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Abstract 

The aim of this research paper is to discuss the impact of Corporate Social Responsibility (CSR) on 

brand equity and consumer loyalty of the emerging market economies. As the consumer 

consciousness about social, environmental, and ethical matters increases, CSR has turned into an 

indispensable business approach to help organizations enhance the brand image and establish 

long-term consumer loyalty. A quantitative approach was employed to gather data through a 

structured survey of consumers across different emerging markets. The correlation of CSR 

initiatives, in particular, those related to the environmental sustainability, ethical labor practices, 

and community development with such primary brand equity measures as brand awareness, 

perceived quality, and brand associations is significant in the research. In addition, CSR activities 

foster consumer loyalty by building trust and emotional attachment between consumers and 

brands. The paper emphasizes the need to align the needs of the local population with CSR 

programs in order to achieve relevant results and boost brand image. The results also indicate that 

CSR is one of the factors that distinguish companies in highly competitive emerging markets, 

providing them with an advantage. The study concludes that besides creating a stronger brand 

equity and consumer loyalty, integration of CSR into the business strategy also facilitates 

sustainable business development. Research on the long-term impacts of CSR, cross-country 

analysis, and the impact of digital platforms on CSR communication and engagement should be 

considered in future research. 
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I. Introduction 

Corporate Social Responsibility (CSR) is the concept under which a company commits to 

conducting its operations in ways that favor society and the environment rather than a                 

profit-making agenda (Le et al., 2023). This comprises environmental sustainability, ethical labor, 

community development, and corporate philanthropy. CSR has become a strategic aspect of 

business and is no longer a voluntary activity, as all stakeholders pressure corporations to be 

ethical (Le, 2023). The issue of CSR has gained prominence in emerging markets due to the          

socio-economic constraints they face, such as poverty, inequality, and environmental degradation. 

Corporations in such markets are supposed to play a positive role in solving these problems while 

remaining competitive. 

CSR is not only viewed as an instrument for enhancing an organization's public relations in 

emerging markets, but also as the key to a business's long-term success. Consumer awareness and 

expectations regarding corporate ethics have also risen as these economies continue to grow 

(Araújo et al., 2023). Customers in emerging markets are increasingly aware of the social and 

environmental impacts of their consumption patterns. As a result, companies that practice CSR 

can build trust, generate goodwill, and enhance their image. This is particularly crucial in areas 

where regulatory standards may not be as strict, as consumer demands increasingly influence 

sustainability and corporate social responsibility globally (Tan et al., 2022). 
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Brand equity and consumer loyalty are crucial to a company's continued growth. Brand equity 

is the value a product or service has due to the brand it creates with consumers through perception, 

trust, and experience (Irawati et al., 2025). Good brand equity will lead to greater customer 

preference, higher pricing potential, and greater market share. Consumer loyalty refers to the 

willingness of the client to buy a brand again implying their satisfaction and attitude towards the 

brand (Nguyen et al., 2023). In emerging markets CSR has been depicted to play a significant role 

in the two aspects. Companies who have made CSR part of their operational practices are creating 

brand equity besides gaining customer loyalty by identifying with their consumer segments and 

their values and expectations (Safeer & Liu, 2023). 

The role of CSR in building brand equity and consumer loyalty is difficult to overestimate, 

especially in emerging markets, where competition is intense and market dynamics are changing 

rapidly (Aggarwal & Saxena, 2023). By practicing CSR, the business can stand out from 

competitors, win clients' trust, and gain a competitive advantage in the market. This paper shall 

develop the association between CSR, brand equity, and consumer loyalty, and examine how CSR 

activities can mediate these key areas of business performance in emerging markets. 

Key Contributions 

• The paper has shown that the CSR activities, particularly those that revolve around 

environmental sustainability, ethical labor practices and community development have 

positive effects on the brand equity as it contributes to brand awareness, perceived quality 

and brand associations. 

• It emphasizes the role of CSR in promoting consumer loyalty; as the brand values are in line 

with consumer expectations especially in emerging markets where social and environmental 

issues are becoming more important. 

• In the analysis the paper has highlighted the strategic importance of CSR in offering 

competitive edge to companies in emerging markets through building brand reputation and 

retaining customers. 

The paper discusses the close relationship that exists between Corporate Social responsibility 

(CSR), brand equity and consumer loyalty in the emerging markets. It shows a theoretical model 

where the relationship between CSRs practices and brand awareness, perceived quality and brand 

associations and the effects of the practices on consumer loyalty is made. It is also highlighted in 

the paper that CSR activities should be linked to the demands of the local community, which is 

environmental sustainability, ethical labor conditions and community building. It also touches on 

the role of CSR with regard to allowing firms to be distinguished and gain competitive advantages 

in the ever-competitive emerging markets. Finally, the paper offers the future research directions, 

including longitudinal studies of the long-term impacts of CSR and the influence of online 

platforms on the communication of CSR. 

II. Literature Review 

Theoretical Framework of CSR and Its Impact on Brand Equity 

CSR is important for promoting brand equity by aligning a firm's operations with society's 

values. It affects brand loyalty, perceived quality, and brand associations, all of which are 

important aspects of brand equity (Alakkas et al., 2022). Through CSR, companies can build 

emotional connections with consumers, leading to positive brand perception. CSR also helps 

enhance relationships with stakeholders, such as customers, employees, and the community, 

which, in turn, builds a stronger brand image and develops brand equity in the long run. 

Studies on the Relationship Between CSR and Consumer Loyalty 

Consumer loyalty has a direct correlation with CSR since it helps to build trust and long-term 

relationships with consumers. By taking part in CSRs, the brands indicate to the consumers that 

they are sharing their values and concerns (Le et al., 2024). This results in more emotional 

attachment to the brand and a high possibility of repeat purchase. Consumer satisfaction is 

another effect of CSR practices, and it also generates brand loyalty (Nguyen-Viet, 2023). CSR can 
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also play an important role in customer loyalty in the emerging markets by addressing local social 

and environmental problems. 

Consumer Behavior in Emerging vs. Developed Markets 

CSR consumer behaviour in emerging and developed markets is different. Consumers in the 

emerging markets are more concerned with social and economic problems such as poverty, the 

development of communities, and environmental sustainability. In developed markets, consumers 

have put more emphasis on transparency and the environmental effects of business. Since the CSR 

in the emerging markets is directly linked to addressing the immediate needs in society, they are 

more likely to execute a more significant impact on consumer behavior and, therefore, develop 

stronger emotional ties and long-term loyalty than in the developed markets. 

CSR in Emerging Markets 

CSR in emerging markets is essential because of the social and environmental problems that 

such areas encounter. Organizations in these markets are usually required to give back to society, 

enhance working conditions, and promote environmental sustainability. Through this type of 

practice, companies will stand out among their competitors, form better ties with local 

communities, and improve their brand image (Nguyen-Viet et al., 2024). These fast-growing 

economies can also develop a good brand image through CSR activities and use them as a 

competitive edge (Huo et al., 2022). 

Impact of CSR on Brand Equity in Emerging Markets 

In the emerging market, CSR activities have a great effect on brand equity by enhancing 

brand image and customer loyalty (Parris & Guzmán, 2023). Consumers in such areas will tend to 

believe in a company that practices social responsibility (Le et al., 2022). By helping the companies 

to solve the local problems, they produce a good image of the company, besides establishing good 

links to their brand (Vuong & Bui, 2023). Brand equity brought about by CSR assists companies 

in building a customer base that is loyal and improves their competitiveness in volatile markets 

(Islam et al., 2024). 

CSR and Consumer Loyalty in Emerging Markets 

In the emerging markets, CSR plays a significant role in consumer loyalty. The consumers 

would be more willing to stay loyal to the brands that they see as socially responsible and that they 

value (Shafiq et al., 2023). Since CSR activities are linked to social and environmental concerns in 

the local market, CSR enhances the emotional connection between the brand and its customers 

(Sah et al., 2025). This loyalty is critical in the long-term business success, which will result in the 

repetition of purchases, good word of mouth, and brand advocacy in the competitive emerging 

market economies (Srivastava, 2024). 

In the literature, a close relationship is found between Corporate Social Responsibility (CSR) 

and the essential business performance indicators that include brand equity and consumer loyalty 

especially in the emerging markets. When congruent with local community needs and social issues, 

CSR activities have significant influence on the development of positive brand perceptions, trust 

and customer loyalty. Although CSR has been considered a strategic differentiator in the brand, 

the success of such initiatives relies on their authenticity, transparency and commitment. 

Therefore, those companies who adopt the concept of CSR as their business strategy have a high 

probability of enjoying better market positioning, consumer retention, and long-term growth. 

III. Methodology 

Research Design and Approach 

The research design adopted in this research is the quantitative cross-sectional research 

design, which is aimed at investigating the relationship between Corporate Social Responsibility 

(CSR) and brand equity and consumer loyalty in emerging markets. The data concerning the 

consumer perceptions and behavior will be gathered through a survey-based approach. The 

linkages between CSR practices, brand equity, and consumer loyalty will be measured through the 
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application of statistical analysis techniques, and this will provide information about the impact 

of CSR on the variables in the emerging market economies. 

 

Figure 1. Research design flow 

The conceptual model of the research is employed in figure 1, demonstrating the flow between 

CSR practices and brand equity or consumer loyalty. It establishes the ways CSR programs may 

manipulate the perceptions of consumers towards a brand, which consequently impacts consumer 

loyalty and brand equity. 

Data Collection Methods 

A structured survey questionnaire will be used to collect data, which will be based on the 

Likert-scale questions on consumer perceptions of CSR, brand equity, and loyalty. The 

questionnaire will be given to the consumers in the emerging markets, thus providing a varied 

sample. The questions will address such CSR practices as environmental sustainability, ethical 

labor practices, and community development. Demographic questions will also be incorporated in 

the survey to divide the responses in terms of age, income, education, and geographical area. 

Table 1. Survey questionnaire sample 

Variable Example Question 

CSR Initiatives "How important is it to you that companies engage in environmentally 

friendly practices?" 

Brand Equity "How likely are you to recommend this brand to others?" 

Consumer 

Loyalty 

"How often do you repurchase products from this brand?" 

 

Table 1 shows the examples of the questions applied to find out the main variables of this 

research: CSR, brand equity, and consumer loyalty. These questions elicit the perceptions and 

behaviors of the respondents in regard to CSR activities, the degree of their brand associations, 

and their tendencies to stick with a brand. 

Sampling Techniques 

The sampling strategy will be stratified random sampling to have representative data of 

different demographic groups. The respondents will be classified in terms of age, income, and 

education level. The sample size targeted will be 500 consumers, which will be determined by 

power analysis to make it statistically robust. The aim is to attract the multiplicity of consumer 

attitudes towards CSR initiatives in emerging economies. 

 

Brand Equity 

Brand awareness 

Perceived quality 

Brand associations 

 
• Repeat purchase 

• Customer retention 

Consumer Loyalty  
 

• Environmental 

programs 

• Ethical practices 

• Community support 

CSR Initiatives 

Trust and credibility Customer satisfaction 

 Positive brand image Emotional connection 

Business Performance and Competitive Advantage 
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Variable Measurement 

The research will quantify three variables, namely CSR, brand equity, and consumer loyalty. 

CSR will be measured by the consumer's views of the social and environmental activities of a 

company. The dimensions to be applied to measure brand equity will be consumer trust, perceived 

quality, and brand associations. Consumer loyalty will be determined by the chances of the 

respondents repurchasing and recommending the brand. The adapted scales will be used to 

measure these variables based on validated measures used in past studies. 

Table 2. Variable measurement scales 

Variable Measurement Method Example Item 

CSR Likert-scale (1-5) "The company is committed to environmental 

sustainability." 

Brand Equity Likert-scale (1-5) "I trust this brand more than others." 

Consumer Loyalty Likert-scale (1-5) "I am likely to repurchase from this brand." 
 

Table 2 explains the scales to be used in measuring the key variables in the study. The 

variables are measured based on Likert scale items, in which the respondents are asked to rate 

their agreement with the statements that are connected with CSR, brand equity, and consumer 

loyalty. 

Data Analysis Techniques 

The data will be summarized using descriptive statistics to give a summary of the major trends 

and patterns. Relationships among the CSR, brand equity, and consumer loyalty will be tested in 

terms of correlation and regression analysis by use of inferential statistics. The evaluation of the 

direct and indirect effects of CSR on brand equity and loyalty will be performed with the help of 

Structural Equation Modeling (SEM). The p-value will be regarded as significant at a level below 

0.05. 

IV. Findings 

CSR Effect on Brand Equity 

The analysis shows that there is a strong positive relationship between CSR initiatives and 

brand equity in emerging markets. Brand awareness and consumer perception are enhanced in 

companies that have ventured into CSR activities, especially environmental sustainability and 

community development. The research concludes that CSR improves the perceived quality and 

brand associations, which result in a general increase in brand equity. The emerging market 

consumers will have a higher chance to link these brands with reliability and trust, which will 

affect their long-term loyalty and preference to the brand positively. 

Table 3. CSR and brand equity metrics 

CSR Initiative 
Brand Awareness 

(%) 

Perceived Quality 

(%) 

Brand Associations 

(%) 

Environmental Sustainability 80 78 75 

Ethical Labor Practices 74 72 70 

Community Development 

Initiatives 
85 83 80 

 

Table 3 indicates how different CSR initiatives affect brand equity variables such as brand 

awareness, brand quality perception, and brand associations. The statistics indicate that the 

community development programs affect most brand equity in the emerging markets. 

CSR and Consumer Loyalty 

According to the study, CSR directly influences consumer loyalty. When a consumer interprets 

a brand as socially responsible, they will tend to develop repeat purchase behavior and loyalty to 

that brand. The study indicates that CSR projects lead to emotional attachment between 

consumers and brands, which results in high customer retention. Also, the CSR initiatives that 
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focus on the concerns of the local community, including poverty eradication and job creation, are 

especially good at creating loyalty among the emerging market consumers. 

 

Figure 2. CSR impact on consumer loyalty 

The relationship between CSR initiatives and consumer loyalty is positive, as shown in figure 

2. The figure presents the percentage of customers who claimed to have been more loyal because 

of the CSR participation, showing that CSR has a substantial impact on repeat-buying and brand 

loyalty in emerging markets. 

Important Success Factors in CSR in Emerging Markets 

The study presents some major issues that make the implementation of CSR strategies in 

emerging markets successful. These are matching CSR actions with the requirements of the local 

community, transparency in CSR operations, and venturing into long-term projects instead of a 

single project. The more companies incorporate CSR into their corporate culture and values, the 

more likely they are to have positive results. Moreover, consumer trust and brand loyalty are more 

likely to increase in companies that engage consumers in CSR activities, including community 

engagement programs. 

The Competitive Advantage of CSR 

CSR is becoming a competitive advantage in the emerging markets. This research shows that 

companies that have high CSR practices perform better than their rivals due to the establishment 

of a good brand image and creating a base of customers. CSR enables firms to stand out amidst the 

saturation in the market, particularly in areas with consumers who are very concerned about social 

and environmental issues. Considering such issues, businesses not only build up their brand equity 

but also strengthen their market position, which results in sustainable growth and long-term 

competitive advantage. 

V. Discussion 

CSR Implications on Businesses in Emerging Markets 

This study has shown that CSR plays a very important role in influencing brand equity as 

well as consumer loyalty in the emerging markets. Companies in these areas may take advantage 

of the CSRs, especially those related to environmental sustainability and community development, 
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to enhance their brand image. Since consumers in the emerging markets are becoming more and 

more conscious about social and environmental concerns, the brands that practice CSR not only 

earn consumer trust, but they also further distinguish themselves among the rest. This enables 

companies to be more emotionally connected to the target audience, and the result is higher loyalty 

and preference to the brand. 

Problems and Prospects of the CSR Integration 

As much as CSR has many benefits, there are some challenges associated with the 

implementation of CSR in business strategies in emerging markets. A big issue is the need to be 

truthful and transparent about CSR efforts. Firms should not engage in shallow or greenwashing 

CSR activities because consumers in the emerging markets are increasingly becoming critical. 

Also, the companies should make the CSR activities relevant to the needs of the local communities 

to make a significant impact. Nevertheless, the challenges also open the opportunities to 

businesses to interact with their local stakeholders, adapt CSR activities to regional requirements, 

and establish better relations with consumers. Solving these difficulties can make a company a 

leader in social responsibility and performance in the market. 

Future Research Recommendation 

This paper indicates a number of avenues of future research. To start with, longitudinal 

research can be conducted on the long-term impact of CSR on consumer loyalty to investigate the 

consequences in the emerging markets. Second, future studies might be conducted to determine 

how certain CSR programs, including ethical sourcing or employee welfare, could affect various 

demographics in the emerging markets. Third, the comparison of the studies between two or more 

countries may offer more profound information about the impact of cultural, economic, and 

regulatory factors on the efficacy of CSR strategies. Lastly, the digital platforms may be another 

topic to be explored to improve CSR communication and consumer interactions. 

The Implication of CSR on Business Performance 

The results of this research indicate that CSR is not merely a device of enhancing brand equity 

and consumer loyalty but also one of the major engines of business performance on the whole. 

Companies investing in CSR activities enjoy customer satisfaction, word of mouth, and competitive 

advantage in the emerging market economies. CSR programs result in an improved retention rate 

among consumers and the possibility of consumers referring others to the brand. This directly 

affects the long-term profitability and growth, making CSR a crucial strategy for businesses in 

need of establishing themselves in emerging markets. 

VI. Conclusion 

This paper highlights the importance of Corporate Social Responsibility (CSR) in influencing 

brand equity and consumer loyalty in the emerging markets. The study proves that CSR 

programmes, particularly the ones aimed at environmental sustainability, ethical labor usage, and 

community development, are associated with a pronounced positive effect on such vital brand 

equity variables as brand recognition, perceived quality, and brand connection. These programs 

will create more consumer loyalty as the brand values are matched with the consumer 

expectations, especially in the emerging markets where social and environmental concerns are 

becoming of increased significance. The positive effects of CSR on brand equity can be seen in the 

fact that it enhances consumer trust, increases brand perception, and increases customer 

retention, thereby leading to brand success in the long run. Besides, the research findings indicate 

that the study activities that serve the needs of the local community, like reduction of poverty and 

creation of employment opportunities, appeal more to consumers in emerging markets, building a 

better emotional response and loyalty towards the organization. These results underscore the fact 

that CSR is not just a mere marketing instrument but a strategic driver that businesses can use 

to make a difference in a competitive market, especially in areas where people are very sensitive 

to the issue of social responsibility. To the businesses, it is obvious: the adoption of CSR into the 

general business strategies is critical to achieving a competitive edge and ensuring sustainable 

growth. Firms that engage in genuine and transparent CSR activities stand a better chance of 

establishing enduring relationships with their consumers. Nevertheless, companies cannot afford 
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to engage in shallow CSR practices with consumers in the emerging economies, who are becoming 

much more critical of the authenticity of CSR practices. The future studies may be directed to 

longitudinal research to determine the long-term impacts of CSR on consumer loyalty and brand 

equity, especially in the emerging markets.  

References 

[1] Aggarwal, A., & Saxena, N. (2023). Examining the relationship between corporate social 

responsibility, corporate reputation and brand equity in Indian banking industry. Journal 
of Public Affairs, 23(1), e2838. https://doi.org/10.1002/pa.2838 

[2] Alakkas, A. A., Vivek, Paul, M., Nabi, M. K., & Khan, M. A. (2022). Corporate social 

responsibility and firm-based brand equity: The moderating effect of marketing 

communication and brand identity. Sustainability, 14(10), 1-21. 

https://doi.org/10.3390/su14106033 

[3] Araújo, J., Pereira, I. V., & Santos, J. D. (2023). The effect of corporate social responsibility 

on brand image and brand equity and its impact on consumer satisfaction. Administrative 
Sciences, 13(5),1-16. https://doi.org/10.3390/admsci13050118 

[4] Huo, C., Hameed, J., Zhang, M., Bin Mohd Ali, A. F., & Nik Hashim, N. A. A. (2022). 

Modeling the impact of corporate social responsibility on sustainable purchase intentions: 

insights into brand trust and brand loyalty. Economic research-Ekonomska istraživanja, 

35(1), 4710-4739. https://doi.org/10.1080/1331677X.2021.2016465 

[5] Irawati, I., Mulyono, S., Sungkowati, S., & Siagian, A. O. (2025). Corporate Social 

Responsibility and Brand Equity: Moderating Effect of Consumer Trust in Emerging 

Market. International Journal of Business, Law, and Education, 6(2), 1525-1535. 

https://doi.org/10.56442/ijble.v6i2.1314 

[6] Islam, S., Zahin, M., & Rahim, S. B. (2024). Investigating how consumer-perceived value and 

store image influence brand loyalty in emerging markets. South Asian Journal of Business 
Studies, 13(4), 505-526. https://doi.org/10.1108/SAJBS-04-2023-0097 

[7] Le, T. T. (2023). Corporate social responsibility and SMEs' performance: mediating role of 

corporate image, corporate reputation and customer loyalty. International Journal of 
Emerging Markets, 18(10), 4565-4590. https://doi.org/10.1108/IJOEM-07-2021-1164 

[8] Le, T. T., Le, M. H., Nguyen Thi Tuong, V., Nguyen Thien, P. V., Tran Dac Bao, T., Nguyen 

Le Phuong, V., & Mavuri, S. (2024). Prestige over profit, corporate social responsibility 

boosts corporate sustainable performance: mediation roles of brand image and brand loyalty. 

Journal of Global Responsibility, 15(2), 215-244. https://doi.org/10.1108/JGR-09-2023-0145 

[9] Le, T. T., Tiwari, A. K., Behl, A., & Pereira, V. (2022). Role of perceived corporate social 

responsibility in the nexus of perceived cause-related marketing and repurchase intention 

in emerging markets. Management Decision, 60(10), 2642-2668. https://doi.org/10.1108/MD-

08-2021-1122 

[10] Nguyen, T. H. N., Tran, N. K. H., & Do, K. (2023). An empirical research of corporate social 

responsibility on creating the green brand equity: An exploratory of Vietnamese consumers' 

perception in the bank industry. Corporate Social Responsibility and Environmental 
Management, 30(3), 1292-1299. https://doi.org/10.1002/csr.2419 

[11] Nguyen-Viet, B. (2023). The impact of green marketing mix elements on green customer-

based brand equity in an emerging market. Asia-Pacific Journal of Business Administration, 

15(1), 96-116. https://doi.org/10.1108/APJBA-08-2021-0398 

[12] Nguyen-Viet, B., Tran, C. T., & Ngo, H. T. K. (2024). Corporate social responsibility and 

behavioral intentions in an emerging market: The mediating roles of green brand image and 

green trust. Cleaner and Responsible Consumption, 12, 100170. 

https://doi.org/10.1016/j.clrc.2024.100170 

[13] Parris, D. L., & Guzmán, F. (2023). Evolving brand boundaries and expectations: looking 

back on brand equity, brand loyalty, and brand image research to move forward. Journal of 
Product & Brand Management, 32(2), 191-234. https://doi.org/10.1108/JPBM-06-2021-3528 



Bradford Journal of Business, Management & Technology (www.bradfordjournals.com) 

Vol. 1, No. 1, 2026, pp. 33-41. 

  41 

[14] Safeer, A. A., & Liu, H. (2023). Role of corporate social responsibility authenticity in 

developing perceived brand loyalty: a consumer perceptions paradigm. Journal of Product & 
Brand Management, 32(2), 330-342. https://doi.org/10.1108/JPBM-01-2022-3807 

[15] Sah, A. K., Hong, Y. M., & Huang, K. C. (2025). Enhancing brand value through circular 

economy service quality: The mediating roles of customer satisfaction, brand image, and 

customer loyalty. Sustainability, 17(3), 1-22. https://doi.org/10.3390/su17031332 

[16] Shafiq, M. A., Iqbal, S., Kumar, N., & Khan, F. A. (2023). Corporate social responsibility and 

brand loyalty in punjab's banking sector: exploring the mediating role of corporate branding. 

Pakistan Journal of Humanities and Social Sciences, 11(2), 867-878. 

https://doi.org/10.52131/pjhss.2023.1102.0397 

[17] Srivastava, V. K. (2024). Impact of Corporate Social Responsibility (CSR) initiatives on 

brand reputation: A study on how CSR activities enhance brand reputation and consumer 

loyalty in the context of sustainable marketing practices. International Journal of Science 
and Research Archive, 13(1), 1910-1930. https://doi.org/10.30574/ijsra.2024.13.1.1869 

[18] Tan, P. L., Rasoolimanesh, S. M., & Manickam, G. (2022). How corporate social responsibility 

affects brand equity and loyalty? A comparison between private and public universities. 

Heliyon, 8(4). e09266. https://doi.org/10.1016/j.heliyon.2022.e09266 

[19] Tiep Le, T., Ngo, H. Q., & Aureliano-Silva, L. (2023). Contribution of corporate social 

responsibility on SMEs' performance in an emerging market–the mediating roles of brand 

trust and brand loyalty. International Journal of Emerging Markets, 18(8), 1868-1891. 

https://doi.org/10.1108/IJOEM-12-2020-1516 

[20] Vuong, T. K., & Bui, H. M. (2023). The role of corporate social responsibility activities in 

employees’ perception of brand reputation and brand equity. Case studies in chemical and 
environmental engineering, 7, 100313. https://doi.org/10.1016/j.cscee.2023.100313 


