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ABSTRACT 

Nowadays, corporate social responsibility (CSR) is essential for each consumer goods 

company. The company needs to improve environmental concerns to the society and enhance 

the corporate reputation. CSR is a crucial program to the interests of its customers, 

shareholders, and the ecological consequences of the business activities. CSR can play an 

essential role in relationships, enhancing customers' trust. This study analyzes customer 

perception of CSR and trust. The conceptual framework in this study has two mediating 

variables, including corporate reputation and word of mouth on CSR on customer trust. A 

causal survey design and by using quantitative method. The respondents were 160 consumers 

who knew the CSR programs of a consumer goods company. Then, data analysis used 

structural equation modeling to test the hypotheses. CSR negatively affects customer trust. 

Then, CSR positively influences corporate reputation and word of mouth. Moreover, this 

research found that reputation has a positive impact on word of mouth and trust. On behalf, the 

mediating effect of importance and word of mouth also positively impacts CSR and consumer 

trust. Thus, reputation and word of mouth could enhance suppliers' power and connect buyers. 

 

Keywords: CSR; Corporate Reputation; Customer Trust; Word of Mouth 

 

1. INTRODUCTION 

Companies increasingly compete for customer attention, a strategic tool that can 

enhance performance to involve stakeholders, employees, society, and the environment in 

corporate social responsibility (CSR) activities. CSR is a crucial part of the company's strategy 

to reach all aspects which can enhance corporate reputation (Fatmawati & Fauzan, 2021). 

Therefore, the companies have CSR activities. In the beginning, a corresponding increase in 

academic research goals to determine CSR activities' influence (Singh, 2021). In addition, the 

recent topic has already to described how CSR can enable firms to achieve competitive 

advantage (Zhao et al., 2019). On the other hand, increasing stakeholder perception of the 

organization (Saeidi et al., 2015) increases stakeholder perception of the organization (Bettina, 

2018) and assists in the strengthening of corporate reputation in the consumer goods companies 

(Lim, 2020). 

CSR, which can be described as a tool responsible and enhancing, is the rights effect of 

the firm's obligation related to the communities, workers, consumers, and stakeholders 

(Fatmawati & Fauzan, 2021).  On behalf, many corporations accept CSR as a business 

program, i.e., they take responsibility for the society they receive.  Moreover, the perception of 

CSR is the mean idea that explains in four dimensions: ethical, economic, philanthropic, and 
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legal (Choi & La, 2013). Therefore, legal is the company regulations in the marketplace. 

Moreover, ethical CSR can enhance customers that their interests are part of the company's 

value. Each product and service is designed to meet customers' real needs without manipulating 

marketing strategy (Carroll et al., 1991). Then, philanthropic CSR is mainly focused on giving 

back to society (Carroll et al., 1991), and heavily investing in CSR activities.  

These changes have also affected corporate reputation that no longer encompasses 

profits and product quality but also impacts communities' quality (Fatmawati & Fauzan, 2021). 

Based on Wang et al. (2021), the performance of an enterprise, in terms of CSR and corporate 

reputation, ultimately affects consumers' purchase decisions. Then, CSR is an activity by 

corporations to work for environmental protection (Fatmawati & Fauzan, 2021). On their 

behalf, corporations' socially responsible activities help them build a reputation (Fatmawati & 

Fauzan, 2021). 

A good reputation will gain a competitive advantage in its management and business 

sustainability, specifically related to the stakeholders' interests (Kim et al., 2012; Lee Brown et 

al., 2009). The central proposition of CSR is the practices and social activities related to 

reputation (Aguilera-Caracuel & Guerrero-Villegas, 2018; Odriozola & Baraibar-Diez, 2017). 

Furthermore, a reputation has a significant effect on all, including customers. CSR activities 

are significantly positive to the company's Reputation (Fatmawati & Fauzan, 2021). CSR  has 

strengthened the relationship between the corporation and the customer (Fatmawati & Fauzan, 

2021). Hence, CSR is related to performance, stakeholders, social contract, enterprises, and 

corporate.  

CSR represents an essential of corporate associations. The study is solid to engage in 

CSR it believes it will enhance a positive corporate image and reputation (Ali et al., 2020; 

Fomburn, 2005; Long et al., 2020; Ozdora Aksak et al., 2016; Stephanie & John, 2008). 

Reputation can also be seen from corporate performance results, reflected in its market value 

(Bhattacharya & Luo, 2009; Fernández et al., 2016; van der Laan Smith et al., 2010). 

Furthermore, CSR is an indicator of the competitive advantage and reputation of the company 

(Lys et al., 2015; Mahoney et al., 2013). On behalf, corporate reputation helps control 

information as stakeholders based on decisions on the firm's Reputation (Maden et al., 2012). 

Reputation is stakeholders' perceptions of behavior in the marketplace (Fombrun & 

Shanley, 1990). Each signal can come from a quality of product, financial, and CSR (Pavelin 

& Brammer, 2006). Then, the reputation can affect the consumers who become customers 

(Fatmawati & Fauzan, 2021). Fatmawati & Fauzan (2021) stated that companies with a good 

reputation would get many customers, with positive word-of-mouth (WOM) from the 

customers. Moreover, WOM can be individuals exchanging information to digital and 

conversations (Souki et al., 2018). The interactive has features; social media become a place 

for customers to encourage organizational relationship management, including CSR (Wang & 

Huang, 2018). In addition, CSR has become a strategy for modern businesses around the globe 

for business objectives (Mellahi & Rettab, 2019). Even though the companies are trying to use 

digital platforms to increase advertising, brands can explore digital media to engage customers 

for their CSR efforts (H. M. Wang et al., 2021).  

The of CSR on reputation to WOM toward trust. This research investigates that focus 

on a consumer goods company's CSR programs based on the moderating impact of reputation 

and WOM in CSR, including trust. The sustainable CSR programs of a consumer goods 

company in Indonesia can help SMEs by educating them using digital platforms in Indonesia. 

This company actively promotes CSR programs in the media, including the official website. 

The study explains how CSR applications can contribute to enhancing trust, reputation, and 

WOM. 
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2. LITERATURE REVIEW 

2.1. CRS on Corporate Reputation 

Nowadays, in the global competition, increased platform digitally, and little bit 

distinctive in brand to enhance the value of intangible assets. Signaling theory is instrumental 

in explaining how CSR affects reputation (Walker, 2010). Boulding & Kirmani (1993) stated 

that corporate reputation is related to CSR. Then, buyers and sellers exchange the information, 

and many companies look for a connection that separates responsible organizations from 

irresponsible ones. 

Corporate reputation results from images and experiences encountered over time, 

summarizing a company's past performance activities. Hence, the corporate reputation can 

picture an individual (Balmer & Greyser, 2009). Companies can keep a relatively good 

reputation in crises (Podnar & Golob, 2017). Reputation will connect to a firm's customers' 

underlying products and services, enabling premium prices and increased brand equity 

(Heinberg et al., 2018). On behalf, a reputation protects the company from information 

uncertainty (Lange et al., 2011). 

Moreover, CSR effectively creates a reputation in stakeholders, which will create 

perceptions of the organization (Fombrun & Shanley, 1990b). Moreover, companies can 

enhance their reputation and reduce unnecessary publicity for strategic social investments 

(Jalilvand et al., 2017). Hence, Spence (2002) stated that the signaling provides CSR initiatives' 

reputation. Furthermore, according to Park et al. (2014), a firm's fulfillment of CSR initiatives 

directly positively affected its reputation. 

CSR initiatives corporate Reputation (Fatmawati & Fauzan, 2021). CSR and trust can 

link economic performances, legal and ethical CSR affected trust, and philanthropic influenced 

social benevolence. Su et al. (2015) stated that CSR significantly impacts corporate reputation, 

customer satisfaction, commitment, and behavioral responses.  

H1: CSR has a positive effect on corporate reputation. 

 

2.2. CSR and Word of Mouth 

CSR operations develop a positive attitude and enhance a positive brand image. Then, 

the CSR program improves the organization's and encourages communication with 

stakeholders, customers, and others (Jalilvand et al., 2017). Moreover, CSR activities will 

likely induce positive WOM (Schaefer et al., 2021). Customers are concerned about goods and 

services by the organization in terms of social (Cheng et al., 2021). CSR in an organization 

enhances a positive perception of the organization. CSR can invite customers to develop a good 

perception of the organization. The perception of a organization attracts customers for the 

organization's goods and services. In a further study, Hustvedt & Kang (2014) argued that 

customers' belief that the particular organization is socially responsible directly influenced their 

attitude to E-WOM.  

Then, the customers often give feedback positively about CSR initiatives and associate 

themselves entirely with the goods and services of the organization. Moreover, if customers 

explore an organization that has to practice CSR, they imagine that organization and 

communication. (Markovic et al., 2018). WOM refers to good communication about the 

company that customers are willing to share (Lacey & Kennett-Hensel, 2010). The customers 

communicate positively about the brand through social media or the internet, regarded as E-

WOM (Bialkova & Te Paske, 2021). 

Furthermore, WOM is essential for organizations to use WOM to enhance sales 

promotion. The organizations are joining in CSR, including positively WOM (Chu & Chen, 

2019). CSR involvement, customers are willing to the organizations. The companies involved 
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in CSR activities build their image of a responsible organization (Ogunmokun & Timur, 2020). 

When customers on social media look for activities of an organization, they feel unique to the 

organization and share about a good social media peers (Vo et al., 2019). 

H2: CSR has a positive effect on WOM. 

 

2.3. The Effect of Corporate Reputation and Word-of-Mouth 

Logically enough, the linkage between corporate reputation and financial performance 

is positive and proven by various studies (Roberts & Dowling, 2002; Rose & Thomsen, 2004). 

Investigates mediates the reputation of WOM. Hence, companies have a favorable reputation 

and foster a good relationship with customers to promote customers' WOM intentions while 

enabling customer-company identification (Fatmawati & Fauzan, 2021). Concerning 

behavioral intention, Keh & Xie (2009) indicated that corporate reputation impacts various 

behavior such as repurchase intention, cross-buying intention, and WOM. 

Walsh et al. (2009) stated that customers and the company reputation would engage in 

positive WOM and do not perceive the company's reputation. Therefore, the reputation will be 

positive WOM, whereas the companies with the lowest reputation might have negative WOM 

(Jalilvand et al., 2017). Based on Tong (2014), corporate reputation has a positive impact on 

WOM. 

H3: Corporate Reputation has a positive effect on word of mouth. 

 

2.4. Corporate Reputation on Customer Trust 

A reputable company can gain customer trust. First, reputation's economic and 

institutional recognize its valuable role in reducing the uncertainty stakeholders encounter 

when evaluating firms (Benjamin & Podolny, 1999; Petkova et al., 2005) due to positive 

corporate reputation is based on performance-specific period. Second, reputation is a crucial 

impact on creating customer relationships (Fatmawati & Fauzan, 2021). Wu et al. (2012) stated 

that a theoretical model examined how the services guarantees affect consumers' perceived 

quality and the moderating effect of corporate reputation. Fatmawati & Fauzan (2021) stated 

that the results indicated that the type of service guarantee significantly impacts consumers' 

perceived quality. Hence, reputation has a moderating effect between service guarantee type 

and the perceived quality and risk.  

Moreover, as confidence is essential in creating the relationship (Morgan & Hunt, 

1994), a high reputation can enhance customers' confidence and reduce risk perceptions when 

judging organizational performance and quality. Furthermore, customers are likely to perceive 

companies with highly favorable reputations. Perceived quality and prominence (Petkova et 

al., 2005) can enhance customers' expectation of capability in providing good products or 

services and integrity in fulfilling formal contracts or announced promises. There has been no 

previous transaction among both parties and a good reputation of the seller's competence and 

goodwill (Campbell, 1999). Corporate reputation always requires considerable time and 

investment (Jalilvand et al., 2017). Therefore, a good reputation can improve customers and 

reduce risk perceptions when judging company performance and quality of goods or services. 

Then, the customers may have perceived companies with a good reputation. Thus, the 

hypothesis: 

H4: Corporate Reputation has a positive effect on customer trust 

 

2.5. Word-of-Mouth and Customer Trust 

Jalilvand et al. (2017) stated that the effect of WOM did enhance the probability of 

purchase because it helps to reduce the sense of risk. In addition, customer needs are at the 
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center of each successful business. It sells directly to individuals or groups (Tong, 2014). 

Therefore, CSR can affect customer loyalty directly or indirectly to co-creation and customer 

trust. Moreover, the indirect impact implies that embracing activities and enhancing customer 

trust can make it easier for CSR to improve customer loyalty. Hence, co-creation has a direct 

effect on customer trust (Markovic et al., 2018). (Cheung et al., 2009) investigated the 

mediating effect of positive WOM on the relationships among consumers' beliefs, attitudes, 

and behavioral intention. WOM strengthens consumers' emotional trust and purpose to shop 

online and consumers' perceived integrity and attitude. Jalilvand et al. (2017) argued that WOM 

has a positive effect on trust. Then, this hypothesis: 

H5: WOM has a positive effect on customer trust. 

 

2.6. CSR and Customer Trust 

Customer trust in a company has relationship with stakeholders. For the central place 

in marketing and has been viewed as a critical mediator in the customer. Customer trust in a 

company is an essential factor in shifting from discrete marketing transactions to continuous 

exchange relationships (Bhattacharya & Sen, 2003; Lacey & Kennett-Hensel, 2010; Pivato et 

al. The literature on interpersonal trust (Mayer et al., 1995) argue that theoretical foundation 

for conceptualizing this variable. Hence, trust in a company can be described as confidence in 

its truthfulness and capability to operate in the best interests of the relationship in question. 

 

3. METHOD 

This study is a quantitative and causal survey approach. Data collection is a 

representative sample of the population linked to the purposive method. Therefore, it can use 

an expert's judgment to select exceptional cases with specific aims in mind. The research setting 

is a consumer goods company in Indonesia, Wings Group Indonesia. The consumers of the 

company know about the CSR activities of the company. The sample size is 160 respondents. 

Likert questionnaires from 1 (strongly disagree) to 5 (strongly agree) are distributed to measure 

the four constructs investigated. CSR is measured using nine indicators, referring to Jalilvand 

et al. (2017) and Tong (2014). Reputation to measured with four indicators adapted from 

Jalilvand et al. (2017) and McKnight et al. (2001). The measurement for WOM uses four 

indicators from Jalilvand et al. (2017) and Tong (2014), and trust is measured using four 

indicators which refer to McKnight et al. (2001) and Jalilvand et al. (2017).  

 

4. RESULTS AND DISCUSSION 

This research is a Consumer goods company, and there are 160 respondents. The 

criteria of the respondent are undergraduate students in Yogyakarta Region who knows about 

CSR which can be seen in Table 1. This study uses SEM analysis to make results from each 

variable such as trust, system quality, participant, and satisfaction. 
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Table 1. Respondents Profile 

Classification of 

Respondent 
Sub Classification Total 

Percentage 

(%) 

Age 

15 1 0.6 

17 2 1.3 

18 19 11.9 

19 21 13.1 

20 60 37.5 

21 31 19.4 

22 20 12.5 

23 4 2.5 

24 1 0.6 

25 1 0.6 

Net 160 100 

Gender 

Men 89 55.6 

Woman 77 44.4 

Net 160 100 

Expenses 

< 1,490,000 (IDR) 22 13.8 

1,400,000 - 1,900,000 (IDR) 38 23.8 

2,100,000 - 3,100,000 (IDR) 64 40 

3,200,000 - 4,200,000 (IDR) 36 22.5 

Net 160 100 

 

4.1. The Results of the Structural Model 

Furthermore, one way to see the results of hypothesis testing is to look at the output of 

regression weight. Regression weight is a test to know the relationship between exogenous 

variables and endogenous variables. This research is acceptable if the probability value is less 

than .05 and the importance c.r is 2,000 (Ghozali, 2016). The following the regression weight 

test in this study that can be seen in Table 2: 

 

4.2. Research Model 

The research model is can be seen in Figure 2. 

 

 
 

Figure 2. Research Model 
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4.1. Regression Weight Test 

Table 2. Regression Weight 

    Estimate S.E. C.R. P Description 

H1 Reputation < CSR .495 .071 7.015 *** Significant 

H2 WOM < CSR .620 .114 5.453 *** Significant 

H3 WOM < Reputation .619 .158 3.916 *** Significant 

H4 Customer 

Trust 
< Reputation .759 .134 5.668 *** Significant 

H5 Customer 

Trust 
< WOM .252 .072 3.478 *** Significant 

H6 Customer 

Trust 
< CSR -.007 .077 -.085 .932 

Not   

Significant 

 

Based on Table 2 we can describe; 

a. Hypothesis 1 stated a significant influence between CSR on corporate reputation obtained; 

the probability value of 0.000 was <0.05, and the importance of C.R. was 7.015 > 2.000.  

b. Hypothesis 2 confirmed that it had a significant positive impact among CSR on WOM with 

the probability 0.000 <0.05, and the value of C.R was 5.453 > 2.000. Thus, the result could 

be concluded that CSR had a positive impact on WOM. 

c. Hypothesis 3, the regression weight, showed that reputation had a positive impact on 

WOM. The value of probability obtained was 0.000 <0.05 and the importance of C.R 3.916 

> 2.000.  

d. Hypothesis 4, the reputation had a positive effect on trust. The value of probability was 

0.000 <0.05, and the importance of C.R was 5.668 > 2.000. 

e. Hypothesis 5, the regression weight test, WOM has a positive effect on customer trust. So 

then, the probability was 0.000 <0.05, and the value of C.R was 3.478 > 2.000.  

f. Hypothesis 6 showed that CSR harmed customer trust. The regression weight explained 

that a value of probability was 0,000 <0.05, and the value of C.R was 0,932 > 2,000.  

 

4.2. Goodness of fit 

Table 3. Model Goodness  

Goodness  

Fit Index 

Cut off Value Result Model Evaluation 

Criteria 

𝑋2Chi-Square Expected to be small 369.824 Not 

Probability ≥0.050 0.000 Not 

RMSEA ≤ 0.08 0.092 Marginal 

AGFI ≥0.800 0.748 Marginal  

GFI ≥ 0.90 0.627 Not  

CMIN / DF ≥ 1.000 - ≤ 3.000 2.255 Fit 

TLI ≥ 0.90 0.897 Marginal 

CFI ≥ 0.90 0.911 Fit 

 

 Data shown in Table 3 above shows that several categories of measurements were unfit, 

such as probability (0.000) and GFI (0.757). The type which was marginal fits such as RMSEA 

(0.092), AGFI (0.748), and TLI (0.897). Then, the criteria fit in this Goodness of fit indexes, 

such as 𝑋2Chi-Square (198.154), cmin/DF (2.255), and CFI (0.911). 

 In this research in the table above, the goodness of fit test results shows that two criteria 

are declared unfit. Moreover, the author regarding (Arbuckle and worthy (1999) in Solimun, 
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2004), that if two criteria are declared fit, the results model can be declared proper or accepted. 

Then this principle becomes the author's reference to continue this study. 

 

5. CONCLUSION  

Many outliers data exceed the minimum limit, and the normality data has error data, 

influencing the analysis result. Moreover, we could expand the effect of CSR variables to 

extend the conceptual framework in the future. This research focused on two variables that can 

mediate corporate reputation and WOM; other essential potential mediates, such as customer 

satisfaction and service quality. This study needs suggestions for the future can minimize error 

data and more accurate research results. Significantly, this study's sample size shall explore 

UMY students more and from another university in Yogyakarta. The CSR programs at Wings 

Group Indonesia are active on social media due to this globalization era. Customers around the 

world use the internet to access information. Social media is one of the platforms that can 

support CSR Programs at Wings Group Indonesia, such as Instagram, Twitter, Facebook, and 

Youtube. As a result, the customer will become aware of the CSR program of this company. 
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