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Moderating impact of CSV and CSR on SDG perception and company’s reputation  

 

Abstract: The Sustainable Development Goals (SDGs) have emerged as a significant 

concern in the fields of marketing and management. However, there is limited knowledge on 

how to effectively guide marketers and managers in implementing strategies that lead to 

mutually beneficial outcomes. This study explores the moderating roles of Company 

Creating Shared Value (CSV) and Corporate Social Responsibility (CSR) on public 

perceptions of the SDGs and the reputation of companies. Data from surveys conducted in 

mainland China was gathered to analyse how the public's views on the SDGs impact 

company reputations and how these effects can be enhanced through companies' 

involvement in CSV and CSR initiatives. The findings will offer insights for international firms 

targeting the Chinese market. 

Keywords: UN Sustainable Development Goals (UN SDGs), CSV, CSR, company 

reputation.  

  

Overview 

The demand for sustainable development is gaining momentum across the globe. 

The United Nations has introduced 17 Sustainable Development Goals (SDGs) with 169 

associated targets for member countries to achieve by 2030 (United Nations, 2015). This 

framework aims to guide countries in contributing to a better world by addressing issues 

such as ending poverty and hunger, improving health, promoting sustainable consumption, 

reducing inequality, fostering economic growth, and combating climate change. The initiative 

is expected to be a significant transformative factor that could greatly influence stakeholders’ 

attitudes and behaviours (Sharma, 2020). This change is essential for shaping market 

dynamics and investment choices, as stakeholders are increasingly inclined to support 

companies that exhibit strong sustainable development practices (Wei et al., 2020; Wang, 

2024). Companies are facing pressure to balance economic and social benefits while also 

meeting the expectations and demands of multiple stakeholders. However, there is limited 
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knowledge on how to effectively guide marketers and managers in implementing strategies 

that lead to mutually beneficial outcomes. 

 Research scholars have proposed Creating Shared Value (CSV) as one of the potential 

business models to address the dilemma faced by companies in balancing multiple 

stakeholders’ benefits. (Porter and Kramer, 2011). CSV refers to “creating economic value in 

a way that also creates value for society by addressing its needs and challenges” (Porter 

and Kramer, 2011). Under CSV, companies can attain economic success by simultaneously 

addressing environmental and social needs. While there is little empirical examination on the 

impact of CSV on companies, particularly those companies promoting SDGs in their 

branding. Therefore, this study investigates the moderating effects of CSV and CSR on 

public's views on companies’ SDGs goals impact company reputations. 

Current Understanding 

SDG goals and value creation 

The United Nations created the 17 Sustainable Development Goals (SDGs) as a global 

agenda to achieve sustainability by 2030 (United Nations, 2015). Following the adoption of 

the SDGs by the UN General Assembly, companies around the world began to incorporate 

these goals into their business initiatives (Oxfam, 2017). The SDGs have emerged as a 

crucial agenda for businesses striving for global impact (Montiel et al., 2021). Nevertheless, 

the broad scope and intricacy of the 17 Sustainable Development Goals (SDGs), which 

include 232 indicators and 169 targets, can be overwhelming for companies. Some 

researchers (Ghosh and Rajan, 2019; Montiel et al., 2021) contend that incorporating SDGs 

into corporate strategies is a significant challenge for companies. Existing research lacks 

studies in providing insights that assist companies in effectively implementing and 

maximizing the impact of adopting SDGs on value creation, especially concerning corporate 

reputation.  

 Porter and Kramer (2011) defines shared value creation as: …creating economic value 

in a way that also creates value for society by addressing its needs and challenges” (p.2). 

According to Porter and Kramer (2011), companies can achieve shared value creation by 
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reconceiving their products and marketing, redefining their productivity in the value chain, and 

developing local industry clusters. This shift moves companies' focus from the neoclassical 

notion of profit maximization to creating shared value for stakeholders. Stakeholders become 

essential components of the network, supporting and engaging in the value creation of 

companies (Freudenreich et al., 2020). Prahalad and Ramaswamy (2004) emphasize that 

value is co-created with stakeholders through various points of interaction, highlighting the 

importance of considering stakeholders' perceptions and engagements in exerting a positive 

effect of the SDGs on company value creation.  

As CSV and CSR both engage in creating value and being responsible to stakeholders, 

we anticipate that they could serve as important factors in defining a more effective impact 

on the relationship between fulfilling SDG goals and company reputation. By focusing on the 

boundary conditions that enhance the relationship between public perceptions of SDGs and 

company reputation, we hypothesize the conceptual model presented in Figure 1.  

 

 

Figure 1. Conceptual model.  

Research Question 
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Refer to Figure 1 for a visualization of the conceptual model. The literature and 

background discussed above inform our research question:  

Companies that strategically identify and invest in UN SDG-related activities will experience a 

more positive company reputation, with the principles of CSV moderating this effect by 

amplifying the impact of their initiatives. 

Research Approach 

 This study collects survey data from mainland China to test the hypothesized model.  A 

total of 239 participants filled in the questionnaire, including 107 males and 132 females. 

Participants were asked to assess their views about a specific brand. Measures from 

Foroudi et al. (2023) were adapted to evaluate participants’ perceptions of seven SDG 

goals: society and community well-being (SDG 3), affordable and clean energy consumption 

(SDG 7), economic growth (SDG 8), responsible consumption (SDG 12), sustainable 

industrialization and innovation (SDG 9), and gender equality (SDG 5). For CSV and intrinsic 

CSR, measures were adapted from Chen et al. (2020). Quantitative techniques, such as 

confirmatory factor analysis (CFA), correlation and structural equation modeling (SEM) will 

be used to perform data analyses. 

Findings 

We are in the progress of conducting data analysis. The findings will be shared later. 

Once the survey data has been thoroughly analysed, we will be able to draw meaningful 

insights and conclusions regarding the hypothesized model and the relationships between 

the variables under investigation. 

Contribution and Limitations 

 This study will make contributions to the existing literature. First, this study will help 

extend the theoretical discourse of corporate sustainability by integrating concepts of SDGs, 

CSV, CSR and company reputation. It will help bridge the gaps between SDGs development 

and company value creation. Second, it will enhance empirical studies on SDGs by 

identifying the boundary conditions for enhancing the impact of SDGs fulfilment on company 
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reputation. Current research offers limited insights into how to amplify the effect of SDGs 

fulfilment.  

Implications 

 This study will offer insights for firms implementing Sustainable Development Goals 

(SDGs) on how to more effectively enhance their company reputation by integrating Creating 

Shared Value (CSV) and Corporate Social Responsibility (CSR). Additionally, this research 

could provide an empirical framework to guide firms and clarify a clear approach to SDG 

implementation. 

References 

Chen, Y. R., Hung-Baesecke, C. F., Bowen, S. A., Zerfass, A., Stacks, D. W., & Boyd, B. 

(2020). The role of leadership in shared value creation from the public’s perspective: A 

multi-continental study. Public Relations Review, 46(1), 101749.  

Freudenreich, B., Lüdeke-Freund, F., & Schaltegger, S. (2020). A stakeholder theory 

perspective on business models: Value creation for sustainability. Journal of Business 

Ethics, 166, 3–18.  

Foroudi, P., Marvi, R., Cuomo, M. T., Bagozzi, R., Dennis, C., & Jannelli, R. (2023). Consumer 

perceptions of sustainable development goals: conceptualization, measurement and 

contingent effects. British Journal of Management, 34(3), 1157–1183.  

Ghosh, S., & Rajan, J. (2019). The business case for SDGs: an analysis of inclusive business 

models in emerging economies. International Journal of Sustainable Development & 

World Ecology, 26(4), 344-353. 

Montiel, I., Cuervo-Cazurra, A., Park, J., Antolín-López, R., & Husted, B. W. (2021). 

Implementing the United Nations’ Sustainable Development Goals in international 

business. Journal of International Business Studies, 52(5), 999–1030. 10.1057/s41267-

021-00445-y 

Oxfam (2017). Survey of Business Commitments to the Sustainable Development Goals in 

Greater China. Available at, 



 
Extended Abstract 3. Sustainability and Social Issues 7 

 

 

oxfam.org.hk/tc/f/news_and_publication/1405/content_38056tc.pdf. Last Accessed: 

08.12.2022. 

Prahalad, C. K., & Ramaswamy, V. (2004). Co-creation experiences: The next practice in 

value creation. SAGE Publications. 10.1002/dir.20015 

Porter, M. E., & Kramer, M. R. (2011). Creating shared value: Redefining capitalism and the 

role of the corporation in society. Harvard Business Review, 89(1), 62–77.  

Sharma, A. (2020). Sustainability research in business-to-business markets: An agenda for 

inquiry. Industrial Marketing Management, 88, 323–329. 

10.1016/j.indmarman.2020.05.037 

United Nations, 2015. Transforming our world: The 2030 agenda for sustainable development. 

A/RES/70/1. Available at, 

https://sustainabledevelopment.un.org/content/documents/21252030%20Agenda%20for

%20Sustainable%20Development%20web.pdf. Accessed 03-07-2025. 

Wang, C. (2024). The relationship between ESG performance and corporate performance - 

based on stakeholder theory. SHS Web of Conferences, 190, 03022. 

https://doi.org/10.1051/shsconf/202419003022 

Wei, W., Liang, Z., & Qi, Z. (2020). Effects of corporate environmental responsibility strength 

and concern on innovation performance: the moderating role of firm visibility. 

Corporate Social Responsibility and Environmental Management, 27(3), 1487-1497. 

 

https://sustainabledevelopment.un.org/content/documents/21252030%20Agenda%20for%20Sustainable%20Development%20web.pdf
https://sustainabledevelopment.un.org/content/documents/21252030%20Agenda%20for%20Sustainable%20Development%20web.pdf
https://doi.org/10.1051/shsconf/202419003022

