been found that
consumers perceive a company as more trustworthy when it is associated with a
certain social issue (Sego, 2002).
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Limitations and future research
As any other research, this study is not without limitations. This section highlights
the limitations of the study and suggests directions for future research. The first
limitation is that this theory-based relationship is tested only in banks, so generalization
of findings is limited to the banking context only. Therefore, it would be useful to
replicate the study in other sectors as well to establish its generalizability. Second,
the sample drawn for this study belongs to a large city, which might have an impact on
the level of consumers’ awareness. This study tested the above-stated hypotheses while
considering a convenience sample of banking customers. Future research examining
this relationship may be conducted with a larger sample. Third, we are concerned with
the consumers’ perception of CSR activities, not actual CSR programs. This perception
may not be equivalent to actual CSR programs. Distinguishing between these influences
can lead to a better understanding of the effect of CSR on CR and BE.

References

Aaker, D. (1991), Managing Brand Equity, Free Press, New York, NY.

Aaker, D.A. (1996), “Measuring brand equity across products and markets”, California
Management Review, Vol. 38 No. 3, pp. 102-120.

Abratt, R. and Kleyn, N. (2012), “Corporate identity, corporate branding and corporate
reputations: reconciliation and integration”, European Journal of Marketing, Vol. 46
Nos 7/8, pp. 1048-1063.

Barney, J.B. (2001), “Resource-based theories of competitive advantage: a ten-year retrospective
on the resource-based view”, Journal of Management, Vol. 27 No. 6, pp. 643-650.

Bendixen, M. and Abratt, R. (2007), “Corporate identity, ethics and reputation in supplier-buyer
relationships”, Journal of Business Ethics, Vol. 76 No. 1, pp. 69-82.

Berens, G., van Riel, C.B. and van Bruggen, G.H. (2005), “Corporate associations and consumer
product responses: the moderating role of corporate brand dominance”, Journal of
Marketing, Vol. 69 No. 3, pp. 35-48.

Bhattacharya, C.B. and Sen, S. (2004), “Doing better at doing good: when, why, and how consumers
respond to social initiatives”, California Management Review, Vol. 47 No. 1, pp. 9-24.

Blomqvist, K. (1997), “The many faces of trust”, Scandinavian Journal of Management, Vol. 13
No. 3, pp. 271-286.

Bollen, K.A. (1989), Structural Equations with Latent Variables, Wiley, New York, NY.

Brammer, S.J. and Pavelin, S. (2006), “Corporate reputation and social performance: the
importance of fit”, Journal of Management Studies, Vol. 43 No. 3, pp. 435-455.

Branco, M.C. and Rodrigues, L.L. (2006), “Corporate social responsibility and resource-based
perspectives”, Journal of Business Ethics, Vol. 69 No. 2, pp. 111-132.

Bravo, R., Montaner, T. and Pina, J.M. (2009), “The role of bank image for customers versus
non‐customers”, International Journal of Bank Marketing, Vol. 27 No. 4, pp. 315-334.

Brickley, J., Smith, C. and Zimmerman, J. (2002), “Business ethics and organizational
architecture”, Journal of Banking & Finance, Vol. 26 No. 9, pp. 1821-1835.

Brown, T.J. and Dacin, P.A. (1997), “The company and the product: corporate association and
consumer product response”, Journal of Marketing, Vol. 61 No. 1, pp. 68-84.

Carroll, A.B. and Shabana, K.M. (2010), “The business case for corporate social responsibility:
a review of concepts, research and practice”, International Journal of Management Reviews,
Vol. 12 No. 1, pp. 85-105.

851

Building
CR and BE

through CSR

D
ow

nl
oa

de
d 

by
 M

on
as

h 
U

ni
ve

rs
ity

 A
t 1

2:
24

 1
6 

Se
pt

em
be

r 
20

15
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F014920630102700602&isi=000172894200002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0378-4266%2802%2900193-0&isi=000177666200006
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1252190&isi=A1997WD84900006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-006-9273-4&isi=000249918800006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.69.3.35.66357&isi=000230239800003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1468-2370.2009.00275.x&isi=000273687300006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.69.3.35.66357&isi=000230239800003
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F41166284&isi=000225447100003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0956-5221%2897%2984644-1
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1467-6486.2006.00597.x&isi=000237063400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2F9781118619179
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-006-9071-z&isi=000241890000001
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F41165845&isi=A1996UK79100006
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F41165845&isi=A1996UK79100006
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090561211230197&isi=000307866000011
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02652320910968377


Castaldo, S., Perrini, F., Misani, N. and Tencati, A. (2009), “The missing link between corporate
social responsibility and consumer trust: the case of fair trade products”, Journal of
Business Ethics, Vol. 84 No. 1, pp. 1-15.

Chaudhuri, A. and Holbrook, M. (2001), “The chain of effects from brand trust and brand affect to
brand performance: the role of brand loyalty”, Journal of Marketing, Vol. 65 No. 2, pp. 81-93.

Chen, Y. (2010), “The drivers of green brand equity: green brand image, green satisfaction, and
green trust”, Journal of Business Ethics, Vol. 93 No. 2, pp. 307-319.

Creel, T. (2012), “How CSR influences brand equity”, Management Accounting Quarterly,
Vol. 13 No. 4, pp. 20-24.

Cretu, A.E. and Brodie, R.J. (2007), “The influence of brand image and company reputation where
manufacturers market to small firms: a customer value perspective”, Industrial Marketing
Management, Vol. 36 No. 2, pp. 230-240.

Delgado-Ballester, E. and Munuera-Alema’n, J.L. (2005), “Does brand trust matter to brand
equity?”, Journal of Product and Brand Management, Vol. 14 Nos 2/3, pp. 187-196.

Du, S., Battacharya, C.B. and Sen, S. (2007), “Reaping relational rewards from corporate social
responsibility: the role of competitive positioning”, International Journal of Research in
Marketing, Vol. 24 No. 4, pp. 224-241.

Emerson, R.M. (1976), “Social exchange theory”, Annual Review of Sociology, Vol. 2, pp. 335-362.

Farquhar, P.H., Han, J.Y. and Ijiri, Y. (1991), “Recognizing and measuring brand assets”, Report
No. 91-119, Working Paper Series, Marketing Science Institute, Cambridge, MA.

Fatma, M., Rahman, Z. and Khan, I. (2014), “Multi-item stakeholder based scale to measure CSR in
the banking industry”, International Strategic Management Review, Vol. 2 No. 1, pp. 9-20.

Fazio, R.H. (1986), “How do attitudes guide behavior?”, in Sorrentino, R.M. and Higgins, E.T.
(Eds), Handbook of Motivation and Cognition: Foundation of Social Behavior, Guiford
Press, New York, NY, pp. 204-243.

Fishbein, M. and Ajzen, I. (1975), Belief, Attitude, Intention, and Behavior: An Introduction to
Theory and Research, Adisen-Wesley, MA.

Fombrun, C. and Shanley, M. (1990), “What’s in a name? Reputation building and corporate
strategy”, Academy of Management Journal, Vol. 33 No. 2, pp. 233-258.

Fombrun, C.J. (2005), “The leadership challenge: building resilient corporate reputations”, in Doh, J.P.
and Stumpf, S.A. (Eds), Handbook on Responsible Leadership and Governance in Global
Business, Edward Elgar, Cheltenham, pp. 54-68.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

Ganesan, S. (1994), “Determinants of long-term orientation in buyer-seller relationships”, Journal
of Marketing, Vol. 58 No. 2, pp. 1-19.

Godfrey, P.C. (2005), “The relationship between corporate philanthropy and shareholder wealth:
a risk management perspective”,Academy of Management Review, Vol. 30 No. 4, pp. 777-798.

Grayson, K. and Ambler, T. (1999), “The dark side of long-term relationships in marketing
services”, Journal of Marketing Research, Vol. 36 No. 1, pp. 132-141.

Gronroos, C. (1989), “A relationship approach to marketing: the need for a new paradigm”,
Working Paper No. 190, Swedish School of Economics and Business Administration,
Helsinki.

Hair, J.F. Jr, Anderson, R.E., Thatam, R.L. and Black, W.C. (1998),Multivariate Data Analysis, 5th ed.,
Prentice-Hall, Englewood Cliffs, NJ.

Hiscock, J. (2001), “Most trusted brands”, Marketing, March 1, pp. 32-33.

852

IJBM
33,6

D
ow

nl
oa

de
d 

by
 M

on
as

h 
U

ni
ve

rs
ity

 A
t 1

2:
24

 1
6 

Se
pt

em
be

r 
20

15
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F10610420510601058
http://www.emeraldinsight.com/action/showLinks?crossref=10.4337%2F9781845425562.00010
http://www.emeraldinsight.com/action/showLinks?crossref=10.4337%2F9781845425562.00010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijresmar.2007.01.001&isi=000249729300004
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3151312&isi=A1981LC54900004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijresmar.2007.01.001&isi=000249729300004
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1252265&isi=A1994NE24200001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1146%2Fannurev.so.02.080176.002003&isi=A1976CB93600014
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1252265&isi=A1994NE24200001
http://www.emeraldinsight.com/action/showLinks?crossref=10.5465%2FAMR.2005.18378878&isi=000232146400009
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-008-9669-4&isi=000261186900001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-008-9669-4&isi=000261186900001
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F3151921&isi=000078682100011
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ism.2014.06.001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.65.2.81.18255&isi=000167974900006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-009-0223-9&isi=000276475800007
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.indmarman.2005.08.013&isi=000244729900010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.indmarman.2005.08.013&isi=000244729900010
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F256324&isi=A1990DE93000001


Holt, D.B., Quelch, J.A. and Taylor, E.L. (2004), “How global brands compete”, Harvard Business
Review, Vol. 82 No. 9, pp. 68-75.

Hosmer, L.T. (1994), “Strategic planning as if ethics mattered”, Strategic Management Journal,
Vol. 15 No. 2, pp. 20-32.

Hsu, K. (2012), “The advertising effect of corporate social responsibility on corporate reputation
and brand equity: evidence from the life insurance industry in Taiwan”, Journal of
Business Ethics, Vol. 109 No. 2, pp. 189-201.

Hur, W.M., Kim, H. and Woo, J. (2014), “How CSR leads to corporate brand equity: mediating
mechanism of corporate brand credibility and corporate reputation”, Journal of Business
Ethics, Vol. 12 No. 1, pp. 75-86.

Husted, B.W. and Allen, D.B. (2009), “Strategic corporate social responsibility and value
creation”, Management International Review, Vol. 49 No. 6, pp. 781-799.

Jevons, C. and Gabbott, M. (2000), “Trust, brand equity and brand reality in internet business
relationships: an interdisciplinary approach”, Journal of Marketing Management, Vol. 16
No. 6, pp. 619-634.

Jones, R. (2005), “Finding sources of brand value: developing a stakeholder model of brand
equity”, Journal of Brand Management, Vol. 13 No. 1, pp. 10-32.

Keh, H.T. and Xie, Y. (2009), “Corporate reputation and consumer behavioral intention: the role of trust,
identification and commitment”, Industrial Marketing Management, Vol. 38 No. 7, pp. 732-742.

Keller, K.L. (1993), “Conceptualizing, measuring, and managing customer-based brand equity”,
Journal of Marketing, Vol. 57 No. 1, pp. 1-22.

Lai, C.S., Chiu, C.J., Yang, C.F. and 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, Vol. 95 No. 3, pp. 457-469.

Lange, D., Lee, P.M. and Dai, Y. (2011), “Organizational reputation: an overview”, Journal of
Management, Vol. 37 No. 1, pp. 153-184.

Lii, Y.S. and Lee, M. (2012), “Doing right leads to doing well: when the type of CSR and reputation
interact to affect consumer evaluations of the firm”, Journal of Business Ethics, Vol. 105
No. 1, pp. 69-81.

Luhmann, N. (1979), Trust and Power, Wiley, Chichester.

Luo, X. and Bhattacharya, C.B. (2006), “Corporate social responsibility, customer satisfaction, and
market value”, Journal of Marketing, Vol. 70 No. 4, pp. 1-18.

MacKinnon, D.P., Lockwood, C.M. and Williams, J. (2004), “Confidence limits for the indirect
effect: distribution of the product and resampling methods”, Multivariate Behavioral
Research, Vol. 39 No. 1, pp. 99-128.

McDonald, L.M. and Rundle-Thiele, S. (2008), “Corporate social responsibility and bank customer
satisfaction a research agenda”, International Journal of Bank Marketing, Vol. 26 No. 3,
pp. 170-182.

McKnight, D.H., Choudhury, V. and Kacmar, C. (2002), “Developing and validating trust
measures for e-commerce: an integrative typology”, Information Systems Research, Vol. 13
No. 3, pp. 334-359.

McWilliams, A. and Siegel, D.S. (2001), “Corporate social responsibility: a theory of the firm
perspective”, Academy of Management Review, Vol. 26 No. 1, pp. 117-127.

McWilliams, A., Siegel, D.S. and Wright, P.M. (2006), “Corporate social responsibility: strategic
implications”, Journal of Management Studies, Vol. 43 No. 1, pp. 1-18.

Mayer, R.C., Davis, J.H. and Schoorman, D.F. (1995), “An integrated mode of organizational
trust”, Academy of Management Review, Vol. 20 No. 3, pp. 709-734.

853

Building
CR and BE

through CSR

D
ow

nl
oa

de
d 

by
 M

on
as

h 
U

ni
ve

rs
ity

 A
t 1

2:
24

 1
6 

Se
pt

em
be

r 
20

15
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?isi=000223584900017
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fisre.13.3.334.81&isi=000177971400007
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1252054&isi=A1993KH92100001
http://www.emeraldinsight.com/action/showLinks?isi=000223584900017
http://www.emeraldinsight.com/action/showLinks?isi=000166430200014
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-010-0433-1&isi=000280640200008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1467-6486.2006.00580.x&isi=000234526900001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0149206310390963&isi=000285457000006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-011-1118-0&isi=000307399100006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0149206310390963&isi=000285457000006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-011-1118-0&isi=000307399100006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-013-1910-0&isi=000343819100006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-013-1910-0&isi=000343819100006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-011-0948-0&isi=000297620000006
http://www.emeraldinsight.com/action/showLinks?isi=A1995RJ62200009
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11575-009-0016-5
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.70.4.1&isi=000241338600001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1362%2F026725700785045967
http://www.emeraldinsight.com/action/showLinks?crossref=10.1207%2Fs15327906mbr3901_4&isi=000222172500004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fpalgrave.bm.2540243
http://www.emeraldinsight.com/action/showLinks?crossref=10.1207%2Fs15327906mbr3901_4&isi=000222172500004
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02652320810864643
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.indmarman.2008.02.005&isi=000271334200004


Melo, T. and Garrido‐Morgado, A. (2012), “Corporate reputation: a combination of social
responsibility and industry”, Corporate Social Responsibility and Environmental
Management, Vol. 19 No. 1, pp. 11-31.

Melo, T. and Ignacio, J. (2011), “Effects of corporate social responsibility on brand value”, Journal
of Brand Management, Vol. 18 No. 6, pp. 423-437.

Mohr, L.A. and Webb, D.J. (2005), “The effects of corporate social responsibility and price on
consumer responses”, Journal of Consumer Affairs, Vol. 39 No. 1, pp. 121-147.

Mooney, C.Z. and Duval, R.D. (Eds) (1993), Bootstrapping: A Nonparametric Approach to
Statistical Inference, Sage.

Morgan, R.M. and Hunt, S.D. (1994), “The commitment-trust theory of relationship marketing”,
Journal of Marketing, Vol. 58 No. 3, pp. 20-38.

Myers, C.A. (2003), “Managing brand equity: a look at the impact of attributes”, Journal of
Product and Brand Management, Vol. 12 No. 1, pp. 39-51.

Nahapiet, J. and Ghoshal, S. (1998), “Social capital, intellectual capital, and the organizational
advantage”, Academy of Management Review, Vol. 23 No. 2, pp. 242-266.

Nunnally, J.C. and Bernstein, I.H. (1994), Psychometric Theory, 3rd ed., McGraw-Hill, New York, NY.

Orlitzky, M., Schmidt, F. and Rynes, S. (2003), “Corporate social and financial performance:
a meta analysis”, Organization Studies, Vol. 24 No. 3, pp. 403-441.

Osterhus, T.L. (1997), “Pro-social consumer influence strategies: when and how do they work?”,
Journal of Marketing, Vol. 61 No. 4, pp. 16-29.

Park, J., Lee, H. and Kim, S. (2014), “Corporate social responsibilities, consumer trust and
corporate reputation: South Korean consumers’ perspective”, Journal of Business Research,
Vol. 67 No. 3, pp. 295-302.

Petrick, J.F. (2002), “Development of a multi-dimensional scale for measuring the perceived value
of a service”, Journal of Leisure Research, Vol. 34 No. 2, pp. 119-134.

Pivato, S., Misani, N. and Tencati, A. (2008), “The impact of corporate social responsibility
on consumer trust: the case of organic food”, Business Ethics: A European Review,
Vol. 17 No. 1, pp. 3-12.

Podsakoff, P.M., MacKenzie, S.B., Lee, J.Y. and Podsakoff, N.P. (2003), “Common method biases in
behavioral research: a critical review of the literature and recommended remedies”, Journal
of Applied Psychology, Vol. 88 No. 5, pp. 879-903.

Preacher, K.J. and Hayes, A.F. (2008), “Asymptotic and resampling strategies for assessing
and comparing indirect effects in multiple mediator models”, Behavior Research Methods,
Vol. 40 No. 3, pp. 879-891.

Rodrı´guez-Pinto, J., Carbonell, P. and Rodrı´guez-Escudero, A.I. (2011), “Speed or quality?
How the order of market entry influences the relationship between market orientation and new
product performance”, International Journal of Research in Marketing, Vol. 28 No. 2,
pp. 145-154.

Ross, C. and Thomsen, S. (2004), “The impact of corporate reputation on performance: some
Danish evidence”, European Management Journal, Vol. 22 No. 2, pp. 201-210.

Sego, T. (2002), “When brands and social issues are linked: the relationship between company
credibility, company liking, and issues intention”, American Marketing Association
Conference Proceedings, Vol. 13, p. 171.

Sen, S. and Bhattacharya, C.B. (2001), “Does doing good always lead to doing better? Consumer
reactions to corporate social responsibility”, Journal of Marketing Research, Vol. 38 No. 2,
pp. 225-243.

854

IJBM
33,6

D
ow

nl
oa

de
d 

by
 M

on
as

h 
U

ni
ve

rs
ity

 A
t 1

2:
24

 1
6 

Se
pt

em
be

r 
20

15
 (

PT
)

http://www.emeraldinsight.com/action/showLinks?isi=000176173600001
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1252308&isi=A1994NW35300002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1467-8608.2008.00515.x
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0021-9010.88.5.879&isi=000185539000008
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F10610420310463126
http://www.emeraldinsight.com/action/showLinks?crossref=10.1037%2F0021-9010.88.5.879&isi=000185539000008
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F10610420310463126
http://www.emeraldinsight.com/action/showLinks?isi=000073127100006
http://www.emeraldinsight.com/action/showLinks?crossref=10.3758%2FBRM.40.3.879&isi=000257991700027
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijresmar.2011.02.001&isi=000292946500008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.emj.2004.01.012
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0170840603024003910&isi=000181892000003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fcsr.260
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fcsr.260
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1252084&isi=A1997XX98900002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fbm.2010.54
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fbm.2010.54
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.jbusres.2013.05.016&isi=000330154200010
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1745-6606.2005.00006.x&isi=000228081600006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkr.38.2.225.18838&isi=000168807400007


Sen, S., Bhattacharya, C.B. and Korschun, D. (2006), “The role of corporate social responsibility in
strengthening multiple stakeholder relationship: a field experiment”, Journal of the
Academy of Marketing Science, Vol. 34 No. 2, pp. 158-166.

Siltaoja, M.E. (2006), “Value priorities as combining core factors between CSR and reputation –
a qualitative study”, Journal of Business Ethics, Vol. 68 No. 1, pp. 91-111.

Simon, C.J. and Sullivan, M.W. (1993), “The measurement and determinants of brand equity:
a financial approach”, Marketing Science, Vol. 12 No. 1, pp. 28-52.

Sirdeshmukh, D., Japdig, S. and Berry, S. (2002), “Customer trust, value, and loyalty in relational
exchanges”, Journal of Marketing, Vol. 66 No. 1, pp. 15-37.

Smith, C.N. (2003), “Corporate social responsibility: whether or how?”, California Management
Review, Vol. 45 No. 4, pp. 52-76.

Srivastava, R.K., Shervani, T.A. and Fahey, L. (1998), “Market-based assets and shareholder
value: a framework for analysis”, Journal of Marketing, Vol. 62 No. 1, pp. 2-18.

Tian, Z., Wang, R. and Yang, W. (2011), “Consumer responses to corporate social responsibility in
China”, Journal of Business Ethics, Vol. 101 No. 2, pp. 197-212.

Torres, A., Bijmolt, T., Tribo, J. and Verhoef, P. (2012), “Genreating global brand equity through
corporate social responsibility to key stakeholders”, International Journal of Research in
Marketing, Vol. 29 No. 1, pp. 13-24.

UN Report (2014), “Delhi becomes world’s second most populous city”, available at:
http://indiatoday.intoday.in/story/delhi-becomes-worlds-second-most-populous-city/1/
370786.html (accessed January 28, 2015).

Vlachos, P.A., Tsamakos, A., Vrechopoulos, A.P. and Avramidis, P.K. (2009), “Corporate social
responsibility: attributions, loyalty, and the mediating role of trust”, Journal of the
Academy of Marketing Science, Vol. 37 No. 2, pp. 170-180.

Xue, R.H. and Waqar, G.A. (2014), “Understanding the loss of trust in large banks”, International
Journal of Bank Marketing, Vol. 32 No. 5 pp. 348-366.

Yoo, B. and Donth, N. (2001), “Developing and validating a multidimensional consumer based
brand equity scale”, Journal of Business Research, Vol. 52 No. 1, pp. 1-14.

Yoon, Y., Gürhan-Canli, Z. and Schwarz, N. (2006), “The effect of corporate social responsibility
activities on companies with bad reputations”, Journal of Consumer Psychology, Vol. 16
No. 4, pp. 377-390.

(The Appendix follows overleaf.)

855

Building
CR and BE

through CSR

D
ow

nl
oa

de
d 

by
 M

on
as

h 
U

ni
ve

rs
ity

 A
t 1

2:
24

 1
6 

Se
pt

em
be

r 
20

15
 (

PT
)

http://indiatoday.intoday.in/story/delhi-becomes-worlds-second-most-populous-city/1/370786.html
http://indiatoday.intoday.in/story/delhi-becomes-worlds-second-most-populous-city/1/370786.html
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0092070305284978&isi=000237112100008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0092070305284978&isi=000237112100008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11747-008-0117-x&isi=000265020600006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-006-9042-4&isi=000241554600006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs11747-008-0117-x&isi=000265020600006
http://www.emeraldinsight.com/action/showLinks?crossref=10.1287%2Fmksc.12.1.28&isi=A1993KY95900002
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2FIJBM-01-2014-0003
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2FIJBM-01-2014-0003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0148-2963%2899%2900098-3&isi=000167831900001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1509%2Fjmkg.66.1.15.18449&isi=000176425000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F41166188&isi=000185343500005
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F41166188&isi=000185343500005
http://www.emeraldinsight.com/action/showLinks?crossref=10.1207%2Fs15327663jcp1604_9&isi=000244495900009
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F1251799&isi=000071536100002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10551-010-0716-6&isi=000292314000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijresmar.2011.10.002&isi=000304568100003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.ijresmar.2011.10.002&isi=000304568100003


Appendix

Corresponding author
Mobin Fatma can be contacted at: mobinfatimambd@gmail.com

Item References

This company ……
CSR1 is a socially responsible company Du et al. (2007) and Berens et al. (2005)
CSR2 is concerned to improve the well-being of society
CSR3 behaves responsibly toward the environment
TRU1 make me feel a sense of security Morgan and Hunt (1994) and

Sirdeshmukh et al. (2002)TRU2 I trust on the quality of this banking company
TRU3 The hiring services of this company is a quality assurance
TRU4 is interested in its customers
TRU5 is honest with its customers
CR1 has good reputation Petrick (2002)
CR2 is well respected
CR3 is well thought of
CR4 has status
CR5 is reputable
BE1 I can recognize this banking company among other competitors Yoo and Donth (2001)
BE2 I am aware of this banking company
BE3 Some characteristics of this banking company come to my

mind very quickly
BE4 I can quickly recall the symbol or logo of this banking company

Table AI.
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