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Purpose: To analyze, through a systematic literature review, the relationships between Corporate Social Responsibility, Consumer-Based Brand
Equity, and Corporate Reputation, as evidenced by the literature.

Method: This SLR adopts the SPAR-4-SLR protocol, which consists of the assembly, organization, and evaluation stages. We identified the
literature in the Scopus and Web of Science databases. Next, we applied a selection criteria to compose the textual corpus. We used content
analysis and the Bibliometrix tool to evaluate the studies.

Results: The results highlight the growing importance of these themes in the literature and provide a deeper understanding of the relationships
between CSR, CR, and BE as well as their impact on company results. This provides valuable insight for researchers and professionals dedicated
to understanding the interactions between these themes.

Originality: This study addresses a gap in the literature by conducting a SLR that investigates the relationships between CSR, BE, and CR,
providing a comprehensive overview of the current state of research in the area as well as important findings for advancing knowledge in the
field.

Theoretical contributions: The evidence highlights the importance of an ethical and transparent approach to CSR practices, contributing to a
more comprehensive literature on reputation and brand equity management in the contemporary business context.

Managerial implications: Companies can benefit from integrating CSR as a fundamental part of their business strategy, aiming not only to
build a positive reputation, but also to create long-term value for the brand and its stakeholders.
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1 Introduction

Corporate Social Responsibility (CSR) emerged as a theme of great relevance in the
literature, especially in the strategic context, being the object of analysis and implementation
by companies (Albus & Ro, 2017). Organizations are increasingly aware that the social and
commercial context encourages them to adopt CSR initiatives. By doing so, they not only
strengthen their ethical reputation, but also promote a positive impact on the stakeholders, with
emphasis on consumers (Rivera et al., 2019).

Implementing socially responsible initiatives has proven crucial for strengthening ties
with stakeholders, establishing a distinctive competitive advantage for organizations, and
enhancing the stakeholder perceptions of them (Araujo et al., 2023; Porter & Kramer, 2006). In
view of this, the commitment to CSR emerged as a competitive strategy for organizations,
seeking to increase profitability, strengthen Corporate Reputation (CR), and earn positive
reviews from consumers regarding their brand (Calabrese et al., 2016).

However, the phenomenon of false marketing discourses, such as greenwashing and
bluewashing, represents a significant challenge to the credibility of CSR (Andreoli & Nogueira,
2021; Martinez et al., 2020). Greenwashing refers to the practice of companies promoting an
image of environmental responsibility without real substance, while bluewashing refers to
strategies related to the promotion of social responsibility and human rights, in which the
responsible discourse is not consistent with the business practice (Andreoli, 2023; Andreoli,
Crespo & Minciotti, 2017; Andreoli, Minciotti & Batista, 2024; Andreoli & Nogueira, 2021;
Berliner & Prakash, 2015).

These deceptive practices involve companies that simulate a commitment to
environmental and social issues without undertaking concrete efforts, creating a false
impression of responsibility (Freitas Netto et al., 2020; Martinez et al., 2020). This strategy
aims to enhance their image and reputation by diverting the stakeholders’ attention from their
lack of real commitment (Berliner & Prakash, 2015). Such practices not only reveal
organizational irresponsibility, but can also damage the public perception of the company and
negatively affect consumer behavior (Braga Junior et al., 2019; Martinez et al., 2020).

Although there are challenges related to false marketing discourses, research shows that
CSR actions have a positive effect on Brand Equity (BE) and CR (Aggarwal & Saxena, 2023;
Tanetal., 2022; Wang et al., 2021; Zhao et al., 2021), as well as in the assessment of consumers
on these aspects (Alvarado-Herrera et al., 2017). In this context, review studies on CSR, BE,

and CR can contribute to the understanding of the interactions between these themes and their
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impact on organizations. However, there are still few review studies that address these issues
in an integrated manner.

Some systematic reviews deal with related topics, but do not investigate the interaction
between CSR, BE, and CR together. For example, Chaudhry and Ramakrishnan (2019)
reviewed the influence of CSR and BE on shareholder value, revealing that CSR and BE are
predictors for shareholder value. Singh and Verma (2017), in their systematic review, revealed
that CSR can strengthen brand image, loyalty, and purchase intent, which consequently
strengthens brand performance.

The systematic review of Peloza and Shang (2011) analyzed how CSR activities can
create value for stakeholders by highlighting the need for more accurate generalizations in CSR
and greater focus on the source of value for stakeholders. Fraihat et al. (2023) reviewed the
relationship between CSR, CR, and brand image, finding positive associations, but highlighting
gaps in the literature and the need for more integrated studies.

The study of Chakraborty and Jha (2019) systematically analyzed the evolution of CSR
in the field of marketing, revealing that the concept of CSR has become more complex and
affects diverse stakeholders, leading to varied outcomes. Although these studies have
highlighted the positive impact of CSR in variables of marketing, no systematic reviews were
identified that investigated the interactions between CSR, CR, and BE.

In this context, the present study focuses on addressing the interactions between these
themes in an integrated manner, through a Systematic Literature Review (SLR), aiming to
contribute to the understanding of the evolution of knowledge and theoretical perspectives in
this area. Thus, this SLR aims to explore existing investigations that examine the
interrelationships between CSR, the consumer-centric BE, named Customer-Based Brand
Equity (CBBE), and CR.

SLR is a fundamental resource for the construction of knowledge and the deepening of
the investigated theme (Elsbach & Van Knippenberg, 2020). Thus, this study brings
contributions to the understanding of the relationships between these themes, providing
valuable insights to researchers, practitioners, and decision makers interested in the subject. In
addition, when reviewing the existing literature, this SLR identifies research gaps and suggests

directions for future investigations, contributing to the continued advancement of the field.
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2 Corporate social responsibility, brand equity, and corporate reputation

In the current business scenario, the success of organizations is increasingly linked to
the effective management of their relationships with stakeholders (Galvez-Sanchez et al., 2024;
Pfajfar et al., 2022). Corporate Social Responsibility (CSR) emerges as an essential strategic
tool to strengthen these relationships (Casimiro Almeida & Coelho, 2017; Ceciliano et al.,
2021), having the potential to influence consumer attitudes and behaviors (Alvarado-Herrera et
al., 2017; Hsu, 2012).

CSR has been the subject of constant evolution over time, reflecting a diversity of
interpretations and approaches (Degenhart et al., 2018). Among the various meanings
evidenced in the literature, CSR encompasses the proactive participation of the company in
social, environmental, or cultural initiatives, which, when converted into value, have the
potential to generate positive results for the company and its stakeholders (Rivera et al., 2019).

In this context, CSR plays a crucial role in business strategy as it can influence a number
of aspects that promote competitiveness and business success (Fatma et al., 2015; Porter &
Kramer, 2006; Tan et al., 2022). Recognized as an effective tool for marketing (Geng et al.,
2022), CSR enables organizations to win the support of stakeholders, leading to a solid
reputation (Geng et al., 2022; Hsu, 2012) and to substantial levels of Brand Equity (BE)
(Aggarwal & Saxena, 2023; Zhao et al., 2021).

From the perspective of the company-customer relationship, organizations are perceived
as social entities with which consumers seek to identify (Fatmawati & Fauzan, 2021). In this
context, the socially responsible behavior of a company can be integrated into the value of its
brand (Hur et al., 2014), since customers not only value the experience with the brand, but also
want to associate with a social group that reflects their own values (Fatmawati & Fauzan, 2021;
Wang et al., 2021).

Thus, companies seek to create positive associations around their brands, using CSR to
meet the social requirements and expectations of consumers (Agus Harjoto & Salas, 2017;
Fatmawati & Fauzan, 2021). Aligning the commercial purpose of the organization with the
expectations of consumers can therefore contribute to the construction of BE and to satisfy the
social demands of these consumers (Gilal et al., 2020; Guzméan & Davis, 2017).

Although there is no single definition of Brand Equity (BE) (Kim et al., 2023), an
approach commonly adopted in studies of marketing is the customer-based perspective, known

as Customer-Based Brand Equity (CBBE) (Kim et al., 2021). In this perspective, BE represents
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the evaluation perceived by the consumer; an intangible and highly subjective concept (Geng
etal., 2022).

BE reflects the dynamic interaction between brands and customers (Martinez &
Nishiyama, 2019). The more a brand meets or exceeds consumer expectations, the greater the
value attributed to the brand (Liu & Lu, 2021). In this sense, the CSR practices have the
potential to shape the image and perception about a company’s brand (Zhao et al., 2021).

Therefore, the socially responsible behavior of a company is a crucial indicator in brand
evaluation (Hur et al., 2014) and its reputation (Geng et al., 2022; Hsu, 2012). In addition, the
appreciation of a brand by consumers is closely linked to its reputation (Aggarwal & Saxena,
2023), highlighting the positive influence of reputation on BE (Heinberg et al., 2018; Hur et al.,
2014).

In this context, Corporate Reputation (CR) emerges, a unique and inimitable resource,
which plays a key role in business success (Casimiro Almeida & Coelho, 2017; Wang et al.,
2021). Although there is no single definition in the literature (Kim et al., 2023), CR can be
understood as the esteem and image of an organization in the eyes of its stakeholders (Fatma et
al., 2015; Fombrun & Shanley, 1990).

CR is a valuable asset built over time, based on stakeholder insights, that plays an
essential role in building relationships with consumers (Fatmawati & Fauzan, 2021; Zanedin et
al., 2023). The evaluation that consumers make of a brand’s products or services is directly
related to its CR (Benitez et al., 2017; Hsu, 2012). Therefore, a solid CR can result in a positive
attitude of consumers towards the brand, boosting the BE (Casimiro Almeida & Coelho, 2017;
Ceciliano et al., 2021; Heinberg et al., 2018).

CR is the reflection of the company’s actions and represents how much it is valued by
the stakeholders (Fatma et al., 2015). It is essentially a perception formed on the basis of the
company’s compliance with the values of its appraisers (Newburry et al., 2019). In this sense,
socially responsible activities can help in building a good CR (Fatmawati & Fauzan, 2021;
Geng et al., 2022; Hsu, 2012).

When consumers realize that a company fulfills its social responsibility, this can
strengthen their identification with the brand and generate positive emotions towards it (Kim et
al., 2023; Pérez & Rodriguez del Bosque, 2015). In addition, a high BE is associated with a
greater desire of customers to consume the company’s products or services (Wang et al., 2021).
Thus, maintaining a good reputation also plays a crucial role in mitigating negative consumer

perceptions towards the brand (Fatma et al., 2015).
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3 Method

The Systematic Literature Review (SLR) performed in this study follows the Scientific
Procedures and Rationales for Systematic Literature Reviews (SPAR-4-SLR) protocol
established by Paul et al. (2021) in order to ensure the transparency and legitimacy of the
procedures carried out. The SPAR-4-SLR protocol comprises the stages (i) assembling, which
involves identification and acquisition; (ii) arranging, consisting of purification and
organization; (iii) assessing, which covers evaluation and reporting (Paul et al., 2021). Figure
1 provides an overview of the SPAR-4-SLR protocol for the development of the SLR.

Figure 1

SPAR-4-SLR Systematic Literature Review Protocol

Identification

Domain: Corporate Social Responsibility, Consumer-Based Brand Equity and Corporate Reputation

Research Question: What are the relationships between the themes of Corporate Social Responsibility, Consumer-Based
Brand Equity and Corporate Reputation, evidenced in the literature?

Source Type: Journal

Acquisition

Search mechanism and material acquisition: Scopus and Web Of Science

Search period: not limited

String: TITLE-ABS-KEY ((“customer-based brand equity” OR “brand equity” OR “consumer-based brand equity™) AND
(“corporate social responsibility””) AND (*corporate reputation™))

Total: 45 documents

Assembling

Purification

Selection Criteria:

Scientific Articles - Total: 41 articles

Published n English - Total: 41 articles

Exclusion of articles without DOI (2) — Total: 39 articles

Exclusion of Duplicate Articles (11) — Total: 28 articles

Reading of Abstracts and Exclusion of Non-Relevant Articles (16) - Total: 12 articles

Arranging

Organization

Organization Codes: Title, Journal, Publication Year, Authors, Objective, Keywords, Method, Results, Limitations and
Future Research Directions
Structure: Microsoft Excel

Evaluation

Analysis Method: Content Analysis and Bibliometrix
Agenda Proposal: Suggestions for Future Studies based on Theories, Contexts and Methods (TCM)

Reporting

Assessing

Report: Communication of Research Results

Source: prepared by the authors, based on Paul et al. (2021).

As illustrated in Figure 1, in the stage of (i) assembling, the steps of identification and
acquisition, based on the guidance of thematic experts for the selection and construction of the

research corpus, were conducted. The stage of identification consists of the domain of review,
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the research question that guides the investigation, and the type of source for the selection of
documents.

This SLR concentrates on the domain of the CSR, CBBE, and CR and seeks to answer
the following research question: what are the existing relationships between Corporate Social
Responsibility (CSR), Customer-Based Brand Equity (CBBE), and Corporate Reputation (CR)
as evidenced by literature? As for the sources of selection, this SLR considers journals
according to their contribution to scientific advancement and their rigorous peer review process
(Paul et al., 2021).

At the stage of acquisition, the choice of bases for research, the definition of the search
period, and the definition of keywords were carried out. To carry out the acquisition of the
documents, we opted for the bases Scopus and Web of Science (WOS), which are recognized
for their quality, indexing criteria, and broad coverage of scientific literature (Chersan et al.,
2020; Gusenbauer & Haddaway, 2020; Paul et al., 2021). As for the research period, no
temporal cut-off criteria was established, being restricted to the limits of the bases Scopus and
Web of Science (WOS), ranging from the oldest to the most recent publications at the time of
research, aiming to capture the entire temporal spectrum of relevant publications.

The string used to perform the search in the databases was elaborated based on the
central question of the research, considering the relevant terminological variations for each
thematic axis, connecting them through the Boolean operators “AND” and “OR”, as commonly
used in the English-language literature. This research strategy makes it possible to widely cover
the existing contributions in the literature on thematic proposals, ensuring the inclusion of
different academic perspectives. The first database search returned a total of 45 documents.

At the stage of (ii) arranging, the purification and organization of the documents were
conducted. At the stage of purification, the criteria that determine which articles meet the
established requirements to advance to the review (Paul et al., 2021) were determined. The first
and second selection criteria considered scientific articles written in English, excluding other
publication formats, totaling 41 documents. In the third selection, two articles that did not
present Digital Object Identifiers (DOI) were excluded, resulting in 39 documents. The fourth
selection criterion eliminated 11 duplicate documents, resulting in 28 articles.

Finally, the fifth selection criterion consisted of a thorough reading of the 28 abstracts
to verify the thematic adherence of the articles. We did not select 16 articles in which the search
terms were in the abstract, but were not the main focus of the study, as well as studies that

examine the brand value from a financial perspective, as this review focuses on the Customer-
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Based Brand Equity (CBBE). Thus, 12 scientific articles were selected to compose the textual
corpus of the SLR.

Next, the step of organization was conducted, in which the selected articles were coded
in a Microsoft Excel spreadsheet, following a structure for subsequent analysis of the data, from
the following categories: title, journal, year of publication, authors, objective, keywords,
method, results, limitations, and suggestions for future research.

Finally, the stage of (iii) assessing comprises the steps of evaluation and reporting. For
the evaluation of the articles, content analysis was used to identify the main methods used,
evidenced results, and suggestions for future research. In addition, the R package Bibliometrix
(Aria & Cuccurullo, 2017) tool was used for the analysis of the indicators of scientific and

temporal production.

4 Results

In this section, we present the results obtained from the analysis of the 12 articles that
comprise the textual corpus of this research. The main indicators of scientific and temporal

production of the corpus are illustrated in Figure 2.

Figure 2

Indicators of scientific production of the textual corpus

Timespan
2010:2023

Annual Growth Rate

5.48 %

Authors of single-authored docs

International Co-Autorship

Co-Authors per Doc

0%

Authors
35 1
Author's Keywords (DE) References Document Average Age Average Citations per Doc
36 154 4.67 1.417

Source: Research data, estimated by Bibliometrix.

As illustrated in Figure 2, the sample period covers the years of 2010 to 2023, covering
10 journals and 12 scientific articles, resulting in an average annual production growth rate of
5.48%. The database includes 35 authors, with an average of 3 co-authors per document; one

of these articles has sole authorship.
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The analysis reveals that the database covers 36 keywords and 154 cited references. The
average age of documents is 4.67 years, with an average of 1,417 citations. Regarding the

temporal scientific production, Figure 3 shows the behavior of the publications.

Figure 3

Temporal Scientific Production of the Textual Corpus

45 35%

[*]

0% % 0% %% ¥
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 202

N Artig0s % — — — Linear (%)

Source: Research data, estimated by Bibliometrix.

The analysis of Figure 3 reveals a linear behavior of publications in the period from
2010 to 2017. Then, there is an absence of publications between 2018 and 2020, followed by a
significant growth in 2021, representing 33% of publications, with the contributions of
Ceciliano et al. (2021), Fatmawati and Fauzan (2021), Wang et al. (2021), and Zhao et al.
(2021). The increasing behavior from 2022 to 2023 is marked by the most recent contributions
from Aggarwal and Saxena (2023), Kim et al. (2023), and Geng et al. (2022).

These data show a recent growth in scientific production related to the issues of CSR,
CR, and CBBE, highlighting the contemporary relevance of these topics and promising
opportunities for future research. Regarding the geographical distribution of publications (see
Appendix A), most of the research focuses on Taiwan, representing 25% of publications, with
the contributions of Hsu (2012), Lai et al. (2010), and Wang et al. (2021).

Next, we highlight the investigations carried out in South Korea by Hur et al. (2014)
and Kim et al. (2023), followed by India, with Fatma et al. (2015) and Geng et al. (2022),
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representing 17% of total publications. Thus, a predominant concentration of research is
observed in Asia, followed by a subsequent presence in South America and Europe. On the
other hand, Brazil, as well as other countries, concentrates only 8% of the total publications,
evidencing a scarcity of studies in these regions. This highlights a gap in Brazilian scientific
production related to these themes, highlighting opportunities for future research that can
contribute to the advancement of knowledge in this field.

In relation to scientific production by journals (see Appendix A), most of the
publications (25%) were carried out in the Journal of Business Ethics. In addition, most journals
(50%) are allocated in the first quartile of Scimago Journal & Country Rank (2024), while
41.67% of journals are allocated in the second SJR quartile (2024). Journals in these first two
quartiles have lower acceptance rates than those in the other quartiles. This reflects a more
rigorous and selective review process, resulting in the publication of better quality papers (Gu
& Blackmore, 2017).

Analysis of the number of citations in Google Scholar of the articles classified in Q1,
highlights the studies of Lai et al. (2010), with 1,310 citations, and Hur et al. (2014), with 749
citations. In Q2, the articles of Fatmawati and Fauzan (2021) stand out, with 69 citations, as
well as Zhao et al. (2021), with 41 citations. This analysis reinforces the relevance of articles
published in high quartile journals. With regard to the main methods used in the textual corpus,
the information is presented in Table 1.

Table 1
Main Methods Used in the Textual Corpus
Authors Approach Data collection Sector Data analysis

Aggarwal and Quantitative Survey questionnaire Banking Structural

Saxena (2023) Equation Modeling
(SEM)

Casimiro Quantitative Survey questionnaire Dairy Industry Structural

Almeida  and Equation Modeling

Coelho (2017) (SEM) and AMOS

Ceciliano et al. Quantitative Survey questionnaire Oil and  gas Structural

(2021) industry Equation Modeling
(SEM) and
SmartPLS

Fatma et al. Quantitative Survey questionnaire Banking Structural

(2015) Equation Modeling
(SEM) and AMOS

Fatmawati and Quantitative Survey questionnaire Food Industry Structural

Fauzan (2021) Equation Modeling
(SEM)

Geng et al. Quantitative Survey questionnaire Banking Structural

(2022) Equation Modeling
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Authors Approach Data collection Sector Data analysis
(SEM) and
SmartPLS
Hsu (2012) Quantitative Survey questionnaire Life insurance  Structural
industry Equation Modeling
(SEM) and AMOS
Hur et al. Quantitative Survey questionnaire Electronics, Structural
(2014) automotive, and Equation Modeling
energy (SEM)
Kim et al. Quantitative Survey questionnaire Banking Regression
(2023) analysis and
Hayes’ PROCESS
Macro
Laietal. (2010) Quantitative Survey questionnaire Manufacturing Structural
industry Equation Modeling
(SEM)
Wang et al. Quantitative Taiwan Economic Journal Miscellaneous Structural
(2021) and qualitative  and Market Observation Post Equation Modeling
System of the Taiwan Stock (SEM) and
Exchange SmartPLS
Zhao et al. Quantitative Survey questionnaire Banking Structural
(2021) Equation Modeling
(SEM) and
SmartPLS

Source: Research data (2024).

As illustrated in Table 1, most of the studies (91.67%) employ a quantitative approach,
as evidenced in the studies of Casimiro Almeida e Coelho (2017), Fatma et al. (2015), and Geng
et al. (2022). In contrast, 8.33% of the textual corpus adopts a quantitative and qualitative
approach, according to the study of Wang et al. (2021), when analyzing companies awarded the
titles of “Excellence in CSR” and “Most Admired Company” given by the Commonwealth
Magazine from Taiwan.

Regarding the technique used to perform data collection, 91.67% of the investigations
opted for the technique survey, through the application of questionnaires, as evidenced in the
studies of Aggarwal and Saxena (2023), Fatmawati and Fauzan (2021), Hsu (2012), Kim et al.
(2023), and Zhao et al. (2021). On the other hand, 8.33% of the textual corpus adopts secondary
data, as highlighted in the study of Wang et al. (2021), when using financial information from
the Taiwan Economic Journal and the Market Observation Post System of the Taiwan Stock
Exchange, to analyze the companies investigated.

With regard to the sectors in which the research was conducted, the studies predominate
in the banking sector, representing 42% of the research with contributions from Aggarwal and
Saxena (2023), Fatma et al. (2015), Geng et al. (2022), Kim et al. (2023), and Zhao et al. (2021).

Other sectors involved include the dairy industry (8%), food (8%), life insurance (8%), oil and
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gas (8%), manufacturing (8%), electronics, automotive and energy (8%), as well as companies
from various sectors (8%).

Regarding the analysis of the data, the main method used in the investigations was the
Structural Equation Modeling (SEM), employed in 91.67% of the surveys. In addition,
regression analysis is also employed, representing 8.33% of the textual corpus. The main
softwares used were SmartPLS, AMOS, and Hayes’ PROCESS Macro. Still in relation to the
methods employed, the constructs and dimensions of the textual corpus were identified, as

shown in Table 2.

Table 2

Constructs and Dimensions of the Textual Corpus

Construct Multidimensional One-dimensional
CSR Aggarwal and Saxena (2023): economic, ethical, and environmental ~ Casimiro Almeida and
Coelho (2017)
Ceciliano et al. (2021): responsible behavior, social welfare policies,
and environmental responsibility Fatma et al. (2015);
Geng et al. (2022): customers, employees, suppliers, environment, Fatmawati and Fauzan
and community (2021)
Hsu (2012): social, support for non-profit organizations, Hur et al. (2014)
communities, and charitable contributions
Lai et al. (2010)
Kim et al. (2023): customers, shareholders, employees, and society;
Zhao et al. (2021)
Wang et al. (2021): corporate governance, corporate commitment,
social engagement, and environmental protection
CR Casimiro Almeida and Coelho (2017): customer, employee, trust, Aggarwal and Saxena

quality, financial perspective, and social and environmental
responsibility

Ceciliano et al. (2021): reliability, admiration and respect, general
reputation

Wang et al. (2021): shareholder performance, management quality,
and human resources

(2023)
Fatma et al. (2015)

Fatmawati and Fauzan
(2021)

Geng et al. (2022)
Hsu (2012)

Hur et al. (2014)
Kim et al. (2023)
Lai et al. (2010)

Zhao et al. (2021)
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BE Casimiro Almeida and Coelho (2017): loyalty, quality, brand Aggarwal and Saxena
awareness /associations (2023)
Ceciliano et al. (2021): competitors, ethics and values with Geng et al. (2022)

customers, brand awareness/associations
Hur et al. (2014)

Fatma et al. (2015): loyalty, quality, brand awareness/associations
Kim et al. (2023)

Hsu (2012): loyalty, quality, brand awareness/associations
Zhao et al. (2021)

Lai et al. (2010): loyalty, quality, awareness and satisfaction

Wang et al. (2021): prestige, loyalty, and extension

Source: Research data (2024).

As shown in Table 2, some studies adopted a multidimensional approach in the
evaluation of CSR, while others opted for a one-dimensional approach. The research of
Aggarwal e Saxena (2023), which measures CSR from the economic, ethical, and
environmental dimensions, and the study of Geng et al. (2022), that consider dimensions related
to customers, employees, suppliers, environment, and community are highlighted. By contrast,
other investigations, such as those by Fatma et al. (2015) and Hur et al. (2014), chose to evaluate
the CSR in a one-dimensional way.

With regard to CR, its analysis was also conducted in a multidimensional manner in
some studies, considering dimensions such as customer, employee, trust, quality, financial
perspective, and social and environmental responsibility (Casimiro Almeida & Coelho, 2017).
Dimensions of shareholder performance, management quality, and human resources were also
evaluated (Wang et al.,, 2021). On the other hand, other studies have opted for a one-
dimensional approach (Aggarwal & Saxena, 2023; Hur et al., 2014).

CBBE was evaluated in a one-dimensional (Kim et al., 2023; Zhao et al., 2021) as well
as multidimensional (Lai et al., 2010; Wang et al., 2021) way, considering dimensions such as
brand loyalty, quality perception, brand awareness, satisfaction, prestige, and brand extension.
In addition to CSR, CR, and CBBE, several other constructs and dimensions have been
identified in the textual corpus.

Some studies have looked at satisfaction (Casimiro Almeida & Coelho, 2017; Hsu,
2012), trust (Fatma et al., 2015; Fatmawati & Fauzan, 2021; Geng et al., 2022), and corporate
credibility (Casimiro Almeida & Coelho, 2017; Hur et al., 2014). Other dimensions evaluated
included communication and image (Casimiro Almeida & Coelho, 2017), word of mouth
(Fatmawati & Fauzan, 2021), ethics and innovation (Geng et al., 2022), affective commitment
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and intention of participation of clients in CSR (Hur et al., 2014), and brand performance (Lali
etal., 2010).

As for the predominantly used scales, the following stand out: Lai et al. (2010) and Du
et al. (2007) to measure CSR. To measure the CR, the scales of Petrick (2002) and Newburry
(2010) stand out. In the measurement of CBBE, the scales of Hsu (2012), Hur et al. (2014), and
Yoo and Donthu (2001) are highlighted. These scales were widely applied in the studies

analyzed, demonstrating their relevance in academic research on these constructs.

4.1 Main results evidenced by the literature

By examining the existing relationships in the literature between CSR, CBBE, and CR,
the main results evidenced in the textual corpus were identified which are presented in Table 3.

Table 3
Relations Between CSR, CBBE, and CR Evidence in the Textual Corpus
Authors Objective Major Results

Aggarwal To explain the relationship between There is a direct relationship between CSR and BE,

and Saxena CSR, CR, and BE and CR partially mediates this relationship.

(2023)

Casimiro To understand the precursors of CR The image, communication, perceived value, and

Almeidaand and its impact on BE and the role of satisfaction impact CR. CR contributes to the

Coelho perceived practices of CSR in these achievement of a higher BE. Customer perceptions

(2017) relationships. of CSR can moderate that relationship.

Cecilianoet  To investigate the causal relationships CSR positively influences corporate credibility, CR,

al. (2021) between CSR, corporate brand and BE. Credibility positively impacts CR and BE.
credibility, CR, and BE. CR positively impacts BE.

Fatma et al. To investigate the influence of the CSR has positive effects on CR and BE. The effects

(2015) activities of CSR on CR and BE. of CSR activities on CR are mediated by consumer

confidence.

Fatmawati To analyze the relationship between Consumers’ perception of CSR positively influences

and Fauzan customer perception of CSR and CR. CSR and CR exert a positive influence on word

(2021) customer confidence, considering the  of mouth. CR positively affects consumer
mediating effects of CR and word of ~ confidence. CSR negatively impacts consumer
mouth. confidence. CSR mediates the influence of CR and

word of mouth on consumer confidence.

Geng et al. To explore the effect of the CSR and ethics relate positively to innovation, BE,

(2022) dimensions of CSR and ethics in CR.  and consumer confidence. The increase in CSR
And the role of CR and product increases the CR. CR increases BE, innovativeness,
innovation in BE and customer trust.  and confidence.

Hsu (2012) To investigate the effects of CSR practices positively influence satisfaction, CR,
persuasive advertising and and BE. Persuasive and informative advertising
information advertising on CSR on about CSR positively influences CR and BE.

CR and BE.
Hur et al. To analyze the interactions between CSR exerts a positive influence on brand credibility
(2014) CSR, brand credibility, BE, and CR. and CR. Corporate brand credibility mediates the

relationship between CSR and CR. The relationship
between CSR and BE is mediated by corporate brand
credibility and CR.
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Kim et al. To investigate the mediating role of There is a positive connection between perceptions
(2023) affective commitment in the of CSR and the intention to participate in CSR. The
connection between CSR perceptions  partial mediating role of affective commitment in
and intention to participate. The these relationships is confirmed. BE does not
moderating role of BE and CR inthe  promote the relationship between the perceptions of
relationship between perceived CSR CSR and affective commitment. The moderating
and affective commitment. effect of CR on this relationship is not significant.
Lai et al. To investigate the effects of CSRand  CSR and CR have positive effects on BE and on
(2010) CR in BE and brand performance. brand performance. CR and BE partially mediate the
And the mediating effects of CR and  relationship between the CSR and brand
BE on the relationship between CSR  performance.
and brand performance.
Wang et al. To verify the effect of CSR and CR CSR has a positive effect on CR and on BE. CSR
(2021) on BE. and CR result in a higher BE.
Zhao et al. To explore the influence of CSR on CSR positively influences CR and BE. Trust
(2021) CR and on BE, considering positively mediates the relationship between CSR,

confidence as a mediating variable.

CR, and BE.

Source: Research data (2024).

As evidenced in Table 3, the literature reveals several perspectives on the relationships
between CSR, BE, and CR. Some studies indicate that CSR influences both CR as well as BE
(Ceciliano et al., 2021; Fatma et al., 2015; Hsu, 2012; Wang et al., 2021; Zhao et al., 2021).
Others point out that CSR reflects an increase in CR (Fatmawati & Fauzan, 2021; Geng et al.,
2022; Hur et al., 2014), and that CR acts as a mediator in the relationship between CSR and BE
(Aggarwal & Saxena, 2023).

The literature also points out that CR can contribute to a higher BE (Casimiro Almeida
& Coelho, 2017; Ceciliano et al., 2021; Geng et al., 2022), and that customers’ perceptions of
CSR can moderate that relationship. (Casimiro Almeida & Coelho, 2017). On the other hand,
other authors verify the joint impact of CSR and CR on BE (Lai et al., 2010; Wang et al., 2021).
That is, BE is presented as a dependent construct, while CSR is usually independent, except in
one study that investigated its moderation role. CR, in turn, presents itself as a more diffuse
construct.

These results indicate that the practices of CSR have had a positive effect on businesses.
The adoption of CSR projects an image of honesty, ethical commitment, and sustainability,
which is positively perceived by consumers (Wang et al., 2021). This recognition, in turn,
results in more favorable evaluations of the company by customers, highlighting the positive
impact of CSR in the perception of the public.

When considering CSR as an investment, rather than a sunk expense, companies can
recognize its positive impact on valuable intangible assets, such as CR (Ceciliano et al., 2021;
Fatmawati & Fauzan, 2021; Geng et al., 2022). CR plays a key role in interactions between
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CSR and BE (Aggarwal & Saxena, 2023). When a company has a good reputation, its CSR
practices are interpreted in a more positive way by consumers, enhancing the impact of these
practices on BE.

In addition, customers’ perceptions of CSR are crucial to the relationship between CR
and BE, as evidenced by Casimiro Almeida and Coelho (2017). The results show that
consumers tend to value and prefer brands that demonstrate a true commitment to socially
responsible practices. Thus, effective management of CSR can strengthen BE by consolidating
the positive perception of the brand among consumers.

Therefore, the analysis of the articles reveals a trend in the literature that points to a
positive relationship between CSR, CR, and BE. However, it is essential to understand the role
of other variables in these relationships. The study of Ceciliano et al. (2021) highlights that the
credibility of the brand impacts CR and BE, and that CSR can enhance that credibility. In short,
CSR contributes to building a more credible brand, which results in better levels of CR and BE.

In turn, Hur et al. (2014) reveal that brand credibility can moderate the relationship
between CSR, CR, and BE, revealing that the consumers’ perception of credibility can amplify
or mitigate the impact of CSR on CR and BE. In contrast, the study of Geng et al. (2022)
analyzes other dimensions revealing the positive relationship between CSR, ethics, product
innovation, BE, and customer trust.

The authors point out that in a constantly evolving market, innovation is crucial for the
competitiveness of companies (Geng et al., 2022). In this context, an innovative product can be
interpreted by customers as a sign that the company has a good CR, which contributes to
increased BE and confidence. In addition, the practices of CSR and ethics in the offering of
products are key to establishing a positive relationship with consumers.

The research of Kim et al. (2023) explores other dimensions, confirming the link
between perceptions of CSR of customers and the intention to participate in CSR, highlighting
the role of BE in the connection between CSR and affective commitment. The study confirms
that, when customers have a positive perception of CSR from a company, they are more likely
to participate in and support these activities, and a high BE enhances these relationships.

Additionally, the research of Hsu (2012) reports that socially responsible practices
contribute to greater consumer satisfaction. Lai et al. (2010) highlight CR and BE as mediating
variables in the relationship between CSR and brand performance, i.e., how a company is
perceived in terms of CR and BE can influence how its CSR marketing practices affect brand

performance.
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The contributions of Zhao et al. (2021) evidence that trust positively mediates the
relationship between CSR, CR, and BE. Fatma et al. (2015) corroborate these findings by
highlighting that the influence of CSR on CR is mediated by consumer confidence. These
findings underscore the importance of trust as a crucial element in these relationships.

On the other hand, the results of Fatmawati and Fauzan (2021) reveal that CR also
influences customer trust. Customer reviews about CSR and CR can also influence the spread
of positive word of mouth. However, the findings of these authors highlight the negative impact
of CSR in contrast to the positive relationships found in the other studies analyzed, which can
be particularly revealing.

It is widely recognized that many companies adopt CSR practices, support social causes,
and engage in brand activism with the goal of building a positive reputation and garnering
favorable customer reviews. However, when these companies fail to deliver quality products
and services or do not deliver what they promise, they end up causing losses to customers and
damaging their own credibility. This can result in a decrease in consumer confidence.

This finding may be related to the phenomenon of false marketing discourses, such as
greenwashing and bluewashing. In these practices, companies promote an image of social and
environmental responsibility without a real commitment, which can damage the relationship
with consumers.

Although the concepts of greenwashing and bluewashing are not directly addressed in
the studies analyzed, they are pertinent to the discussion about CSR. These deceptive strategies
can increase consumer distrust, as companies can be seen as hypocrites when their actions do
not match their statements. As highlighted by Geng et al. (2022), it is essential that companies
have transparency when incorporating CSR in their marketing campaigns to ensure legitimate
benefits.

In this way, the results of Fatmawati and Fauzan (2021) highlight that trust is a key
variable in the relationship between CSR, CR, and BE. Additionally, Fatma et al. (2015) point
out that trust can be seen as a result of the company’s involvement in CSR. Therefore, it is
crucial for managers to consider how consumers perceive and form their opinions about the
CSR practices of the company, because this perception can directly influence CR and BE.

For managers and professionals of marketing, these findings highlight the need for
authenticity and transparency in CSR, highlighting the importance of avoiding greenwashing
and bluewashing by aligning their CSR with concrete actions. Investing in CSR should not be
just a brand strategy, but a true corporate practice that reflects the values and commitments of
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the company. This is crucial to establishing a lasting relationship of trust with consumers and
avoiding the pitfall of bluewashing and greenwashing.

5 Main suggestions for future studies of the literature

A key objective of systematic literature reviews (SLR) is to identify gaps in knowledge
and provide guidance for future research (Hulland & Houston, 2020). Therefore, this section
presents the main suggestions for future research in the literature, based on theories, contexts,
and methods (TCM) according to Paul et al. (2021), which may guide future researchers
interested in contributing to the evolution of the theoretical body related to CSR, CR, and BE.

5.1 Suggestions for future theory-based studies

Although research reveals valuable findings about the relationship between CSR, CR,
and BE, there are some limitations that demand future investigations on the subject. One of the
limitations is the evaluation of CR as a one-dimensional construct, which underscores the need
to consider it as a multidimensional construct (Aggarwal & Saxena, 2023; Geng et al., 2022).
Future research should therefore take into account the different elements of CR and the impact
of these factors on consumer reviews. In addition, for the challenge of adapting existing scales
for measuring CR by different types of stakeholders (Casimiro Almeida & Coelho, 2017), it
would be valuable to develop a multidimensional scale with solid psychometric properties,
capable of ensuring the comparability of results in the evaluation of CR by various stakeholders.

As for the CSR, it is also suggested that future research should evaluate CSR in a
multidimensional way to verify the effect of the specific dimensions of the CSR in the brand
results (Ceciliano et al., 2021; Hur et al., 2014, Lai et al., 2010). The literature also highlights
that future research may examine the interaction of consumer characteristics (gender, age,
income, and education) and brand characteristics (brand category and brand position in the
market) on the effect of CSR (Hur et al., 2014; Kim et al., 2023). This can provide a deeper
understanding of how different consumer profiles respond to corporate social responsibility
practices and how these responses vary by brand type and market position.

In the context of BE, there is a pertinent suggestion to evaluate not only the brand itself,
but also other aspects such as emotional attachment, customer awareness, trust, and brand
performance (Aggarwal & Saxena, 2023). Likewise, future studies may explore mediating

variables, such as perceived value, customer commitment, quality perception, and corporate

38

Braz. Jour. Mark. - BJ]M
Rev. Bras. Mark - ReMark, Sao Paulo, 24(Special Issues), p. 21-48, Jan./Mar. 2025



https://periodicos.uninove.br/index.php?journal=remark&page=index
https://periodicos.uninove.br/index.php?journal=remark&page=index

the Relationships Between Corporate Social Responsibility (CSR), Brand Equity (BE), and
Corporate Reputation (CR): a Systematic Literature Review

Bl M Kumer, I. M., Glasenapp, S., Oliveira, M. O. R. de, & Junio, D. L. (2025, Jan./Mar.). Exploring

BRAFILIAM JOURNAL OF MARKETING

image, in the analysis of these relationships (Fatmawati & Fauzan, 2021). This may further
enrich the understanding of the underlying mechanisms linking CSR to BE.

In addition, the findings highlight a negative impact of CSR on customer trust
(Fatmawati & Fauzan, 2021), indicating the opportunity for future studies to investigate the loss
of consumer trust in companies that position themselves as socially responsible. This can
provide valuable insights into customer perception. The analysis of companies perceived as
socially responsible, but which receive a lot of negative reviews on complaints platforms, can
lead to significant findings.

This scenario has led to an increase in the number of researchers investigating
phenomena such as brand hypocrisy and the promotion of false marketing discourses, such as
greenwashing, making it crucial to understand how these practices affect customer perception.
In this context, the focus of the special call on False Marketing Discourses, which discusses
how these discourses tend to be associated with disinformation disseminated by companies to
present a socially responsible public image, underscores the importance of further research on

these topics.

5.2 Suggestions for future context-based studies

In relation to the research context, one of the recommendations most evidenced by the
authors is the expansion of research to other sectors, in addition to banking (Aggarwal &
Saxena, 2023; Fatma et al., 2015; Kim et al., 2023), as well as the dairy industry (Casimiro
Almeida & Coelho, 2017), oil and gas (Ceciliano et al., 2021), and life insurance (Hsu, 2012).
The researchers suggest exploring the conduct of research in different sectors, highlighting the
characteristics and specific causal scenarios, which may return distinct results (Wang et al.,
2021).

Thus, it becomes relevant to conduct studies in other sectors (Geng et al., 2022) and
industries (Casimiro Almeida & Coelho, 2017; Kim et al., 2023; Wang et al., 2021) to establish
generalization of results. The authors also suggest conducting research with other stakeholders,
in addition to bank customers (Fatma et al., 2015), university students (Fatmawati & Fauzan,
2021), life insurance company customers (Hsu, 2012), and industrial buyers (Lai et al., 2010).

Conducting research with other audiences can contribute to the expansion of discoveries
in the field. A promising opportunity is to investigate the role of employees during the
development of the CSR and CR of the brand, due to its direct participation in the provision of

services to consumers (Aggarwal & Saxena, 2023). Therefore, future research may address the
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role of employees in facilitating an interface between CR and BE as part of the activities of
CSR of the organization.

Another limitation evidenced is the concentration of investigations in small and
medium-sized enterprises (SMEs), limiting the generalization of the results (Lai et al., 2010).
Future researchers may conduct comparative studies with medium and large companies, in
order to verify whether the size of the company influences the brand’s investments in CSR and,
accordingly, in the perception of consumers about the brand.

Additionally, Wang et al. (2021) conducted their investigation with companies awarded
for their CSR actions. However, it is relevant to conduct comparative studies that evaluate the
perception of consumers in relation to companies awarded for CSR, compared to those which
do not have awards, but also carry out such activities. Research can provide relevant findings
on whether business certification influences consumer perception of the brand more than the

CSR actions of the brand themselves.

5.3 Suggestions for future method-based studies

The main limitation identified in the textual corpus related to the methods refers to their
transversal nature, due to the scarcity of time and resources. Therefore, future research may
adopt longitudinal approaches, which may contribute to a better inference about causal
relationships in the investigated context (Aggarwal & Saxena, 2023; Casimiro Almeida &
Coelho, 2017; Hur et al., 2014; Zhao et al., 2021).

Regarding the research approach, it was possible to identify that most of the studies
employed a quantitative approach. Thus, an opportunity for future investigations is the conduct
of qualitative research, in which deeper perceptions of experts are investigated (Geng et al.,
2022). Maintaining the quantitative approach, it would be interesting to conduct experiments to
analyze specific contexts and consumer groups with distinct profiles.

In addition, it is recommended to conduct studies with larger samples and conduct cross-
cultural research, which analyze consumers from different countries, as consumer perception
can vary between different cultures and social contexts (Aggarwal & Saxena, 2023; Ceciliano
et al., 2021; Fatma et al., 2015; Hsu, 2012; Hur et al., 2014; Lai et al., 2010). In addition, the
opportunity for future studies in conducting a meta-analysis is highlighted, which will allow a

more precise analysis of the relationships between CSR, BE, and CR.
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6 Final considerations and implications of the study

This study aimed to carry out a Systematic Literature Review (SLR) to analyze the
relationships between CSR, CBBE, and CR evidenced by the literature, given the scarcity of
review studies related to these themes. Thus, the study addresses this gap and contributes to
expand the existing literature by conducting a SLR that investigates these relationships,
providing important findings.

The results highlight the growing importance of these themes in the literature and
provide valuable insights for researchers and professionals dedicated to understanding the
interactions between these themes. Thus, this study provides a comprehensive overview of the
current state of research in these areas by analyzing the indicators of scientific production,
highlighting the main findings in the field, the main methods used and suggestions for future
studies, which can contribute to the advancement of research in the area.

The findings show a trend in the literature towards a positive relationship between CSR,
CR, and BE, although there are variations in the methodological approaches of the studies
reviewed. Thus, the contributions of this study to the literature highlight the complexity of
interactions between CSR, CR, and BE, providing a deeper understanding of the relationships
between these themes and their impacts on companies’ bottom lines.

From a management point of view, this study offers important insights for companies
that already carry out or intend to adopt CSR. Building strong relationships with customers
through these activities can lead to positive results, such as strengthening CR and BE. To
maximize these benefits, it is essential that companies be transparent in their socially
responsible actions and that they associate these initiatives with brand credibility, focusing on
developing long-term relationships with customers.

The review highlights consumer confidence as a key variable in the relationship between
CSR, CR, and BE. Consumers are critical to the success of CSR, creating a paradox for
companies: although consumers expect companies to engage in socially responsible activities,
these actions must be implemented carefully to avoid skepticism. Therefore, managers should
actively engage in CSR and mobilize their marketing resources strategically for these
initiatives.

Thus, the results highlight the importance of authenticity and transparency in CSR to
build and maintain consumer confidence, highlighting the need to align consumer practices
with CSR with concrete and consistent actions. These practices should not only be seen as a

brand strategy, but as genuine corporate practices that reflect the company’s values and
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commitments. These findings emphasize the relevance of an ethical and transparent approach
to CSR, contributing to a more comprehensive literature on the management of CR and BE in
the contemporary business context.

The findings reveal that CSR, when not implemented in a genuine manner, can
negatively impact consumer confidence. This draws attention to practices such as greenwashing
and bluewashing, which reveal a disconnect between what companies claim and what they
actually practice. The use of CSR only as a marketing strategy to create a positive image,
without a real commitment to environmental and social responsibility, can lead to a perception
of falsehood and hypocrisy.

In addition, understanding the impact of CR on BE can lead managers to allocate
resources to build and maintain a good reputation. Reputation plays a critical role in the overall
evaluation of the company and should be seen as a long-term priority, since its construction is
time-consuming and its loss can occur quickly. In addition, our findings highlight the
importance of CSR in the relationship between consumers and brands, suggesting that these
initiatives should be approached from the marketing relationship perspective and efforts should
be made to establish trust among consumers.

Therefore, this study provides important contributions to the business environment by
highlighting how the intangible assets of an organization can determine its performance to the
stakeholders, highlighting the role of CSR, CR, and BE in obtaining positive responses from its
stakeholders. Therefore, companies can benefit by integrating CSR as a key part of its business
strategy, aiming not only at building a positive reputation, but also at creating long-term value

for the brand and its stakeholders.
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Relationships Between Corporate Social Responsibility (CSR), Brand Equity (BE), and Corporate

Bl M Kumer, I. M., Glasenapp, S., Oliveira, M. O. R. de, & Junio, D. L. (2025, jan./mar.). Exploring the
RRAZLIAN JOURNAL OF MARKETING Reputation (CR): a Systematic Literature Review

1 Introdugéo

A Responsabilidade Social Corporativa (RSC) emergiu como um tema de grande
relevancia na literatura, especialmente no contexto estratégico, sendo objeto de analise e
implementacao por parte das empresas (Albus & Ro, 2017). As organizagdes estdo cada vez
mais conscientes de que o contexto social e comercial as incentiva a adotar iniciativas de RSC
e, ao fazer isso, ndo apenas fortalecem sua reputacdo ética, mas também promovem impactos
positivos nos stakeholders, com destaque para os consumidores (Rivera et al., 2019).

A implementacdo de iniciativas socialmente responsaveis tem se revelado crucial para
fortalecer os lacos com as partes interessadas, estabelecer uma vantagem competitiva distintiva
para as organizacgOes e aprimorar a percepcao que as partes interessadas detém das mesmas
(Araujo et al., 2023; Porter & Kramer, 2006). Diante disso, 0 compromisso com a RSC surgiu
como uma estratégia competitiva para as organizacdes, buscando aumentar a lucratividade,
fortalecer a Reputacdo Corporativa (RC) e conquistar avaliacGes positivas dos consumidores
em relacdo a sua marca (Calabrese et al., 2016).

Contudo, o fendmeno dos falsos discursos mercadolégicos, como o greenwashing e o
bluewashing, representa um desafio significativo para a credibilidade das iniciativas de RSC
(Andreoli & Nogueira, 2021; Martinez et al., 2020). Greenwashing refere-se a prética de
empresas que promovem uma imagem de responsabilidade ambiental sem substancia real,
enquanto bluewashing se refere a estratégias relacionadas a promocao de responsabilidade
social e direitos humanos, nas quais o discurso responsavel ndo condiz com a préatica
empresarial (Andreoli, 2023; Andreoli, Crespo & Minciotti, 2017; Andreoli, Minciotti &
Batista, 2024; Andreoli & Nogueira, 2021; Berliner & Prakash, 2015).

Essas praticas enganosas, envolvem empresas que simulam um compromisso com
questdes ambientais e sociais sem empreender esfor¢os concretos, criando uma falsa impressao
de responsabilidade (Freitas Netto et al., 2020; Martinez et al., 2020). Essa estratégia visa
aprimorar sua imagem e reputacdo, desviando a atengédo das partes interessadas de sua falta de
comprometimento real (Berliner & Prakash, 2015). Tais préaticas, ndo apenas revelam uma
irresponsabilidade organizacional, mas também podem prejudicar a percepgdo publica da
empresa e afetar negativamente o comportamento dos consumidores (Braga Junior et al., 2019;
Martinez et al., 2020).

Embora existam desafios relacionados aos falsos discursos mercadologicos, pesquisas
evidenciam que ac¢des de RSC desempenham efeitos positivos no Brand Equity (BE) e na RC
(Aggarwal & Saxena, 2023; Tan et al., 2022; Wang et al., 2021; Zhao et al., 2021), assim como
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na avaliacdo dos consumidores sobre esses aspectos (Alvarado-Herrera et al., 2017). Nesse
contexto, estudos de revisdo sobre RSC, BE e RC podem contribuir para a compreensao das
interacdes entre essas tematicas e seu impacto nas organizacdes. No entanto, ainda séo escassos
o0s estudos de revisdo que abordam esses temas de forma integrada.

Algumas revisdes sistematicas tratam de temas relacionados, mas ndo investigam a
interacdo entre RSC, BE e RC de forma conjunta. Por exemplo, Chaudhry e Ramakrishnan
(2019) revisaram a influéncia da RSC e do BE no valor para os acionistas, revelando que a RSC
e 0 BE sdo preditores para o valor do acionista. Singh e Verma (2017), em sua revisdo
sistematica, revelaram que a RSC pode fortalecer a imagem da marca, a lealdade e a intencéo
de compra, 0 que, consequentemente, fortalece o desempenho da marca.

A revisdo sistematica de Peloza e Shang (2011) analisou como as atividades de RSC
podem criar valor para as partes interessadas, destacando a necessidade de generaliza¢cdes mais
precisas nas investigagdes de RSC e maior foco na fonte de valor para as partes interessadas.
Fraihat et al. (2023) revisaram a relacdo entre RSC, RC e imagem da marca, encontrando
associacOes positivas, mas destacando lacunas na literatura e a necessidade de mais estudos
integrados.

O estudo de Chakraborty e Jha (2019) analisou sistematicamente a evolug¢do da RSC no
dominio do marketing, revelando que o conceito de RSC se tornou mais complexo e afeta
diversas partes interessadas, levando a resultados variados. Embora esses estudos tenham
destacado o impacto positivo da RSC em varidveis de marketing, ndo foram identificadas
revisdes sistematicas que investigassem as interacdes entre RSC, RC e BE.

Nesse contexto, o presente estudo se concentra em abordar as interagdes entre esses
temas de forma integrada, por meio de uma Revisdo Sistematica da Literatura (RSL), visando
contribuir para a compreensédo da evolugdo do conhecimento e das perspectivas tedricas nessa
area. Assim, esta RSL tem como objetivo explorar as investigacOes existentes que examinam
as inter-relacdes entre RSC, o BE centrado no consumidor, denominado Customer-Based Brand
Equity (CBBE), e RC.

A RSL é um recurso fundamental para a construcdo do conhecimento e o
aprofundamento na tematica investigada (Elsbach & Van Knippenberg, 2020). Com isso, esse
estudo traz contribuicdes para a compreensao das relacdes entre essas tematicas, fornecendo
insights valiosos para pesquisadores, profissionais e tomadores de decisdo interessados no
assunto. Além disso, ao revisar a literatura existente, esta RSL identifica lacunas de pesquisa e

sugere diregdes para investigacOes futuras, contribuindo para o avango continuo do campo.
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2 Responsabilidade Social Corporativa, Brand Equity e Reputacéo Corporativa

No cenério empresarial atual, o sucesso das organizacgdes esta cada vez mais atrelado a
gestdo eficaz de suas relagdes com os stakeholders (Galvez-Sanchez et al., 2024; Pfajfar et al.,
2022). A Responsabilidade Social Corporativa (RSC) emerge como uma ferramenta
estratégica essencial para fortalecer esses relacionamentos (Casimiro Almeida & Coelho, 2017;
Ceciliano et al., 2021), tendo o potencial de influenciar as atitudes e comportamentos dos
consumidores (Alvarado-Herrera et al., 2017; Hsu, 2012).

A RSC tem sido objeto de constante evolucdo ao longo do tempo, refletindo uma
diversidade de interpretacbes e abordagens (Degenhart et al., 2018). Dentre os diversos
significados evidenciados na literatura, a RSC engloba a participacdo proativa da empresa em
iniciativas sociais, ambientais ou culturais, que, ao serem convertidas em valor, tém o potencial
de gerar resultados positivos para a empresa e para seus stakeholders (Rivera et al., 2019).

Nesse contexto, a RSC desempenha um papel crucial na estratégia empresarial, pois
pode influenciar uma série de aspectos que promovem a competitividade e 0 sucesso
empresarial (Fatma et al., 2015; Porter & Kramer, 2006; Tan et al., 2022). Reconhecida como
uma ferramenta eficaz de marketing (Geng et al., 2022) a RSC possibilita que as organizacoes
conquistem o apoio das partes interessadas, refletindo em uma reputacéo sélida (Geng et al.,
2022; Hsu, 2012) e niveis substanciais de Brand Equity (BE) (Aggarwal & Saxena, 2023; Zhao
etal., 2021).

Sob a perspectiva do relacionamento empresa-cliente, as organizacdes sdo percebidas
como entidades sociais com as quais 0s consumidores buscam se identificar (Fatmawati &
Fauzan, 2021). Nesse contexto, 0 comportamento socialmente responsavel de uma empresa
pode integrar-se ao valor da sua marca (Hur et al., 2014), uma vez que os clientes ndo valorizam
apenas a experiéncia com a marca, mas também desejam associar-se a um grupo social que
reflita seus préprios valores (Fatmawati & Fauzan, 2021; Wang et al., 2021).

Dessa forma, as empresas buscam criar associa¢0es positivas em torno de suas marcas,
utilizando a RSC para atender as exigéncias sociais e expectativas dos consumidores (Agus
Harjoto & Salas, 2017; Fatmawati & Fauzan, 2021). Alinhar o propdsito comercial da
organizagdo com as expectativas dos consumidores pode, portanto, contribuir para a construgéo
do BE e para a satisfazer as demandas sociais desses consumidores (Gilal et al., 2020; Guzman
& Dauvis, 2017).

Embora nédo exista uma definicdo unica de Brand Equity (BE) (Kim et al., 2023), uma

abordagem comumente adotada em estudos de marketing é a perspectiva baseada no cliente,
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conhecida como Customer-Based Brand Equity (CBBE) (Kim et al., 2021). Nessa perspectiva,
0 BE representa a avaliacdo percebida pelo consumidor, sendo um conceito intangivel e
altamente subjetivo (Geng et al., 2022).

O BE reflete a interacdo dinamica entre as marcas e os clientes (Martinez & Nishiyama,
2019). Quanto mais uma marca satisfaz ou supera as expectativas do consumidor, maior é o
valor atribuido a marca (Liu & Lu, 2021). Nesse sentido, as praticas de RSC tém o potencial de
moldar a imagem e a percepcao sobre a marca de uma empresa (Zhao et al., 2021).

Portanto, o comportamento socialmente responsavel de uma empresa € um indicador
crucial na avaliagdo da marca (Hur et al., 2014) e da sua reputacdo (Geng et al., 2022; Hsu,
2012). Além disso, a valorizacdo de uma marca pelos consumidores esté intimamente ligada a
sua reputacdo (Aggarwal & Saxena, 2023), destacando a influéncia positiva da reputacdo no
BE (Heinberg et al., 2018; Hur et al., 2014).

Nesse contexto, emerge a Reputacdo Corporativa (RC), um recurso Unico e
inimitavel, que desempenha um papel fundamental para o sucesso empresarial (Casimiro
Almeida & Coelho, 2017; Wang et al., 2021). Embora ndo exista uma defini¢cdo Unica na
literatura (Kim et al., 2023), a RC pode ser compreendida como a estima e imagem de uma
organizagao perante seus stakeholders (Fatma et al., 2015; Fombrun & Shanley, 1990).

A RC é um ativo valioso construido ao longo do tempo, baseado nas percepc¢des das
partes interessadas, que desempenha um papel essencial na construgéo de relacionamentos com
0s consumidores (Fatmawati & Fauzan, 2021; Zanedin et al., 2023). A avaliacdo que 0s
consumidores fazem dos produtos ou servicos de uma marca esta diretamente relacionada a sua
RC (Benitez et al., 2017; Hsu, 2012). Portanto, uma RC s6lida pode resultar em uma atitude
positiva dos consumidores em relacdo a marca, impulsionando o BE (Casimiro Almeida &
Coelho, 2017; Ceciliano et al., 2021; Heinberg et al., 2018).

A RC é o reflexo das acGes da empresa e representa o quanto ela é valorizada pelos
stakeholders (Fatma et al., 2015). E essencialmente uma percepcdo formada com base na
conformidade da empresa com os valores de seus avaliadores (Newburry et al., 2019). Nesse
sentido, as atividades socialmente responsaveis podem ajudar na constru¢do de uma boa RC
(Fatmawati & Fauzan, 2021; Geng et al., 2022; Hsu, 2012).

Quando os clientes percebem que uma empresa cumpre sua responsabilidade social, iSso
pode fortalecer a identificacdo deles com a marca e gerar emoc@es positivas em relacédo a ela
(Kim et al., 2023; Pérez & Rodriguez del Bosque, 2015). Além disso, um elevado BE esta

associado a um maior desejo dos clientes em consumir 0s produtos ou servigcos da empresa
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(Wang et al., 2021). Assim, manter uma boa reputacdo também desempenha um papel crucial
ao mitigar percepgdes negativas dos consumidores em relacdo a marca (Fatma et al., 2015).

3 Método

A Revisao Sistematica da Literatura (RSL) realizada neste estudo, segue o protocolo
Scientific Procedures and Rationales for Systematic Literature Reviews (SPAR-4-SLR)
estabelecido por Paul et al. (2021), visando assegurar a transparéncia e a legitimidade dos
procedimentos realizados. O protocolo SPAR-4-SLR compreende os estagios (i) montagem,
que envolve a identificacdo e aquisicdo; (ii) organizacdo, que compreende a purificacdo e
organizacéo; (iii) avaliacdo, que abrange a avaliacdo e a comunicacdo (Paul et al., 2021). A
Figura 1 apresenta uma vis&o geral do protocolo SPAR-4-SLR para o desenvolvimento da RSL.

Figura 1

Protocolo de Revisao Sistematica da Literatura SPAR-4-SLR

Identificacdo

Dominio: Responsabilidade Social Corporativa, Valor da Marca Baseado no Consumidor e Reputacio Corporativa
Questdo de Pesquisa: Quais as relagdes existentes entre as tematicas Responsabilidade Social Corporativa, Valor da
Marca Baseado no Consumidor e Reputacdo Corporativa, evidenciadas pela literatura?

Tipo de fonte: Periddicos

Aquisicio

(=

Mecanismo de Busca e Aquisicio dos Materiais: Scopus e Web Of Science

Periodo de Pesquisa: Nio delimitado

String: TITLE-ABS-KEY ((“customer-based brand equity” OR “brand equity” OR “consumer-based brand equity”™) AND
(“corporate social responsibility”) AND “corporate reputation™))

Total: 45 documentos

Montagem

Purificacdo

Critérios de Selecdo:

Artigos Cientificos - Total: 41 artigos

Publicados em Inglés - Total: 41 artigos

Exclusdo Artigos sem DOI (2) — Total: 39 artigos

Remocdo Artigos Duplicados (11) — Total: 28 artigos

Leitura dos Resumos e Exclusdo dos Artigos Nio Aderentes (16) - Total: 12 artigos

Organizacio

Organizacio

Coadigos de Organizacio: Titulo, Periddico, Ano Publicagdo, Autores, Objetivo, Palavras-Chave, Método, Resultados,
Limitagdes e Sugestdes Pesquisas Futuras
Estrutura: Planilha de Dados Microsoft Excel

Avaliacio

Meétodo de Anilise: Analise de Contetido e Ferramenta Bibliometrix
Proposta de Agenda: Sugestdes para Estudos Futuros baseados em Teorias, Contextos e Métodos (TCM)

Avaliac8o

Comunicagdo
Reporte: Comunicagdo dos Resultados da Pesquisa

Fonte: Elaborado pelos autores, baseado em Paul et al. (2021).
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Conforme ilustra a Figura 1, no estagio de (i) montagem foram conduzidas as etapas de
identificacdo e aquisi¢do, com base na orientacdo de especialistas nas tematicas para selecéo e
construcdo do corpus da pesquisa. A etapa de identificagdo compreende o dominio de reviséo,
a questdo de pesquisa que orienta a investigacéo e o tipo de fonte para sele¢do dos documentos.

Esta RSL se concentra no dominio da RSC, CBBE e RC e busca responder a seguinte
questdo de pesquisa: quais as relagdes existentes entre as tematicas Responsabilidade Social
Corporativa (RSC), Valor da Marca Baseado no Consumidor (CBBE) e Reputacdo Corporativa
(RC) evidenciadas pela literatura? Quanto as fontes de selecdo, essa RSL considera periddicos,
tendo em vista sua contribuicdo para o avanco cientifico e seu processo de revisdo por pares
rigoroso (Paul et al., 2021).

Na etapa de aquisicdo, foi realizada a escolha das bases para pesquisa, a definicdo do
periodo de busca e a definicdo das palavras-chave. Para realizar a aquisi¢do dos documentos,
optou-se pelas bases Scopus e Web of Science (WOS), reconhecidas pela sua qualidade, critérios
de indexac@o e ampla cobertura de literatura cientifica (Chersan et al., 2020; Gusenbauer &
Haddaway, 2020; Paul et al., 2021). Quanto ao periodo de pesquisa, ndo foram estabelecidos
critérios de corte temporal, sendo restritos aos limites das bases Scopus e Web of Science
(WOS), abrangendo desde as publica¢cBes mais antigas até as mais recentes no momento da
pesquisa, visando capturar todo o espectro temporal de publicacGes relevantes.

A string utilizada para realizar a busca nas bases de dados, foi elaborada com base na
questdo central da pesquisa, considerando as varia¢fes terminologicas relevantes para cada eixo
tematico, conectando-os através dos operadores booleanos “AND” e “OR”, conforme
comumente utilizados na literatura em lingua inglesa. Essa estratégia de pesquisa possibilita
abranger amplamente as contribuicfes existentes na literatura sobre as propostas tematicas,
garantindo a inclusdo de diferentes perspectivas académicas. A primeira busca nas bases de
dados retornou um total de 45 documentos.

No estagio de (ii) organizacdo, foram conduzidas a purificacdo e organizacdo dos
documentos. Na etapa de purificacdo, foram definidos os critérios que determinam quais artigos
atendem aos requisitos estabelecidos para avancar para a revisdo (Paul et al., 2021). O primeiro
e 0 segundo critério de selecdo consideraram artigos cientificos escritos em lingua inglesa,
excluindo outros formatos de publicacéo, totalizando 41 documentos. Na terceira selecéo,
foram excluidos dois artigos que nao apresentavam Digital Object Identifier (DOI), resultando
em 39 documentos. O quarto critério de sele¢do eliminou 11 documentos duplicados, resultando
em 28 artigos.
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Finalmente, o quinto critério de sele¢do consistiu na leitura minuciosa dos 28 resumos
para verificar a adesdo tematica dos artigos. Nao foram selecionados 16 artigos em que 0s
termos de pesquisa constavam no resumo, mas ndo eram o foco principal do estudo, assim
como, estudos que examinam o valor da marca sob a perspectiva financeira, ja que esta revisdo
esta centrada no valor da marca baseado no consumidor. Assim, foram selecionados 12 artigos
cientificos para compor o corpus textual da RSL.

A seguir, foi realizada a etapa de organizacdo, em que o0s artigos selecionados foram
codificados em uma planilha do Microsoft Excel, seguindo uma estrutura para analise
subsequente dos dados, a partir das seguintes categorias: titulo, periodico, ano de publicacéo,
autores, objetivo, palavras-chave, método, resultados, limitacGes e sugestdes pesquisas futuras.

Por fim, o estagio de (iii) avaliacdo compreende as etapas de avaliacdo e comunicacao.
Para avaliacdo dos artigos, foi empregada a analise de conteldo para identificacdo dos
principais métodos empregados, resultados evidenciados e sugestdes de pesquisas futuras.
Além disso, foi utilizada a ferramenta Bibliometrix do pacote R (Aria & Cuccurullo, 2017),

para analise dos indicadores de producéo cientifica e temporal.

4 Resultados

Nesta secdo, apresentamos o0s resultados obtidos a partir da analise dos 12 artigos que
compdem o corpus textual desta pesquisa. Os principais indicadores de producdo cientifica e
temporal do corpus estdo ilustrados na Figura 2.

Figura 2

Indicadores de Producao Cientifica do Corpus Textual

Intervalo de tempo Documentos Taxa de crescimento anual

2010:2023 12 5.48 %

Autores de documentos de autorig Coautoria Internacional Coautores por documento

1 0 % 3

Palavras-chave do autor (DE) Referéncias Idade Média do Documento Média de citagdes por documento

36 154 4.67 1.417

Fonte: Dados da pesquisa, estimados pelo Bibliometrix.

Conforme ilustrado na 2, o periodo amostral abrange o intervalo de 2010 a 2023,

contemplando 10 periodicos e 12 artigos cientificos, resultando em uma taxa média de
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crescimento da producao anual de 5,48%. A base de dados inclui 35 autores, com uma média
de 3 coautores por documento, sendo que um desses artigos possui autoria Unica.

A andlise revela que a base de dados abrange 36 palavras-chave e 154 referéncias
citadas. A idade média anual dos documentos é de 4,67 anos, com uma meédia de 1,417 citagdes.

Quanto a producao cientifica temporal, a Figura 3 apresenta 0 comportamento das publicagdes.

Figura 3

Producéo Cientifica Temporal do Corpus Textual
45

(%]

0 0% 0% 0% » ? 0%
2010 201 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

—rtigos

% — — —Linear (%)

Fonte: Dados da pesquisa, estimados pelo Bibliometrix.

A analise da Figura 3 revela um comportamento linear de publicac@es no periodo de
2010 a 2017. Em seguida, observa-se uma auséncia de publicagdes entre 2018 e 2020, seguida
por um crescimento significativo em 2021, representando 33% das publicacOes, com as
contribuigdes de Ceciliano et al. (2021), Fatmawati e Fauzan (2021), Wang et al. (2021) e Zhao
et al. (2021). O comportamento crescente de 2022 para 2023 é marcado pelas contribuicbes
mais recentes de Aggarwal e Saxena (2023), Kim et al. (2023) e Geng et al. (2022).

Esses dados evidenciam um crescimento recente na producdo cientifica relacionada as
questdes de RSC, RC e CBBE, destacando a relevancia contemporanea desses tépicos e
oportunidades promissoras para pesquisas futuras. Em relagdo a distribuicdo geogréafica das

publicacdes (ver apéndice A), a maioria das pesquisas concentra-se em Taiwan, representando
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25% das publicacGes, com as contribuicdes de Hsu (2012), Lai et al. (2010) e Wang et al.
(2021).

Na sequéncia, destacam-se as investigacOes realizadas na Coreia do Sul por Hur et al.
(2014) e Kim et al. (2023), seguido pela india, com Fatma et al. (2015) e Geng et al. (2022),
representando 17% do total de publica¢Ges. Assim, observa-se uma concentragdo predominante
de pesquisas na Asia, seguida por uma presenca subsequente na América do Sul e Europa. Por
outro lado, o Brasil, assim como outros paises, concentra apenas 8% do total de publicacdes,
evidenciando uma escassez de estudos nessas regides. I1sso evidencia uma lacuna na producao
cientifica brasileira relacionada a esses temas, destacando oportunidades para pesquisas futuras
que possam contribuir para o avango do conhecimento nesse campo.

Em relacdo a producdo cientifica por periodicos (ver Apéndice A), a maioria das
publicacbes (25%) foram realizadas no Journal of Business Ethics. Além disso, a maioria dos
periddicos (50%) estdo alocados no primeiro quartil do Scimago Journal & Country Rank
(2024), enquanto 41,67% dos periodicos estdo alocados no segundo quartil SIR (2024). Os
periddicos nestes dois primeiros quartis tém taxas de aceitacdo menores do que aqueles nos
demais quartis. Isso reflete em um processo de revisao mais rigoroso e seletivo, resultando na
publicacao de trabalhos de melhor qualidade (Gu & Blackmore, 2017).

A andlise do numero de citacbes no Google Scholar dos artigos classificados no Q1
evidencia os estudos de Lai et al. (2010), com 1.310 cita¢Oes, e Hur et al. (2014), com 749
citacBes. No Q2, destacam-se o0s artigos de Fatmawati e Fauzan (2021), com 69 citacGes, e Zhao
et al. (2021), com 41 citacOes. Essa andlise reforca a relevancia dos artigos publicados em
periddicos de alto quartil. No que se refere aos principais métodos empregados no corpus

textual, as informac6es sdo apresentadas na Tabela 1.

Tabela 1
Principais Métodos Empregados no Corpus Textual
Autores Abordagem Coleta de Dados Setor Andlise dos Dados
Aggarwal e Quantitativa Questionario survey Bancario Structural
Saxena (2023) Equation Modeling
(SEM)
Casimiro Quantitativa Questionario survey Industria Leiteira Structural
Almeida e Equation Modeling
Coelho (2017) (SEM) e AMOS
Ceciliano et al. Quantitativa Questionario survey Inddstria de Structural
(2021) Petréleo e Gas Equation Modeling
(SEM) e Smart
PLS
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Fatma et al. Quantitativa Questionario survey Bancario Structural
(2015) Equation Modeling
(SEM) e AMOS
Fatmawati e Quantitativa Questionario survey Inddstria Alimentos ~ Structural
Fauzan (2021) Equation Modeling
(SEM)
Geng et al. Quantitativa Questionario survey Bancario Structural
(2022) Equation Modeling
(SEM) e Smart PLS
Hsu (2012) Quantitativa Questionario survey Inddstria de Structural
Seguros de Vida Equation Modeling
(SEM) e AMOS
Huretal. (2014)  Quantitativa Questionario survey Eletrénicos, Structural
Automotivo e Equation Modeling
Energia (SEM)
Kimetal. (2023) Quantitativa Questionario survey Bancério Analise de

Regresséo e Hayes’
PROCESS Macro

Lai et al. (2010) Quantitativa Questionario survey Industria de Structural
Manufatura Equation Modeling
(SEM)
Wang et al. Quantitativae  Taiwan Economic Journal  Diversos Structural
(2021) Qualitativa e Market Observation Equation Modeling
Post System da Bolsa de (SEM) e Smart PLS
Valores de Taiwan
Zhao et al. (2021) Quantitativa Questionario survey Bancério Structural

Equation Modeling
(SEM) e Smart PLS

Fonte: Dados da pesquisa (2024).

Conforme ilustraa Tabela 1, a maioria das pesquisas (91,67%) emprega uma abordagem
quantitativa, como evidenciado nos estudos de Casimiro Almeida e Coelho (2017), Fatma et al.
(2015) e Geng et al. (2022). Em contrapartida, 8,33% do corpus textual adota uma abordagem
quantitativa e qualitativa, conforme o estudo de Wang et al. (2021), ao analisar empresas
premiadas com os titulos de “Exceléncia em RSC” e “Empresa mais admirada” concedidas pela
Commonwealth Magazine de Taiwan.

Em relacdo a técnica utilizada para realizar a coleta de dados, 91,67% das investigagdes
optaram pela técnica survey, por meio da aplicacdo de questionarios, como evidenciado nos
estudos de Aggarwal e Saxena (2023), Fatmawati e Fauzan (2021), Hsu (2012), Kim et al.
(2023) e Zhao et al. (2021). Por outro lado, 8,33% do corpus textual adota dados secundarios,
conforme destacado no estudo de Wang et al. (2021), ao utilizar informacdes financeiras do
banco de dados do Taiwan Economic Journal e do Market Observation Post System da Bolsa
de Valores de Taiwan, para analisar as empresas investigadas.

No que diz respeito aos setores nos quais as pesquisas foram conduzidas, os estudos
predominam no setor bancéario, representando 42% das pesquisas com contribuicdes de
Aggarwal e Saxena (2023), Fatma et al. (2015), Geng et al. (2022), Kim et al. (2023) e Zhao et
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al. (2021). Outros setores envolvidos incluem a industria de leiteira (8%), alimentacdo (8%),
seguros de vida (8%), petréleo e gas (8%), manufatura (8%), eletrénicos, automotivo e energia
(8%), alem de empresas de diversos setores (8%).

Em relacdo a analise dos dados, o principal metodo utilizado nas investigacdes foi o
Structural Equation Modeling (SEM), empregado em 91,67% das pesquisas. Além disso,
também € empregada a andlise de regressdo, representando 8,33% do corpus textual. Os
principais softwares utilizados foram o Smart PLS, AMOS e Hayes’ PROCESS Macro. Ainda
em relacdo aos méetodos empregados, procedeu-se a identificacdo dos construtos e dimensdes

do corpus textual, conforme apresenta a Tabela 2.

Tabela 2
Construtos e Dimensdes do Corpus Textual
Construto Multidimensional Unidimensional
RSC Aggarwal e Saxena (2023): econdmica, ética e ambiental Casimiro Almeida e Coelho
(2017)

Ceciliano et al. (2021): comportamento responsavel, politicas
de bem-estar social e responsabilidade ambiental Fatma et al. (2015);

Geng et al. (2022): clientes, funcionéarios, fornecedores, meio Fatmawati e Fauzan (2021)
ambiente e comunidade

Hur et al. (2014)
Hsu (2012): social, apoio as organizagdes sem fins lucrativos,

comunidades e contribuicdes de caridade Lai et al. (2010)
Kim et al. (2023): clientes, acionistas, funcionarios e Zhao et al. (2021)
sociedade;

Wang et al. (2021): governanca corporativa, comprometimento
corporativo, engajamento social e protecdo ambiental

RC Casimiro Almeida e Coelho (2017): cliente, funcionario, Aggarwal e Saxena (2023)
confianga, qualidade, perspectiva financeira e responsabilidade
social e ambiental Fatma et al. (2015)
Ceciliano et al. (2021): confiabilidade, admiraco e respeito, Fatmawati e Fauzan (2021)

reputacao geral
plecac g Geng et al. (2022)

Wang et al. (2021): desempenho dos acionistas, qualidade da
gestdo e recursos humanos Hsu (2012)

Hur et al. (2014)
Kim et al. (2023)
Lai et al. (2010)

Zhao et al. (2021)
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BE Casimiro Almeida e Coelho (2017): lealdade, qualidade, Aggarwal e Saxena (2023)

reconhecimento/associacdes da marca
Geng et al. (2022)

Ceciliano et al. (2021): concorrentes, ética e valores com os
clientes, reconhecimento/associacdes da marca Hur et al. (2014)

Fatma et al. (2015): lealdade, qualidade, reconhecimento/ Kim et al. (2023)

associacBes da marca
Zhao et al. (2021)

Hsu (2012): lealdade, qualidade, reconhecimento/associagdes
da marca

Lai et al. (2010): fidelidade, qualidade, reconhecimento e
satisfacdo

Wang et al. (2021): prestigio, fidelidade e extenséo

Fonte: Dados da pesquisa (2024).

Conforme apresentado na Tabela 2, alguns estudos adotaram uma abordagem
multidimensional na avaliacdo da RSC, enquanto outros optaram por uma abordagem
unidimensional. Destaca-se a pesquisa de Aggarwal e Saxena (2023), que mensura a RSC a
partir da dimensdo econdmica, ética e ambiental, e o estudo de Geng et al. (2022) que
consideram as dimensdes relacionadas a clientes, funcionarios, fornecedores, meio ambiente e
comunidade. Em contrapartida, outras investigacdes, como as de Fatma et al. (2015) e Hur et
al. (2014), optaram por avaliar a RSC de forma unidimensional.

No que diz respeito & RC, sua andlise também foi conduzida de maneira
multidimensional em algumas pesquisas, considerando dimens6es como cliente, funcionario,
confianca, qualidade, perspectiva financeira e responsabilidade social e ambiental (Casimiro
Almeida & Coelho, 2017). Também foram avaliadas dimens@es de desempenho dos acionistas,
qualidade da gestdo e recursos humanos (Wang et al., 2021). Por outro lado, outros estudos
optaram por uma abordagem unidimensional (Aggarwal & Saxena, 2023; Hur et al., 2014).

Ja o CBBE foi avaliado tanto de forma unidimensional (Kim et al., 2023; Zhao et al.,
2021), quanto multidimensional (Lai et al., 2010; Wang et al., 2021), considerando dimensdes
como fidelidade a marca, percep¢do da qualidade, reconhecimento da marca, satisfagéo,
prestigio e extensdo da marca. Além da RSC, RC e CBBE, foram identificados diversos outros
construtos e dimensdes no corpus textual.

Alguns estudos abordaram a satisfacdo (Casimiro Almeida & Coelho, 2017; Hsu, 2012),
confianca (Fatma et al., 2015; Fatmawati & Fauzan, 2021; Geng et al., 2022) e credibilidade
corporativa (Casimiro Almeida & Coelho, 2017; Hur et al., 2014). Outras dimens@es avaliadas

incluiram comunicacao e imagem (Casimiro Almeida & Coelho, 2017), boca a boca (Fatmawati
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& Fauzan, 2021), ética e inovacgdo (Geng et al., 2022), comprometimento afetivo e intengdo de
participacdo dos clientes em RSC (Hur et al., 2014) e desempenho da marca (Lai et al., 2010).

Quanto as escalas predominantemente utilizadas, destacam-se as escalas de Lai et al.
(2010) e Du et al. (2007) para medir RSC. Para mensurar a RC, destacam-se as escalas de
Petrick (2002) e Newburry (2010). Na mensuracdo do CBBE, evidenciam-se as escalas de Hsu
(2012), Hur et al. (2014) e Yoo e Donthu (2001). Essas escalas foram amplamente aplicadas
nos estudos analisados, demonstrando sua relevancia na pesquisa académica sobre esses

construtos.

4.3 Principais resultados evidenciados pela literatura

Ao examinar as relacbes existentes na literatura entre as tematicas RSC, CBBE e RC,
foram identificados os principais resultados evidenciados no corpus textual, os quais séo

apresentados na Tabela 3.

Tabela 3

Relagdes entre RSC, CBBE e RC evidenciadas no Corpus Textual

Autores Obijetivo Principais Resultados
Aggarwal e Saxena Explicar a relagdo entre RSC, Ha uma relagdo direta entre aRSCeo BEeaRC
(2023) RC e BE medeia parcialmente essa relacéo.

Casimiro Almeida e
Coelho (2017)

Compreender os precursores da
RC e seu impactonaBE e 0
papel das préticas percebidas de
RSC nessas relacdes.

A imagem, comunicacdo, valor percebido e

satisfagdo impactam na RC. A RC contribui para
a obtencdo de um maior BE e as percepg¢des dos
clientes sobre RSC podem moderar essa relacéo.

Ceciliano et al.
(2021)

Investigar as relacdes causais
entre RSC, credibilidade da
marca corporativa, RC e BE.

A RSC influencia positivamente a credibilidade
corporativa, a RC e o BE. A credibilidade impacta
positivamente a RC e BE. A RC impacta
positivamente o BE.

Fatma et al. (2015)

Investigar a influéncia das
atividades de RSC na RC e BE.

As RSC tém efeitos positivos na RC e no BE. Os
efeitos das atividades de RSC na RC s&o
mediados pela confianca do consumidor.

Fatmawati e Fauzan
(2021)

Analisar a relagdo entre a
percepcéo do cliente sobre RSC
e a confianca do cliente,
considerando os efeitos
mediadores da RC e do boca a
boca.

A percepcdo dos consumidores sobre a RSC
influencia positivamente a RC. ARSC eaRC
exercem uma influéncia positiva no boca a boca.
A RC afeta positivamente a confianca do
consumidor. A RSC impacta negativamente a
confianga do consumidor. A RSC medeia a
influéncia da RC e do boca a boca na confianga
do consumidor.

Geng et al. (2022)

Explorar o efeito das dimensdes
da RSC e da éticanaRC. E o
papel da RC e da inovacéo do
produto no BE e confianga do
cliente.

A RSC e a ética se relacionam positivamente com
a inovacdo, o BE e a confianca do consumidor. O
aumento da RSC aumenta a RC. A RC aumenta o
BE, a capacidade de inovacdo e a confianca.

Hsu (2012)

Investigar os efeitos da
publicidade persuasiva e da

As préticas de RSC influenciam positivamente a
satisfacdo, a RC e BE. A publicidade persuasiva e
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publicidade informativa das
iniciativas de RSC naRC e no
BE.

informativa sobre a RSC influencia positivamente
aRCeBE.

Hur et al. (2014)

Analisar as interacGes entre
RSC, credibilidade da marca,
BE e RC.

A RSC exerce uma influéncia positiva na
credibilidade da marca e na RC. A credibilidade
da marca corporativa medeia a relagéo entre RSC
e RC. A relagéo entre a RSC e o BE é mediada
pela credibilidade da marca corporativa e pela
RC.

Kim et al. (2023)

Investigar o papel mediador do
comprometimento afetivo na
conexao entre as percepcdes de
RSC e a intengéo de
participacdo. E o papel
moderador do BE e RC na
relagdo entre a RSC percebida e
0 compromisso afetivo.

Ha uma conexao positiva entre as percepgdes de
RSC dos clientes e a intencdo de participacdo em
RSC. E confirmado o papel mediador parcial do
comprometimento afetivo nessas relagdes. O BE
na promove o relacionamento entre as percepc¢des
de RSC e o comprometimento afetivo. O efeito
moderador da RC nessa relagdo ndo é
significativo.

Lai et al. (2010)

Investigar os efeitos da RSC e
RC no BE e no desempenho da
marca. E os efeitos mediadores
da RC e do BE na relacéo entre
a RSC e o desempenho da

A RSC e a RC tém efeitos positivos no BE e no
desempenho da marca. A RC e BE medeiam
parcialmente a relacdo entre a RSC e 0
desempenho da marca.

marca.
Wang et al. (2021) Verificar o efeito da RSCe RC A RSC exerce um efeito positivo na RC e no BE.
no BE. A RSC e a RC resultam em um maior BE.

Zhao et al. (2021)

Explorar a influéncia da RSC na
RC e no BE, considerando a
confianga como variavel
mediadora.

A RSC influencia positivamente a RC e 0 BE. A
confianca medeia positivamente a relacéo entre
RSC, RC e BE.

Fonte: Dados da pesquisa (2024).

Conforme evidenciado na Tabela 3, a literatura revela diversas perspectivas sobre as
relacBes entre RSC, BE e RC. Alguns estudos indicam que a RSC influencia tanto a RC quanto
0 BE (Ceciliano et al., 2021; Fatma et al., 2015; Hsu, 2012; Wang et al., 2021; Zhao et al.,
2021). Outros destacam que a RSC reflete em um aumento na RC (Fatmawati & Fauzan, 2021,
Geng et al., 2022; Hur et al., 2014) e que a RC atua como mediadora na relagéo entre a RSC e
0 BE (Aggarwal & Saxena, 2023).

A literatura também aponta que a RC pode contribuir para um BE mais elevado
(Casimiro Almeida & Coelho, 2017; Ceciliano et al., 2021; Geng et al., 2022), e que as
percepcdes dos clientes sobre RSC podem moderar essa relagdo (Casimiro Almeida & Coelho,
2017). Em contrapartida, outros autores verificam o impacto conjunto da RSC e RC no BE (Lai
et al., 2010; Wang et al., 2021). Ou seja, 0 BE se apresenta como um construto dependente,
enguanto a RSC geralmente é independente, exceto em um estudo que investigou seu papel de
moderacdo. A RC, por sua vez, se apresenta como um construto mais difuso.

Esses resultados indicam que as praticas de RSC tém gerado efeitos positivos para as

empresas. A adocdo de programas de RSC projeta uma imagem de honestidade, compromisso
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ético e sustentabilidade, o que é percebido positivamente pelos consumidores (Wang et al.,
2021). Esse reconhecimento, por sua vez, resulta em avaliagdes mais favoraveis da empresa por
parte dos clientes, destacando o impacto positivo das praticas de RSC na percepcao do publico.

Ao considerar a RSC como um investimento, e ndo como uma despesa irrecuperavel, as
empresas podem reconhecer seu impacto positivo em ativos intangiveis valiosos, como a RC
(Ceciliano et al., 2021; Fatmawati & Fauzan, 2021; Geng et al., 2022). A RC desempenha um
papel fundamental nas interacdes entre RSC e BE (Aggarwal & Saxena, 2023). Quando uma
empresa possui uma boa reputacdo, suas praticas de RSC sdo interpretadas de maneira mais
positiva pelos consumidores, potencializando o impacto dessas préaticas no BE.

Além disso, as percepcbes dos clientes sobre as praticas de RSC sdo cruciais para a
relacdo entre a RC e o BE, como evidenciado por Casimiro Almeida e Coelho (2017). Os
resultados mostram que os consumidores tendem a valorizar e preferir marcas que demonstram
um verdadeiro compromisso com praticas socialmente responsaveis. Assim, uma gestéo eficaz
da RSC pode fortalecer o BE ao consolidar a percep¢do positiva da marca entre o0s
consumidores.

Portanto, a analise dos artigos revela uma tendéncia na literatura que aponta para uma
relacdo positiva entre RSC, RC e BE. Entretanto, é fundamental compreender o papel de outras
variaveis nessas relagdes. O estudo de Ceciliano et al. (2021) destaca que a credibilidade da
marca impacta a RC e o BE e que a RSC pode aprimorar essa credibilidade. Em suma, a RSC
contribui para a constru¢do de uma marca mais credivel, o que resulta em melhores niveis de
RC e BE.

Por sua vez, Hur et al. (2014) revelam que a credibilidade da marca pode moderar a
relacdo entre RSC, RC e BE, revelando que a percepcao de credibilidade pelos consumidores
pode amplificar ou atenuar o impacto da RSC sobre a RC e 0 BE. Em contrapartida, o estudo
de Geng et al. (2022) analisa outras dimensdes revelando a relagdo positiva entre RSC, ética,
inovagao do produto, BE e confianga do cliente.

Os autores destacam que, em um mercado em constante evolucéo, a inovacgéo é crucial
para a competitividade das empresas (Geng et al., 2022). Nesse contexto, um produto inovador
pode ser interpretado pelos clientes como um sinal de que a empresa tem uma boa RC, o que
contribui para aumentar o BE e a confianca. Além disso, as praticas de RSC e a ética na oferta
de produtos sdo fundamentais para estabelecer uma relagdo positiva com os consumidores.

A pesquisa de Kim et al. (2023) explora outras dimensdes, confirmando a ligacao entre
as percepcOes de RSC dos clientes e a intengédo de participacdo em RSC, destacando o papel do
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BE na conex&o entre RSC e comprometimento afetivo. O estudo confirma que, quando os
clientes tém uma percepc¢éo positiva das iniciativas de RSC de uma empresa, eles estdo mais
propensos a participar e apoiar essas atividades, e um alto BE potencializa essas relagdes.

Adicionalmente, a pesquisa de Hsu (2012) relata que as praticas socialmente
responsaveis contribuem para uma maior satisfacdo dos consumidores. Lai et al. (2010)
destacam a RC e o BE como varidveis mediadoras na relacdo entre o RSC e o desempenho da
marca, isto €, como uma empresa € percebida em termos de RC e BE pode influenciar como
suas praticas de RSC afetam o desempenho da marca.

As contribuicbes de Zhao et al. (2021) evidenciam que a confianca medeia
positivamente a relacdo entre RSC, RC e BE. Fatma et al. (2015) corroboram com estes achados
ao destacar que a influéncia da RSC na RC é mediada pela confianca do consumidor. Essas
descobertas ressaltam a importancia da confianca como um elemento crucial nessas relacées.

Por outro lado, os resultados de Fatmawati e Fauzan (2021) revelam que a RC também
influencia a confianga do cliente, assim como as avalia¢Ges dos clientes sobre RSC e RC podem
influenciar a propagacdo do boca a boca positivo. Entretanto, os achados desses autores
destacam o impacto negativo da RSC na confianca do cliente, em contraste com as relacdes
positivas encontradas nos demais trabalhos analisados, 0 que pode ser particularmente
revelador.

E amplamente reconhecido que muitas empresas adotam praticas de RSC, apoiam
causas sociais e se envolvem em ativismo de marca, visando construir uma reputacdo positiva
e obter avaliagdes favoraveis dos clientes. No entanto, quando essas empresas falham na entrega
de produtos e servigos de qualidade ou ndo cumprem o0 que prometem, acabam causando
prejuizos aos clientes e prejudicando a prépria credibilidade. Isso pode resultar em uma
diminuicdo da confianca dos consumidores.

Esse achado pode ser relacionado ao fenémeno dos falsos discursos mercadologicos,
como as estratégias de greenwashing e bluewashing. Nessas préaticas, as empresas promovem
uma imagem de responsabilidade socioambiental sem um comprometimento real, 0 que pode
prejudicar a relagdo com os consumidores.

Embora os conceitos de greenwashing e bluewashing ndo sejam diretamente abordados
nos estudos analisados, eles sdo pertinentes a discussao sobre RSC. Essas estratégias enganosas
podem aumentar a desconfianca dos consumidores, pois as empresas podem ser vistas como

hipdcritas quando suas a¢Ges ndo correspondem as suas declaragdes. Conforme destacam Geng
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etal. (2022), é fundamental que as empresas tenham transparéncia ao incorporar a RSC em suas
campanhas de marketing, para garantir beneficios legitimos.

Desta forma, os resultados de Fatmawati e Fauzan (2021) destacam que a confianca é
uma varidvel-chave na relacdo entre RSC, RC e BE. Adicionalmente, Fatma et al. (2015)
apontam que a confianca pode ser vista como um resultado do envolvimento da empresa em
atividades de RSC. Portanto, é crucial que os gestores considerem como 0s consumidores
percebem e formam suas opinides sobre as praticas de RSC da empresa, pois essa percepcao
pode influenciar diretamente a RC e o BE.

Para gestores e profissionais de marketing, esses achados destacam a necessidade da
autenticidade e da transparéncia nas iniciativas de RSC, destacando a importancia de evitar o
greenwashing e bluewashing ao alinhar suas préaticas de RSC com a¢6es concretas. Investir em
RSC néo deve ser apenas uma estratégia da marca, mas uma verdadeira pratica corporativa que
reflete os valores e compromissos da empresa. Isso € crucial para estabelecer uma relacdo de
confianga duradoura com o0s consumidores e evitar a armadilha do bluewashing e

greenwashing.

5 Principais Sugestdes de Estudos Futuros da Literatura

Um objetivo fundamental das Revisbes Sistematicas da Literatura (RSL) € identificar
lacunas no conhecimento e fornecer orientagdes para pesquisas futuras (Hulland & Houston,
2020). Sendo assim, esta secdo apresenta as principais sugestdes de pesquisas futuras da
literatura, fundamentada em teorias, contextos e métodos (TCM) conforme Paul et al. (2021),
as quais podem orientar futuros pesquisadores interessados em contribuir para a evolucdo do

corpo teorico relacionado a RSC, RC e BE.

5.1 Sugestbes de Estudos Futuros Baseados em Teoria

Embora as pesquisas revelem descobertas valiosas sobre a relacdo entre RSC, RC e BE,
existem algumas limitagcbes que demandam investigagdes futuras sobre o assunto. Uma das
limitagdes ¢ a avaliagdo da RC como um construto unidimensional, o que ressalta a necessidade
de considera-la como um construto multidimensional (Aggarwal & Saxena, 2023; Geng et al.,
2022). Pesquisas futuras devem, portanto, levar em conta os diferentes elementos da RC e o
impacto desses fatores nas avaliagdes dos consumidores. Além disso, pelo desafio de adaptagédo
das escalas existentes para medicao da RC por diferentes tipos de partes interessadas (Casimiro

Almeida & Coelho, 2017) seria valioso desenvolver uma escala multidimensional com
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propriedades psicométricas solidas, capaz de garantir a comparabilidade dos resultados na
avaliacdo da RC por diversas partes interessadas.

Quanto a RSC, também é evidenciada a sugestdo de que futuras investigacdes avaliem
a RSC de forma multidimensional, para verificar o efeito das dimensdes especificas da RSC
nos resultados da marca (Ceciliano et al., 2021; Hur et al., 2014, Lai et al., 2010). A literatura
também destaca que pesquisas futuras podem examinar a interacdo das caracteristicas do
consumidor (género, idade, renda e educacdo) e da marca (categoria da marca e posi¢do da
marca no mercado) no efeito das avaliacbes de RSC (Hur et al., 2014; Kim et al., 2023). Isso
pode fornecer uma compreensdo mais profunda de como diferentes perfis de consumidores
respondem as préaticas de responsabilidade social das empresas e como essas respostas variam
conforme o tipo e a posic¢ao da marca no mercado.

No contexto do BE, ha uma sugestdo pertinente para avaliar ndo apenas a marca em si,
mas também outros aspectos, como 0 apego emocional, a consciéncia do cliente, a confianca e
0 desempenho da marca (Aggarwal & Saxena, 2023). Da mesma forma, estudos futuros podem
explorar variaveis mediadoras, tais como o valor percebido, o compromisso do cliente, a
percepcdo de qualidade e a imagem corporativa, na analise dessas relacbes (Fatmawati &
Fauzan, 2021). Isso pode enriquecer ainda mais a compreensdo dos mecanismos subjacentes
que ligam a RSC ao BE.

Além disso, os achados destacam um impacto negativo da RSC na confianca do cliente
(Fatmawati & Fauzan, 2021), indicando a oportunidade de futuros estudos investigarem a perda
de confianca dos consumidores em empresas que se posicionam como socialmente
responsaveis. 1sso pode fornecer insights valiosos sobre a percepcéo dos clientes. A analise de
empresas percebidas como socialmente responsaveis, mas que recebem muitas avaliagdes
negativas em plataformas de reclamacdes, pode levar a descobertas significativas.

Esse cenario tem levado a um aumento no numero de pesquisadores investigando
fendmenos como a hipocrisia da marca e a promocéo de falsos discursos mercadoldgicos, como
0 greenwashing, tornando-se crucial compreender como essas praticas afetam a percepc¢éo dos
clientes. Nesse contexto, o foco da chamada especial sobre False Marketing Discourses que
discute como esses discursos tendem a estar associados a desinformacgdo disseminada por
empresas para apresentar uma imagem publica socialmente responsavel, ressalta a importancia

de mais pesquisas sobre esses tOpicos.

5.2 Sugestdes de estudos futuros baseados em contexto
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Em relacdo ao contexto de pesquisa, uma das recomendacfes mais evidenciadas pelos
autores, € aampliacao das pesquisas para outros setores, alem do bancario (Aggarwal & Saxena,
2023; Fatma et al., 2015; Kim et al., 2023), assim como da industria de laticinios (Casimiro
Almeida & Coelho, 2017), de petrdleo e gas (Ceciliano et al., 2021) e de seguros de vida (Hsu,
2012). Os pesquisadores sugerem explorar a conducdo de pesquisas em diferentes setores,
ressaltando as caracteristicas e cenarios causais especificos, que poderdo retornar resultados
distintos (Wang et al., 2021).

Assim, se torna relevante a condugao de estudos em outros setores (Geng et al., 2022) e
industrias (Casimiro Almeida & Coelho, 2017; Kim et al., 2023; Wang et al., 2021), para
estabelecer a generalizacdo dos resultados. Os autores também sugerem a conducdo de
pesquisas com outros stakeholders, além de clientes bancérios (Fatma et al., 2015), estudantes
universitarios (Fatmawati & Fauzan, 2021), clientes de companhias de seguros de vida (Hsu,
2012) e compradores industriais (Lai et al., 2010).

A conducdo de pesquisas com outros publicos pode contribuir para a ampliacdo das
descobertas no campo. Uma oportunidade promissora é investigar o papel dos funcionarios
durante o desenvolvimento das estratégias de RSC e RC da marca, devido a sua participacao
direta na prestacdo de servicos aos consumidores (Aggarwal & Saxena, 2023). Portanto,
pesquisas futuras podem abordar o papel dos funcionarios na facilitacdo de uma interface entre
a RC e o BE como parte das atividades de RSC da organizacao.

Outra limitagdo evidenciada € a concentracdo de investigacfes em Pequenas e Médias
Empresas (PME), limitando a generalizacdo dos resultados (Lai et al., 2010). Futuros
pesquisadores podem conduzir estudos comparativos com empresas de médio e grande porte,
visando verificar se o porte empresarial influencia nos investimentos da marca em acdes de
RSC e, consequentemente, na percep¢do dos consumidores sobre a marca.

Adicionalmente, Wang et al. (2021) conduziram sua investigacdo com empresas
premiadas por suas acoes de RSC. No entanto, torna-se relevante realizar estudos comparativos
que avaliem a percepcdo dos consumidores em relacdo a empresas premiadas por RSC, em
comparagdo com aquelas que ndo possuem premiagdes, mas também realizam tais atividades.
As pesquisas podem fornecer descobertas relevantes sobre se a certificacdo empresarial
influencia mais na percepg¢do do consumidor sobre a marca do que as proprias agdes de RSC da

empresa.
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5.3 Sugestdes de estudos futuros baseados em método

A principal limitagdo identificada no corpus textual relacionadas aos métodos, refere-
se a sua natureza transversal, devido a escassez de tempo e de recursos. Portanto, pesquisas
futuras podem adotar abordagens longitudinais, o que podera contribuir para uma melhor
inferéncia sobre as relagdes causais no contexto investigado (Aggarwal & Saxena, 2023;
Casimiro Almeida & Coelho, 2017; Hur et al., 2014; Zhao et al., 2021).

Quanto a abordagem de pesquisa, foi possivel identificar que a maioria dos estudos
empregou uma abordagem quantitativa. Sendo assim, uma oportunidade para investigacdes
futuras € a realizacdo de pesquisas qualitativas, nas quais sejam investigadas percep¢des mais
profundas dos especialistas (Geng et al., 2022). Mantendo a abordagem quantitativa, seria
interessante realizar experimentos para analisar contextos especificos e grupos de consumidores
com perfis distintos.

Além disso, recomenda-se a realizacdo de estudos com amostras maiores e a conducao
de pesquisas cross-cultural, que analisem consumidores de diferentes paises, ja que a percep¢ao
dos consumidores pode variar entre diferentes culturas e contextos sociais (Aggarwal & Saxena,
2023; Ceciliano et al., 2021; Fatma et al., 2015; Hsu, 2012; Hur et al., 2014, Lai et al., 2010).
Ademais, destaca-se a oportunidade para futuros estudos na conducao de uma meta-analise, que

permitira uma analise mais precisa das relacdes entre RSC, BE e RC.

6 Consideracoes finais e implicagdes do estudo

Este estudo teve como objetivo realizar uma Revisdo Sistematica da Literatura (RSL)
para analisar as relacOes existentes entre RSC, CBBE e RC evidenciadas pela literatura, dada a
escassez de estudos de revisdo relacionados a essas tematicas. Assim, o estudo aborda essa
lacuna e contribui para ampliar a literatura existente, ao conduzir uma RSL que investiga essas
relagOes, fornecendo descobertas importantes.

Os resultados destacam a importancia crescente dessas tematicas na literatura e
fornecem insights valiosos para pesquisadores e profissionais dedicados a compreensdo das
interacdes entre esses temas. Assim, este estudo proporciona uma visao abrangente do estado
atual da pesquisa nessas areas, ao analisar os indicadores de producéo cientifica, evidenciar as
principais descobertas no campo, 0s principais métodos empregados e sugestdes para estudos
futuros, que podem contribuir para 0 avanco das pesquisas na area.

As descobertas evidenciam uma tendéncia na literatura para uma relacdo positiva entre

RSC, RC e BE, embora haja varia¢des nas abordagens metodoldgicas dos estudos revisados.
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Desta forma, as contribuigOes deste estudo para a literatura destacam a complexidade das
interacdes entre RSC, RC e BE, fornecendo uma compreensao mais profunda das relagdes entre
esses temas e seus impactos nos resultados das empresas.

Do ponto de vista gerencial, este estudo oferece insights importantes para empresas que
ja realizam ou pretendem adotar atividades de RSC. A construcdo de relacionamentos solidos
com os clientes por meio dessas atividades pode gerar resultados positivos, como o
fortalecimento da RC e do BE. Para maximizar esses beneficios, € essencial que as empresas
sejam transparentes em suas a¢0es socialmente responsaveis e que associem essas iniciativas a
credibilidade da marca, focando no desenvolvimento de relagdes de longo prazo com 0s
clientes.

A revisao destaca a confianca do consumidor como uma variavel-chave na relacéo entre
RSC, RC e BE. Os consumidores sao fundamentais para o sucesso das praticas de RSC, criando
um paradoxo para as empresas: embora os consumidores esperem que as empresas se envolvam
em atividades socialmente responsaveis, essas acdes devem ser implementadas com cuidado
para evitar o ceticismo. Portanto, os gestores devem se envolver ativamente com atividades de
RSC e mobilizar seus recursos de marketing de maneira estratégica para essas iniciativas.

Assim, os resultados destacam a importancia da autenticidade e transparéncia nas
iniciativas de RSC para construir e manter a confianga dos consumidores, ressaltando a
necessidade de alinhar as praticas de RSC com agdes concretas e consistentes. Essas praticas
ndo devem ser vistas apenas como uma estratégia de marca, mas como praticas corporativas
genuinas que refletem os valores e compromissos da empresa. Essas descobertas enfatizam a
relevancia de um enfoque ético e transparente nas praticas de RSC, contribuindo para uma
literatura mais abrangente sobre a gestdo da RC e do BE no contexto empresarial
contemporaneo.

Os achados revelam gque a RSC, quando nédo é implementada de forma genuina, pode
impactar negativamente a confianca dos consumidores. Isso chama a atencdo para praticas
como greenwashing e bluewashing, que revelam uma desconex&@o entre 0 que as empresas
afirmam e o que realmente praticam. A utilizacdo da RSC apenas como uma estratégia de
marketing para criar uma imagem positiva, sem um comprometimento real com a
responsabilidade ambiental e social, pode levar a uma percepc¢éo de falsidade e hipocrisia.

Além disso, a compreensdo do impacto da RC no BE pode levar os gestores a alocar
recursos para construir e manter uma boa reputacéo. A reputacdo desempenha um papel critico

na avaliacdo global da empresa e deve ser vista como uma prioridade de longo prazo, uma vez
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que sua construcdo é demorada e sua perda pode ocorrer rapidamente. Ademais, nossas
descobertas destacam a importancia das iniciativas de RSC na relacdo entre consumidores e
marcas, sugerindo que essas iniciativas devem ser abordadas sob a Otica do marketing de
relacionamento e devem ser feitos esforgos para estabelecer a confianca entre os consumidores.

Sendo assim, estudo fornece contribuigdes importantes para o ambito empresarial ao
evidenciar como os ativos intangiveis de uma organizacéo podem determinar o seu desempenho
frente aos stakeholders, destacando o papel da RSC, RC e BE na obtencdao de respostas positivas
de suas partes interessadas. Portanto, as empresas podem se beneficiar ao integrar a RSC como
parte fundamental de sua estratégia de negdcios, visando ndo apenas a construcdo de uma
reputacdo positiva, mas também a criacdo de valor a longo prazo para a marca e Seus

stakeholders.
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