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Abstract—Nowadays, Corporate Social responsibility (CSR) is
becoming a buzz word, and more and more academics are putting
efforts on CSR studies. It is believed that CSR could influence
Corporate Reputation (CR), and they hold a favourable view that CSR
leads to a positive CR. To be specific, the CSR related activities in the
reputational context have been regarded as ways that associate to
excellent financial performance, value creation, etc. Also, it is argued
that CSR and CR are two sides of one coin; hence, to some extent,
doing CSR is equal to establishing a good reputation. Still, there is no
consensus of the CSR-CR relationship in the literature; thus, a
systematic literature review is highly in need. This research conducts a
systematic literature review with both bibliometric and content
analysis. Data are selected from English language sources, and
academic journal articles only, then, keyword combinations are
applied to identify relevant sources. Data from Scopus and WoS are
gathered for bibliometric analysis. Scopus search results were saved in
RIS and CSV formats, and Web of Science (WoS) data were saved in
TXT format and CSV formats in order to process data in the Bibexcel
software for further analysis which later will be visualised by the
software VOSviewer. Also, content analysis was applied to analyse
the data clusters and the key articles. In terms of the topic of CSR-CR,
this literature review with bibliometric analysis has made four
achievements. First, this paper has developed a systematic study which
quantitatively depicts the knowledge structure of CSR and CR by
identifying terms closely related to CSR-CR (such as ‘corporate
governance’) and clustering subtopics emerged in co-citation analysis.
Second, content analysis is performed to acquire insight on the
findings of bibliometric analysis in the discussion section. And it
highlights some insightful implications for the future research agenda,
for example, a psychological link between CSR-CR is identified from
the result; also, emerging economies and qualitative research methods
are new elements emerged in the CSR-CR big picture. Third, a
multidisciplinary perspective presents through the whole bibliometric
analysis mapping and co-word and co-citation analysis; hence, this
work builds a structure of interdisciplinary perspective which
potentially leads to an integrated conceptual framework in the future.
Finally, Scopus and WoS are compared and contrasted in this paper; as
a result, Scopus which has more depth and comprehensive data is
suggested as a tool for future bibliometric analysis studies. Overall,
this paper has fulfilled its initial purposes and contributed to the
literature. To the author’s best knowledge, this paper conducted the
first literature review of CSR-CR researches that applied both
bibliometric analysis and content analysis; therefore, this paper
achieves its methodological originality. And this dual approach brings
advantages of carrying out a comprehensive and semantic exploration
in the area of CSR-CR in a scientific and realistic method. Admittedly,
its work might exist subjective bias in terms of search terms selection
and paper selection; hence triangulation could reduce the subjective
bias to some degree.
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I. INTRODUCTION

R reflects all that stakeholders think and feel about a
company, and many scholars [5], [28] believe that CSR
influences this positively. Significantly, both positive and
negative CR is built on stakeholders' evaluations, assessments,
perceptions, and judgments of organisational activities from the
past [14] and are used to predict organisational behaviours that
might be expected in the future [30]. CSR-related activities in
the reputational context are believed to influence financial
performance, risk management and brand image [10], [31].
Stakeholder and legitimacy theories underpin the CSR-CR
connection [13] and industry sector interests are identified as
critical elements affecting CSR practice [44]. However, there is
limited research that provides for a holistic view of the CSRCR relationship, and further investigation is required [46], [26].
Via bibliometric analysis, this paper offers a comprehensive
perspective on the extant CSR-CR body of knowledge and, in
the process, identifies influencing factors of CSR-CR (e.g.
geographic aspect) and topics relevant to it (e.g. business
ethics).
II. SOFTWARE TOOLS
There are three main software programmes that facilitate
bibliometric analysis and mapping: Bibexcel, VOSviewer, and
Gephi [12]. First, Bibexcel is useful because it can read RIS
files from Scopus and TXT files from WoS. Further, its
network files are compatible with other visualisation tools
including VOSviewer and Gephi, but also Pajek, Excel, and
others too [32]. Bibexcel is, therefore, ideal for processing
referencing metadata and in identifying bibliographic
relationships.
Second, VOSviewer can be used to create visualization maps
(network and density maps) using original data extracted from
Scopus and WoS, and can also convert co-occurrence network
files exported from Bibexcel into a network map [45]. Nodes of
the network can be clustered according to edge densities, as
articles in the same cluster are correlated and likely to share a
common research area or subject [23]. Data clustering aims at
conjoining sets of items possessing common characteristics
[34].
Third, Gephi can calculate PageRank indices that evidence
article ubiquity/impact by assessing the number of times it is
cited by other highly cited articles [7]. Gephi can also run
modularity values identifying the density of links in a cluster
[4] and thus allows for the identification, prioritisation and
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importance of citations encountered in the cluster lists.
III. RESEARCH METHODOLOGY
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The research method used for this analysis is derived from
[40] but is refined to accommodate the specifics of this project.
This requires the researcher to specify the pertinent search
fields, an initial search strategy and data collection techniques.
For this current project, scholarly sources are collected from the
WoS, Scopus and EBSCO databases. EBSCO is selected as it
includes a business-focused database (Business Source
Complete) which is especially relevant to the topic to hand.
Scopus and WoS databases are essential for bibliometric
analysis as only these allow for the exporting of citation
information for further software processing.
TABLE I
KEYWORD COMBINATIONS APPLIED FOR SEARCH
‘Corporate Social Responsibility (CSR)' AND Corporate Reputation (CR)' OR
‘prestige' ‘Corporate Social Performance (CSP)’ AND ‘Corporate Reputation
(CR)' OR ‘prestige'
‘Triple bottom line' AND ‘Corporate Reputation (CR)' OR ‘prestige'
‘Social responsibility' AND ‘Corporate Reputation (CR)' OR ‘prestige'
‘Accountability' AND ‘Corporate Reputation (CR)' OR ‘prestige'
‘Pyramid of CSR' AND ‘Corporate Reputation (CR)' OR ‘prestige'
‘Sustainability' AND ‘Corporate Reputation (CR)' OR ‘prestige'
‘Citizenship' AND ‘Corporate Reputation (CR)' OR ‘prestige'

This research project combines a systematic literature review
with both bibliometric and content analysis. Using English
language sources only and filtering survey academic journals,
keyword combinations (Table I) were then used to identify
relevant sources. After removing duplications, 1162 and 287
pertinent sources were located from Scopus and WoS
respectively, whilst 125 sources were extracted from EBSCO.
Data from Scopus and WoS are gathered for bibliometric
analysis, while EBSCO data are collected for content analysis.
Scopus data - including abstract, author, date and reference
information - were saved as both RIS and CSV formats. WoS
data were saved in TXT format CSV formats because only
these can be imported into Bibexcel for generating files that can
be visualised by VOSviewer, and Gephi.
IV. RESULTS AND DISCUSSION
The following subsections identify key thematic categories
of interest arising from the analysis. These represent core
outputs for bibliometric co-word and co-citation analysis and
are summarised in Table II in the Appendix. This section is split
into two parts, one is ‘Factors influencing the CSR-CR
relationship found via bibliometric analysis’ such as
geographic aspects, methodology and industry sector. The
other part is ‘CSR-CR related topics emerging from
bibliometric analysis’ which includes subtopics like
stakeholder theory and emerging theories of interest, CSR
reputational risk management, CSR reputational building and
Business ethics.
A. Geographic Aspects, Methodology and Industry Sector
In the co-word analysis, China, Spain, India, Germany,
United States, United Kingdom and Europe occur more
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frequently than other countries. The c o-word maps though,
show that research in Western countries pre-dates, and are
relatively more mature than research associated with Asian
countries. However, studies from China and India are
increasing in number and sophistication, with both CSR and
CR now clearly emerging as issues of interest and thus
signposting the potential for further research.
Articles debating the most suitable methods for research
have emerged in the last few years but only a few papers
concerning methodology design are co-cited by high citation
authors (e.g. [3], [16], [33]). Primarily, these concern the best
means for conducting statistical analysis, which is not
surprising given that most papers associating CSR and CR
adopt quantitative methods. Qualitative research in the field is
relatively sparse, and [26] has recently called for research that
surfaces underlying criteria including feelings, emotions,
values, and expectations. Further, industry sector is singled out
as a determinant of how CSR and CR might interrelate. The
CSR-CR relationship is contextually related to the perceptions
of industry-specific stakeholders, and the nature of a firm’s
product and its market will affect these evaluations [43]. The
market environment in which an organisation, operates,
therefore, will be a consideration for organisational decision
makers [6].
B. Stakeholder Theory and Emerging Theories of Interest
Stakeholder theory has been used to explain the connection
between CSR and CR. Identifying key stakeholders allows an
organisation to establish its internal and external legitimacy
[13] and manage its reputational risks regarding critical
stakeholders. Also, stakeholders' positive or negative
perceptions of CSR/CSP activities determine their evaluation
of the CR. Therefore, an organisation should apply its CSR
activities strategically in order to satisfy and reflect the key
interests of its key stakeholders.
Stakeholder theory helps explicate the overlapping
relationship between CSR and CR [1], [27], [20]. Although
stakeholder theory and other well-established theories such as
political theory, institutional theory and legitimacy theory
emerge as key domain theories discovered via bibliometric
analysis, others of importance also surfaced. These include
expectancy theory [26], supply chain theory [24], and values
theory [39], and offer the potential for guiding further/future
research in to the CSR-CR relationship. For example, from a
psychological perspective, stakeholders' values can be seen to
influence both evaluation of, and behaviour towards, the
organisation [8]. Also, to a large degree, [39] claims that
personal values dictate the extent to which both internal and
external stakeholders perceive CSR activities, and also the way
these perceptions establish CR.
C. CSR Reputational Risk Management
From an economic and management perspective,
reputational risk comprises the risk that a) any CSR-related
shortcomings will cause a deterioration in key stakeholder
perceptions of the organisation. b) Stakeholder behaviour
might change as a result of damaged reputation. c) CR loss will
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convert into financial loss, caused by that perceived
deterioration of CSR [18]. In this case, Corporate Social
Performance (analogous to CSR) is identified as an arbiter of
risk management: the higher the CSP, the lower the financial
risk [3], [29]. Reference [15] claims that stakeholders'
perceptions of CSR initiatives can be either a benefit or a threat
to the organisation, and hence both identifying and targeting
key stakeholders with a view to understanding their demands
and expectations, is the way to manage and mitigate potential
reputational capital loss. Stakeholder reputational perceptions
are therefore potential predictors of corporate financial
performance [17].
D. CSR Reputation Building
The CSR–CR relationship emerges clearly as a marketing
issue. It is suggested that only when CSR is established as an
aspect of corporate identity, developed from a corporate culture
where ethical values are seen as core organising principles, that
a positive, externally perceived CR will emerge [41], [2]. To be
specific, since values are regarded as core of personal identity
[22], they are influencing organisational identity, which is the
collection of personal identities. Also, stakeholders’ values
affect the corporate identity [37]. That is, corporate identity is
not only based on core values of the organisation determined by
the top management, but also affect and be affected by its
stakeholders’ ethical values [11].
E. Business Ethics
The term ‘Business ethics' appears in visualisation maps
generated from both databases, and is strongly connected with
CSR, CR, stakeholders, and corporate governance. Subsequent
content analysis reveals that business ethics is interrelated with
corporate governance from a political standpoint, and when
taking account of the effects of stakeholders and values, a bidirectional relationship is implied between business ethics and
corporate governance. References [36] and [19] illustrate the
role played by business ethics in establishing policy and
practice for corporate governance. Personal values are
identified as very important in explaining relevant
relationships. Reference [25], for example, claims a largely
interrelated/interdependent relationship between CSR, ethics,

and values. Ethics, also defined as a value judgment, are viewed
as ascribing value to actions, or to evaluating/determining if
associated action is right or wrong [42], [35]. According to
[25], business ethics is a moral representation of individuals
and their actions in conducting business and are also a
reflection of business activities in the international area.
Societal values influence the nature/extent of ethical
responsibility that an organisation has and help determine how
an organisation perceives the role of CSR. Conversely,
corporate ethical/unethical actions impact how individuals in
society understand and perceive CSR [9].
V. CONCLUDING REMARKS AND DIRECTIONS FOR FURTHER
RESEARCH
Four points arise from taking a qualitative overview of the
bibliometric analysis. Firstly, the literature suggests that both
CSR and CR are multi-dimensional; suggesting stakeholders in
different groups may interpret different aspects of CSR and
impact of CR in various ways [21]. Second, the various
opinions that apply to the relationship between CSR and CR
mean that there is no real consensus as to how this relationship
works. It is seen as bidirectional, mutually influencing and
overlapping. Third, considering the significance of individual
sense in the interpretation of business ethics and CSR-related
reputation building, and also their close association with
stakeholder theory, concepts related to human values appear to
represent a fruitful direction for future research. Fourth,
research thus far has focused primarily on quantitative
methods, meaning we know much about how the CSR-CR
relationship works, but far less about why. As a general
conclusion, therefore, this paper proposes that future research
into the CSR-CR relationship should veer from the cognitive
and focus more on how we can establish a richer understanding
of stakeholder perceptions, decisions and behaviours. By
applying stakeholder theory and values theory in tandem, and
by employing a qualitative methodology, a more nuanced
understanding may emerge. Finally, it is clear that we need to
understand more about how ethical values apply in emerging
economies, and further research should therefore focus in such
areas.

APPENDIX
Category
Theoretical framework
Geographic aspects
Methodology and research method
Industry sector
Stakeholder theory and emerging
theories of interest
CSR Reputational risk management

TABLE II
CORE OUTPUTS FOR BIBLIOMETRIC CO-WORD AND CO-CITATION ANALYSIS
Gap
Research Direction
CSR and CR both emphasised their multidimensional
Exploring how different dimensions of CSR have different
feature without further exploration
impact on CR, vice versa
Western countries have more advanced studies on CSRGiving more attention to Scholars in emerging economics
CR than eastern countries. CSR-CR starts gaining more
interest in developing countries like China and India
Dominated by quantitative methodology, lacking
Interview and case study should be used in conduct qualitative
qualitative research. Research method focus on survey
interview to obtain insight view of stakeholders
and using content analysis
The importance of industry effect on CSR-CR but few
Extending research focus into a wider range of product and
works discussed from this point
service contexts
Lacking holistic view of stakeholder’s significance. And Stakeholder's perception, expectation, and personal values are
limited to stakeholder theory, institutional, and
affected by CSR and influencing the CR. Giving attention to
legitimacy theory
newly emerging theories such as expectation theory, values
theory, and supply chain theory
Stakeholders’ perceptions and behaviors provide both Understanding stakeholders’ values can be a method to predict
opportunities and threats to an organisation’s reputation
their CSR perceptions and evaluations on CR

International Scholarly and Scientific Research & Innovation 14(11) 2020

1043

ISNI:0000000091950263

World Academy of Science, Engineering and Technology
International Journal of Industrial and Systems Engineering
Vol:14, No:11, 2020

Category
CSR Reputation building
Business ethics

Gap
capital
Looking at CSR-CR from reputation building block:
corporate identity, corporate culture, corporate image
and corporate reputation
A strong link between business ethics and corporate
governance
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