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Abstract:  This paper explores the impact of Corporate Social Responsibility (CSR) disclosures on 

corporate reputation, with a focus on how social media influences public perception. Using a mixed-

methods approach, including content analysis of social media platforms and surveys of consumer opinions, 

this study aims to understand the relationship between CSR disclosures and corporate reputation. The 

findings reveal that CSR disclosures significantly affect corporate reputation, and social media acts as a 

crucial mediator in shaping public perception. The study highlights the importance of strategic CSR 

communication and offers insights into effective engagement practices on social media. These insights 

provide actionable recommendations for companies seeking to enhance their reputations through CSR. 
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I. INTRODUCTION 

Background and Context: Corporate Social Responsibility (CSR) has become a central component of corporate 

strategy, reflecting a company’s commitment to ethical practices and social contributions. The rise of social media has 

amplified the impact of CSR disclosures, making it essential to understand how these disclosures affect corporate 

reputation. 

Research Question or Hypothesis: This study investigates the hypothesis that CSR disclosures positively impact 

corporate reputation and that social media amplifies this effect by shaping public perception. 

Purpose and Scope of the Study: The purpose of this study is to analyze the relationship between CSR disclosures and 

corporate reputation, particularly through the lens of social media. The scope includes examining various CSR activities 

disclosed by companies and how these are perceived and discussed on social media platforms. 

Significance of the Study: Understanding the impact of CSR disclosures on reputation through social media is crucial 

for companies aiming to enhance their public image and stakeholder trust. This research provides valuable insights for 

businesses to refine their CSR strategies and communication practices. 

 

II. LITERATURE REVIEW 

The existing literature provides a comprehensive view of the interplay between Corporate Social Responsibility (CSR) 

and corporate reputation, with notable insights into the role of social media in shaping public perception. CSR and 

Corporate Reputation studies consistently demonstrate a positive correlation between CSR activities and corporate 

reputation. Effective CSR practices are widely recognized for enhancing a company's image and strengthening 

stakeholder relationships. The literature underscores that organizations engaging in genuine CSR efforts often see 

improvements in their public perception and overall reputation. 

CSR Disclosure Practices are another critical area of focus. Various disclosure standards, such as those set by the 

Global Reporting Initiative (GRI) and the Sustainability Accounting Standards Board (SASB), provide frameworks for 

companies to report their CSR activities. These standards help ensure transparency and accountability, which are 

crucial for maintaining a positive corporate image. 

Social Media Dynamics research highlights the significant impact of social media platforms on public perception of 

CSR activities. Social media amplifies both positive and negative sentiments, influencing how CSR efforts are 



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                               International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 4, Issue 1, September 2024 

Copyright to IJARSCT DOI: 10.48175/568   432 

www.ijarsct.co.in  

Impact Factor: 7.53 

perceived by the public. The ability of social media to quickly disseminate information means that CSR disclosures can 

gain widespread attention and trigger immediate reactions, which can either enhance or damage a company's reputation. 

Analysis and Synthesis of Existing Knowledge reveals that while CSR disclosures generally contribute to improved 

corporate reputation, the effectiveness of these disclosures varies. Key factors include the level of transparency, 

consistency, and alignment of CSR activities with stakeholder expectations. Effective CSR communication is essential, 

as inconsistent or misleading disclosures can lead to negative outcomes. 

Social Media Influence further complicates this dynamic by magnifying the effects of CSR disclosures. Positive 

feedback can enhance a company's reputation, while negative feedback can have detrimental effects. Social media's role 

as a magnifier of both positive and negative sentiments means that companies must be strategic in their CSR 

communication to manage public perception effectively. 

Identification of Gaps and Limitations in the research indicates that there is a lack of comprehensive studies integrating 

CSR disclosures, social media influence, and corporate reputation. Most existing research either focuses on qualitative 

data or single case studies, highlighting the need for more robust quantitative research to better understand these 

complex relationships. There is an opportunity for further investigation to bridge these gaps and provide a more holistic 

view of how CSR disclosures and social media interactions impact corporate reputation. 

 

III. RESEARCH METHODOLOGY 

Research Design and Approach: A mixed-methods approach is employed, combining quantitative analysis of social 

media data with qualitative surveys of consumer perceptions. 

Participants and Sampling Strategy: 

Social Media Analysis: Data is collected from major social media platforms (e.g., Twitter, Facebook) using keyword 

searches related to CSR activities of selected companies. 

Survey Participants: A diverse sample of consumers is surveyed to gather opinions on CSR disclosures and corporate 

reputation. 

Data Collection and Analysis Methods: 

Social Media Data: Sentiment analysis and frequency analysis are conducted to assess the public discourse around CSR 

disclosures. 

Surveys: Data is analyzed using statistical methods to identify trends and correlations between CSR disclosures and 

public perception. 

Procedures and Materials Used: 

Social Media Tools: Software for social media monitoring and sentiment analysis. 

Survey Tools: Online survey platforms and statistical analysis software. 

 

IV. DATA ANALYSIS AND INTERPRETATION 

Table 1: Social Media Trends 

Type of CSR 

Disclosure 

Sentiment 

Analysis 

Percentage of 

Positive Mentions 

Percentage of 

Negative Mentions 

Overall 

Sentiment 

Positive and 

Transparent 

Positive 75% 10% Favorable 

Negative or 

Inconsistent 

Mixed 30% 45% Backlash 

Neutral/No 

Disclosure 

Neutral 50% 20% Neutral 

 

Summary of Key Results 

The data indicates that effective CSR disclosures generally lead to a positive impact on corporate reputation. Positive 

and transparent CSR practices are associated with favorable public sentiment, while negative or inconsistent disclosures 

often result in backlash. Social media plays a significant role in mediating this effect, amplifying both positive and 

negative feedback. 
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V. FINDINGS AND CONCLUSIONS 

Interpretation of Results: 

CSR Disclosure Impact: Transparent and well-communicated CSR activities enhance corporate reputation, while vague 

or misleading disclosures can harm it. 

Social Media’s Role: Social media serves as a powerful amplifier of CSR disclosures, influencing public perception and 

reputation. 

Implications of the Findings: 

For Companies: Strategic CSR communication and active engagement on social media are crucial for maintaining and 

improving corporate reputation. 

For Stakeholders: Understanding how CSR disclosures are perceived can help stakeholders make informed decisions 

about their engagement with companies. 

Comparison with Existing Research: The findings align with existing literature on the positive impact of CSR on 

reputation but provide new insights into the specific role of social media in this dynamic. 

Limitations and Future Directions: 

Study Limitations: The research is limited by its sample size and the specificity of the social media platforms analyzed. 

Future Research: Further studies could explore different industries and additional social media platforms to generalize 

the findings. 

Summary of Main Points: CSR disclosures positively influence corporate reputation, and social media significantly 

mediates this impact. 

Restate Research Question and Answer: The study confirms that CSR disclosures positively affect corporate reputation 

and that social media amplifies this effect by shaping public perception. 

Final Thoughts and Recommendations: Companies should focus on transparent and consistent CSR communication and 

leverage social media effectively to manage their reputation. 
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APPENDICES 

Appendix A :  provides the raw data collected from social media platforms and survey responses. This includes files 

such as Twitter_Handles_Data.csv and Survey_Responses.xlsx, which contain the unprocessed text and numerical 

responses used for analysis. 

 Appendix B : features the survey questionnaires employed to gauge public perceptions of CSR disclosures and their 

impact on corporate reputation. These questionnaires, available in CSR_Disclosure_Survey.pdf and 

Social_Media_Impact_Questionnaire.pdf, outline the questions posed to respondents 

 


