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ABSTRACT
Executives are increasingly opting to undertake initiatives intended to
benefit the natural environment (E), society (S), and/or corporate governance (G); however, the implications of the various messaging vehicles
used to convey such corporate sustainability activities on the buying public’s perceptions about the company are not fully understood. This article
addresses this knowledge gap by explicating how select paid, owned, and
earned ESG communications can impact brand perceptions about the selling firm. Specifically, we advance research propositions grounded in the
marketing communications literature regarding the impact of firm- and
stakeholder-generated ESG communications on a set of cognitive, affective, and behavioral outcomes that can augment collective corporate brand
associations. Furthermore, we describe interesting research opportunities
regarding the synergy between firm-generated communications (FGC) and
stakeholder-generated communications (SGC) in shaping buyers’ perceptions about the selling firm.

1. Introduction
Sustainability is an inescapable corporate priority (Ji
et al., 2022; Porter & Kramer, 2006; Sheth, 2020). In
contrast to Milton Friedman’s assertion that initiatives
aiming to benefit society and the environment land outside a firm’s purview (i.e., the only business of business is to make a profit), there are growing calls for
businesses to address the pressing challenges regarding
people and the planet (Elkington, 1999; Savitz & Weber,
2006). The Business Roundtable (2019) —a collective
of 181 CEOs— for instance, calls on business leaders
to broaden the scope of value creation beyond shareholders to also satisfy other stakeholders.
Although of growing interest to executives, sustain-
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ability has yet to be woven successfully into brand
communications. According to one study, only 30 percent of corporate executives indicated that they would
leverage sustainability in their upcoming brand communications (EY, 2015). This comes as little surprise
because executives often view branding as “tactical”
(Aaker, 2008, p.53) and have yet to consider “brand
equity as a strategic asset” (Aaker , 2008, p. 44). Relatedly, the distribution of sustainability reports that document a firm’s environmental (E), social (S), and/or governance (G) activities has gone mainstream (Fombrun,
2012) as 92 percent of S&P 500 companies and 70
percent of the Russell 1000 Companies measured and
reported their sustainability activities in 2020 (Gov-
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ernance & Accountability Institute, 2020). However,
those ESG vehicles are maligned in the press as ineffective. They are cast as slick reports containing too
much information intended to satisfy too many stakeholders, with some messaging appearing to lack credibility (Pucker, 2021).
We believe that the lack of integration of sustainability into brand communications is a missed opportunity.
The reason is that sustainability communications can
contribute to building corporate brand associations,
which are customer mindset variables about the selling company that get linked to the brand node in collective memory (Berens et al., 2005; Brown & Dacin,
1997; Keller & Swaminathan, 2020). Researchers deem
brands a firm wide strategic asset that is central to corporate strategy (Bharadwaj et al., 2020; Edeling et al.,
2021; Keller & Lehmann, 2006), so the impact of sustainability communications on corporate brand associations warrants greater academic attention.
This research explores how select paid, owned,
and earned ESG communications can impact brand
perceptions about the selling firm. Specifically, we
advance research propositions regarding the direct
impact of firm- and stakeholder-generated ESG
communications on a set of cognitive, affective, and
behavioral outcomes that can augment collective
corporate brand associations. In addition, we describe
interesting research opportunities regarding the synergy between firm-generated communications (FGC)
and stakeholder-generated communications (SGC) in
shaping buyers’ perceptions about the selling firm.
This commentary proceeds as follows. We begin
by grounding earlier work on corporate brand associations in the customer-based brand equity writings,
which have largely focused on nodes connected to
the brand at the product-market level. We then
draw on brand communications theorizing (Keller,
2016; Stephen & Galak, 2012) to equate corporate
brand associations and customers’ responses to brand
messaging generated by either the firm (e.g., paid
corporate advertising, owned sustainability reports,
websites, and social media pages) or stakeholders
(e.g., earned posts in social media about a firm’s
ESG activities and earned mass media coverage). We
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conclude by detailing interesting research possibilities
regarding the optimal integration of firm-generated
communications (FGC) and stakeholder-generated
communications (SGC).

2. Corporate Brand Associations
Brand associations are a pivotal construct in the cognitive perspective of brand equity. In that literature, the
oft-used associative network memory model advances
that the brand is a node that gets connected to many
other nodes in customers’ schemas, and the complete
set of associations represent brand knowledge (Keller,
1993, 2001, 2016). Keller (2002) proposed that brand
knowledge is a central element of brand equity and is
credited with asserting that it can be construed as “the
set of associations and behaviors on the part of the
brand’s customers… that permits the brand to earn
greater volume or greater margins than it could without the brand name” (as quoted in Oh et al., 2020, p.
154).
A subset of associations that get linked to the brand
node pertain to a seller’s offerings. That brand knowledge encapsulates the level of awareness that customers have of the product or service, the category
in which it competes, and the positioning that make
its functional, emotional, and/or symbolic benefits distinctive (Keller & Swaminathan, 2020). Another subset of associations pertains to the company, and those
associations are common across all the seller’s offerings (Dacin & Smith, 1994). These are considered multidimensional as they can encompass a wider range of
associations such as the company’s: heritage, priorities
(e.g., degree of innovativeness, quality, customer centricity, and internationalization), and values reflected in
assumed responsibility towards the environment, society, and other stakeholders (Aaker, 2004).
Our interest is in customers’ brand knowledge
about the company. These corporate brand associations are considered wholly different than associations
at the item level (Brown, 1998). In their pioneering
study, Brown and Dacin (1997) focused on an element
of corporate priorities and values. Regarding corporate priorities, corporate ability associations —which
refer to those beliefs and feelings that relate to a
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corporation’s expertise in developing and producing
a product offering— were found to impact product
attitudes through their influence on both overall corporate evaluation and evaluation of specific attributes
(i.e., “product sophistication”). Regarding corporate
values, corporate social responsibility associations,
which pertain to the character of the company based
on, e.g., the firm’s “concern for the environment,”
“involvement in local communities,” and “corporate
giving to worthy causes,” have a direct, positive effect
on overall corporate evaluation (i.e., attitude toward
the company) and in turn, influence product attitudes
(i.e., consumer opinions of the offerings marketed by
the company). Berens et al. (2005) also investigated
the impact of the same two dimensions on product
attitude and introduced the moderating roles of
perceived fit, product involvement, and firm branding
strategy. They found that when a firm pursues a mono
brand strategy, corporate ability associations are
salient cues that affect consumers’ product attitudes
independent of fit and involvement. In addition,
they discovered that corporate social responsibility
associations do not influence product attitudes.
It is noteworthy that brand knowledge at the company level encapsulates “beliefs, moods, and emotions,
evaluations, etc. about an organization that are held by
individuals and that are mentally associated with the
organization” (Dacin and Brown , 2002, p. 254). Given
the multi-dimensional nature of corporate associations
and our interest in sustainability, we focus on a set
of potential customers’ responses to corporate activities aimed towards the environment, society, and/or its
own corporate governance (ESG). In the next section,
those customer-mindset variables are cast as outcomes
of firm-generated and stakeholder-generated communications.

3. Sustainability Communications and Their
Outcomes
Communications regarding a firm’s sustainability
efforts are vital to organizational reputation and
success (Ji et al., 2022). They can shape customers’
responses, which are often conceptualized along
the lines of cognition, affect, and behavior (Bruce
et al., 2012). We build on Batra and Keller’s (2016)
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interpretation of the think-feel-do sequence to detail
possible customer-related outcomes to messaging
about a company and follow Dacin and Brown (2002)
to construe those outcomes to augment the set
of corporate brand associations that the buying
public already possesses. Our focus will be on brand
communications regarding company sustainability
activities and the likely impact of select firm-generated
communications (FGC) and stakeholder-generated
communications (SGC) on customers’ corporate
brand associations.
Prior research notes that a range of diverse channels exists through which companies can communicate
CSR-related information, such as CSR advertising (Wagner et al., 2009), corporate sustainability
reports (Pucker, 2021; Christensen et al., 2021),
corporate websites (Du & Vieira, 2012; Maignan &
Rasston, 2002), and social media platforms (Dawkins,
2004; Korschun & Du, 2013). In Table 1 , we denote a
sampling of FGC and SGC that can be used to deliver
messaging about corporate ESG activities. We follow Stephen and Galak (2012) to classify FGC as either
paid or owned and SGC as earned, and draw on Batra
and Keller (2016) to list the foundational outcomes
that serve as a proxy for brand associations. While
Batra and Keller (2016) are ultimately concerned with
integrating marketing communications to impact the
consumer’s path to purchase, a key building block
of their framework is the identification of outcomes
that can be achieved by various communication
options (see their Table 1 on p.129 and Figure 2 on
p.130). We adapt these outcomes to propose that
communications about a firm’s sustainability initiatives
can: 1) create awareness about the seller, 2) convey
detailed information about its ESG activities, 3) elicit
emotions toward the firm (that can complement
informational-based associations), 4) build trust in
the firm (based on the perceived authenticity of the
message), 5) inspire action tendencies (i.e., drive
purchase interest to the firm’s goods and services and
stimulate word-of-mouth advocacy), and 6) connect
people (i.e., have the public serve as a catalysts for
brand community). In Table 2 and Table 3 , we provide
salient examples of FGC (SGC) to substantiate our
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research propositions regarding the effects across
FGC and SGC for achieving these outcomes (Table 1).
We follow Batra and Keller (2016) in noting that many
of the proposed effects in Table 1 have not been
“empirically established by academic research; they
should therefore be viewed as research propositions
in need of empirical testing” (p.132).

3.1. Paid corporate advertising.
Corporate advertising refers to messaging about the
company placed in broadcast, print, and outdoor media
that is aimed towards shaping the perceptions of specific audiences (Ad Age , 2003). In the context of corporate sustainability communications, corporate advertising can showcase a firm’s efforts to benefit the natural environment, society, and/or internal governance
policies. It is especially effective in reaching large audiences and engendering an attitudinal attachment. Thus,
Table 1 shows that it has the greatest influence on
creating awareness and eliciting emotions. It is less
effective in conveying detailed information because the
messages tend to be short, building trust because the
messaging is developed by a self-interested party, and
getting people to join a brand community (Wagner
et al., 2009). As shown in Table 2, Hyundai’s “Hope
on Wheels” campaign” serves as an example of a corporate brand sustainability communication.
3.2. Sustainability reports.
Sustainability reports, which are produced voluntarily
to complement required financial reports, document
a company’s ESG goals and annual progress toward
those goals (Perego & Kolk, 2012; Pucker, 2021; Christensen et al., 2021). As summarized in Table 1, their
main strength is their potential to convey a plethora of
information about firm sustainability pursuits to various
stakeholders (e.g., consumers, employees, investors,
and non-governmental agencies like Bill and Melinda
Gates Foundation, Greenpeace, and Red Cross).
However, in their strength lies their key weakness.
They are largely ineffective because they often contain
too much information to satisfy the informational
needs of too many stakeholders (Pucker, 2021). Thus,
they are deemed moderately effective. On other metrics, they register poorly in their current form. They
are not optimal for creating awareness among the
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masses because they are not widely read (Yeomans,
2019). In addition, they are neither well-suited for
eliciting emotions nor invoking trust because they
predominantly involve rational, infrequent (usually
produced once a year), static (i.e., not much chance for
interactivity), and self-reported messaging developed
by the firm (ibid). Finally, they are not effective in stimulating action and building brand community because
the informationally-dense messaging is not likely to
resonate greatly with customers. A not-so-flattering
account of the current state of sustainability reporting
appears in Table 2.

3.3. Owned corporate websites.
A firm’s website contains a trove of information
about its activities as well as products and services
that it wishes to share with customers and other
stakeholders (Dawkins, 2004). It is an effective vehicle
for conveying detailed information because it provides
the buying public an opportunity to scroll through
the menu of information options to identify topics of
interest, interact with chat bots and/or live agents to
a limited degree, and potentially learn about brand
community events (Du & Vieira, 2012; Hampton-Sosa
& Koufaris, 2005). A group of Jeep owners, for
instance, banded together to collect more than 2,000
toys for a local “Toys for Tots” campaign during the
Christmas holiday and cleaned up trails along a scenic
drive for Earth Day (Ellison, 2018).
As summarized in Table 1, this vehicle can provide
in-depth and comprehensive information about a firm’s
CSR activities and can connect a variety of stakeholders, including customers (Du & Vieira, 2012). Websites
are likely to be moderately effective in creating awareness because the website can be readily found by those
consumers conducting web searches to learn more
about a company’s sustainability stance. Furthermore,
websites are likely to be moderately effective in eliciting
emotions because the content may not be as immersive if viewed on a small screen (Bharadwaj & Shipley,
2020). They are also likely to be moderately effective in
inspiring action (Harrower, 2019; Maignan & Rasston,
2002). Finally, websites are likely to be less effective
in building trust because the messaging is developed
by a commercial (rather than a neutral) source and is
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Table 1. Propositions for Sustainability Communications Impact on Communication Outcomes
Sustainability Comunication Options
Firm-Generated
Comunications
Corporate Advertising
Sustainability Reports
Corporate Website
Corporate Social Media
StakehoderGenerated Comunications
Social Media
Mass Media Coverage

Create
Awarness

Convey
Detailed
Inforation

Elicit
Emotions

Build
Trust

Inspire Action
Tendencies

Connect
People

+++
+
++
+++

+
++
+++
++

+++
+
++
++

+
+
+
++

+
+
++
++

+
+
+++
+++

++
+

+
+

+++
+++

++
+++

+++
+

+++
+

Notes: +++ = greatest influence; ++ = medium influence; + = least influence.

not audited (Bhattacharya & Sen, 2003). We provide in
Table 2 a website that a consultancy developed for a
client in the mining industry.

3.4. Owned corporate social media platforms.
Social media sites play a pivotal role in informing today’s
society. Companies can use their owned web-based
social media pages to communicate with various constituencies and facilitate customer-to-customer interactions on those sites (Korschun & Du, 2013). For people aged 18 to 34, it is advanced that “the only way
that you can catch their attention is on social media.
They will not be visiting your website anytime soon, let
alone downloading your perfectly formed sustainability or corporate social responsibility report” (Propper,
2019). It follows that this vehicle rates high in terms
of creating awareness and connecting people as that is
endemic to social media networks (Miles, 2019).
Social media is likely to be moderately effective in
conveying detailed information because social media
posts are intended to be short to align with short attention spans and often feature information-rich pictures
to complement the text; eliciting emotions because
social media posts are intended to be visually engaging, but “sustainability content is often nuanced, and
fun images and videos are hard to come by” (Propper, 2019); building trust because the messaging that is

developed by a commercial source is vetted and commented on by people outside the organization (Ho &
Wang, 2020); and inspiring action because people are
more likely to comment to build on or challenge other
opinions (ibid.). Microsoft’s Instagram Gallery serves as
an example inTable 2.

3.5. Earned social media posts.
Earned social media rates high in terms of eliciting emotions because the content generated by those external
to the firm is likely to be considered more authentic than firm-generated posts; connecting people as
that is endemic to social media networks; and inspiring action tendencies among followers (e.g., resharing, posting their own comment, seeking out more
information about the company and its product/service offerings) of non-company contributors (e.g., influencers) because the information received from a noncommercial source is more credible (Korschun & Du,
2013). Social media is moderately effective in creating awareness of the firm because the followers of
non-company contributors may not fully align with the
firm’s target market. In addition, it is moderate in building trust because many consumers are skeptical of the
information that they receive in these forums (Moravec
et al., 2019). It is less effective in conveying detailed
information because non-company contributors may
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A client of a consultancy featured its
innovative approach
to sustainable mining
on its website.

Microsot create an
Instagram
Gallery
that
detailed
its
sustainability efforts.

Corporate
Website

Corporate Social Media

The gallery features
such actions as: the
X-box as the world’s
first
carbon-neutral
gaming console; there
are 50,000 bees in
each of the copany’s
AI-enabked Smart Hives
in Germany, and the
company will be carbon
negative by 2030.

There is a great deal
of confusion as to
what companies should
report in terms of
their
ESG
activity,
which stems in part
from seven different
reporting standards.
The consultancy created a visually appealing
website to help the
client effectively convey
its story about a more
sustainable approach to
mining.

Emotional ad featuring
donation to childhood
cancer institutions.

Hyundai “Hope on
Wheels” 2018 Super
Bowl Ad.

The majority of Fortune 500 companies
voluntarily produce
Sustainability Reports.

Description

Examplar(s)

Sustainability Reports

Communication
Options
Firm-Generated
Corporate
Advertising

https://www.forbest.
com/sites/forbesagen
cycouncil/2019/12/19
/how-to-effectively-te
ll-your-brands-sustai
nabilityesg-story/?sh=
5e68c0b320e0
https://www.instagra
m.com/p/CE9-C7jJ1
DB/
Microsoft generated 33,051
responses on its Instagram
gallery post, including: 1)
chengmester:
”Awesome!
I hope to apply and joing
Microsoft’s engineering team
to help with this endeavor”;
2) shwible.di.bibble: ”thank
you giant megacorporation!”;
and 3) 68th_random_person:
”Don’t forget privacy negative!”

https://www.theguar
dian.com/sustainablebusiness/2015/jan/06/
corporate-sustainabili
ty-reporting-waste-ti
me

https//www.adage.co
m/videos/hyundai-ho
pe-detector/1433

Link

The new website resulted in
26% increase in return visitors
and an increase in visit duration.

1) Reached large audience
(103.4 million TV viewers)
true
2) Rated in top 10 liked Super
Bow ads on USA Today’s
Admeter.
true
Although these reports can
convey a lot of information
about a firm’s ESG activities they are largely ineffective
and described as “written for
everybody and nobody at the
same time”

Communication Outcomes

Table 2. Studied Firm Sustainability Communications and Communication Outcomes
Journal of Sustainable Marketing (2022) | 41 – 52 |
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not have complete information about the ESG initiative and thereby broadcast partial information based on
their own knowledge. Table 3 gives an example of TikTok posts made by people with supposed insights into
the stock market (“stockfluencers”) and the impact
that the content shared can have on the next generation of young investors.

3.6. Earned news stories.
Mass media coverage of a firm’s ESG reports can also
shape customers’ responses (Fombrun, 2012). These
earned news reports rate high in terms of building trust
because they are covered by an ‘objective’ source and
eliciting emotions because the content generated by
those external to the firm is likely to be considered
more authentic than firm-generated posts (Chen et al.,
2019). However, these news stories tend to create
limited awareness because they appear one time (as
opposed to corporate advertising to which customers
can be exposed many times); convey a minimal amount
of information because they tend to be short stories in
broadcast, print, or digital media; be limited in stimulating behavior as they do not feature a direct call to
action; and not get the public to coalesce around the
brand (Nickerson et al., 2022). The news story about
Starbucks’ reusable cup initiative serves as an example
inTable 3.
4. Hierarchical Synergy Model
The preceding section provides an understanding of
the impact that sustainability messaging in various
types of FGC and SGC can have in isolation on desired
communication outcomes. However, there also exists
a potential for synergistic effects, wherein the impacts
on communication outcomes (presented in Table 1)
are strengthened because of the complementary or
integrative effects of two or more communication
initiatives. Naik and Raman (2003, p.385), who define
synergy as “the added value of one medium as a
result of the presence of another medium, causing
the combined effect of media to exceed the sum
of their individual effects,” found that as synergy
increases between television and print ads, companies
need a larger media budget. This means that not
taking synergy into consideration can understate
the optimal amount that should be allocated for the
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media budget. Additionally, they found that a larger
(smaller) proportion of the media budget should be
allocated to the less (more) effective vehicle. Naik
and Peters (2009) extended the notion of synergy
to demonstrate within- and cross-media synergy in
the context of offline (television, print, and radio)
and online ads (banners and search), which together
generate higher-order media interactions.
We build on this literature to demonstrate how
such synergy would work in the context of FGC and
SGC shown in Figure 1 (since the figure is for the purpose of illustration, we only list one type for each). As
illustrated, synergy is essentially the interactive effect
that occurs between the types of FGC and SGC, either
within each source, or across initiatives at the firm and
stakeholder level, i.e., between sources. Since these
synergistic effects can be simple two-way interactions,
or higher-order, three-way or four-way interactions
between multiple initiatives, we preclude offering specific research propositions, and instead refer to Figure 1’s conceptualization as a hierarchical model of sustainability communications.
The synergistic effects shown in Figure 1 can be
construed at the strategic level, i.e., one where the
key decision is that of resource allocation across these
communication initiatives (empirically, the resource
could be measured using money or time allocated).
In addition to the strategic level, research in the
related field of integrated marketing communications
(IMC) suggests that firms need to additionally consider integration at the structural and tactical level
in their sustainability communications (Kliatchko,
2005; Schultz & Schultz, 1998). At the structural
level, for instance, it has been shown that integrating
marketing and public relations can be beneficial for
firm reputation (Nath & Bell, 2016). These authors
find that there are synergistic benefits to housing
both these functions under a single executive in
the top management team, which they argue stems
from improved coordination and consistency across
marketing and PR communication efforts.
Yet, research has also shown value in the dyadic
interface of C-level executives, suggesting that there
are benefits to the separate but simultaneous presence
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Exemplar(s)
”StockTok” videos
pasoted on TikTok
by ”Stockfluencers”
who
aggregate
company information (which can
include ESG) and
communicate their
own
investment
tips.

Starbucks’ testing
out Borrow-A-Cup
Programs to get rid
of disposable paper
and plastic cups by
2025.

Communication Options
Social Media

Mass Media Coverage

Link
https://www.irmagazine.
com/technology-socialmedia/stockfluencers-im
pacting-popularity-comp
any-shares-tiktok

https://www.cnn.com/20
22/02/15/business-food/
starbucks-cup-sustainabil
ity/indext.html

Communication Outcomes
Increased viral content
on TikTok regarding the
financial outlook of specific companies is shaping
investments decisions of
the next generation of
investors, though fllowers
are advised to do thorough
research before investing
(i.e., get more complete
information from other
sources). Furthermore, the
stockfluencers’ posts that
tag specific companies (e.g.,
#teslastock) are predicted
to experience share price
increases.
”We know that even the
most ardent of sustainability
champion customers, they
realy don’t change their
behavior all that easily,”
Amelia Landers, Vice President of Product Experience,
said. ”Even though they
really really want.”

Descrition
Stockfluencers’
TikTok posts are
received by ”millions
of young people
turning to social
media
platforms
like
TikTok
for
investment advice.”

A
news
story
describing an analyst call by the
company’s CFO in
which she explained
that
off-premise
sales account for
about70% of U.S.
sales,
and
that
those cups end up
in streets, rivers,
and landfills. They
are test marketing
out
various
envronmentallyfriendly initiatives.

Table 3. Studied Stakeholder Sustainability Communications and Communication Outcomes
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Figure 1. Illustration of Within- and Cross-media Synergies Among Studied Stakeholder Sustainability
Communications
of heads of functions in the senior leadership of
firms (Nath & Bharadwaj, 2020). Thus, while extant
research has studied the Chief Marketing and Chief
Sustainability Officers individually (Nath & Mahajan,
2008; Peters et al., 2019), this stream of research
suggests the need to understand how firms should
structurally organize these upper echelon roles in the
context of sustainability communications.
Finally, research at the tactical level of IMC points to
the need for consistency across all sustainability communication initiatives so as to better achieve the various intended communication outcomes as the desired
messaging gets reinforced across various touchpoints
with the targeted audience (Kliatchko, 2005; Naik &
Peters, 2009; Schultz & Schultz, 1998).

5. Conclusion
A plurality of voices can shape customers’ perceptions
of a firm’s sustainability efforts. Given the limited
attention that executives devote to integrating sus-

tainability into their brand communication messaging,
this article advances research propositions regarding
the impact of firm-generated ESG communications and
stakeholder-generated ESG communications on a set
of cognitive, affective, and behavioral outcomes that
can augment collective corporate brand associations.
Furthermore, it suggests interesting research opportunities regarding within-FGC synergy, within-SGC
synergy, and between-FGC & SGC synergy. We
hope that this research provides marketing scientists
inspiration to undertake empirical research on the
research propositions listed in Table 1 and the possible
within- and cross-media synergies arising from Figure 1
. There is certainly a wealth of available theoretical
lenses, for example, institutional theory (Perego &
Kolk, 2012), legitimacy theory (Du & Vieira, 2012),
signaling theory (Connelly et al., 2011), and social
identity theory (Korschun & Du, 2013), to investigate
these open questions in interesting consumption contexts, for example, cross-media consumption (Naik &
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Peters, 2009), livestream broadcasts (Bharadwaj et al.,
2022), and the metaverse (Kim, 2021). We are also
hopeful that this article assists executives to better
understand the impact of their corporate sustainability
communications options on customers’ responses.

Funding statement
The authors received no financial support for the
research, authorship, and/or publication of this article.
Conflict of interest
No potential conflict of interest was reported by the
authors.
ORCID
Neeraj Bharadwaj
| https://orcid.org/0000-0001-5221-0761
Pravin Nath
| https://orcid.org/0000-0001-6956-9340
Cite as
Bharadwaj, N., Naik, P.A., & Nath, P. (2022). Sustainability Communications and Corporate Brand
Associations. Journal of Sustainable Marketing, 3(1),
41-52. https://doi.org/10.51300/jsm-2022-50

References
Business Roundtable (2019), Business Roundtable Redefines the Purpose of a Corporation to Promote ‘An
Economy That Serves All Americans.
Retrieved
from https://www.businessroundtable.org/businessroundtable-redefines-the-purpose-of-a-corporationto-promote-an-economy-that-serves-all-americans
Aaker, D.A. (2004). Leveraging the Corporate Brand. California Management Review, 46, 6-18. https://doi.org/10.
1177/000812560404600301
Aaker, D.A. (2008). Spanning Silos: The New CMO Imperative.
Boston: Harvard Business Press.
Ad Age
(2003), Definition of Corporate Advertising. Retrieved from https://adage.com/article/adageencyclopedia/corporate-advertising/98417
Batra, R., & Keller, K.L. (2016). Integrating Marketing Communications: New Findings, New Lessons, and New
Ideas. Journal of Marketing, 80(6), 122-145. https:
//doi.org/10.1509/jm.15.0419
Berens, G., Van Riel, C.B.M., & Van Bruggen, G.H.
(2005). Corporate Associations and Consumer Product Responses: The Moderating Role of Corporate
Brand Dominance. Journal of Marketing, 69(3), 35-48.

Bharadwaj et al. (2022)

https://doi.org/10.1509/jmkg.69.3.35.66357
Bharadwaj, N., Ballings, M., Naik, P.A., Moore, M., & Arat,
M.A. (2022). A New Livestream Retail Analytics
Framework to Assess the Sales Impact of Emotional
Displays. Journal of Marketing, 86(1), 27-47. https:
//doi.org/10.1177/00222429211013042
Bharadwaj, N., Hanssens, D.M., & Rao, R.K.S. (2020). Corporate Brand Value and Cash Holdings. Journal of Brand
Management, 27(4), 408-420. https://doi.org/10.1057/
s41262-020-00188-5
Bharadwaj, N., & Shipley, G.S. (2020). Salesperson communication effectiveness in a digital sales interaction.
Industrial Marketing Management, 90, 106-112. https:
//doi.org/10.1016/j.indmarman.2020.07.002
Bhattacharya, C.B., & Sen, S. (2003). Consumer-Company
Identification: A Framework for Understanding Consumers’ Relationships with Companies. Journal of Marketing, 67(2), 76-88. https://doi.org/10.1509/jmkg.67.2.
76.18609
Brown, T.J. (1998). Corporate Associations in Marketing:
Antecedents and Consequences. Corporate Reputation
Review, 1(3), 215-233. https://doi.org/10.1057/palgrave.
crr.1540045
Brown, T.J., & Dacin, P.A. (1997). The Company and the
Product: Corporate Associations and Consumer Product Responses. Journal of Marketing, 61(1), 68-84.
https://doi.org/10.1177/002224299706100106
Bruce, N.I., Peters, K., & Naik, P.A. (2012). Discovering How
Advertising Grows Sales and Builds Brands. Journal of
Marketing Research, 49(6), 793-806. https://doi.org/10.
1509/jmr.11.0060
Chen, Y., Ghosh, M., Liu, Y., & Zhao, L. (2019). Media
Coverage of Climate Change and Sustainable Product
Consumption: Evidence from the Hybrid Vehicle Market. Journal of Marketing Research, 56(6), 995-1011.
https://doi.org/10.1177/0022243719865898
Christensen, D.M., Serafeim, G., & Sikochi, A. (2021). Why is
Corporate Virtue in the Eye of the Beholder? The Case
of ESG Ratings. The Accounting Review, 97(1), 147-175.
https://doi.org/10.2308/TAR-2019-0506
Connelly, B.L., Certo, S.T., Ireland, R.D., & Reutzel, C.R.
(2011). Signaling Theory: A Review and Assessment.
Journal of Management, 37(1), 39-67. https://doi.org/
10.1177/0149206310388419
Dacin, P.A., & Brown, T.J. (2002). Corporate Identity
and Corporate Associations: A Framework for Future
Research. Corporate Reputation Review, 5(2/3), 254-263.
https://doi.org/10.1057/palgrave.crr.1540045
Dacin, P.A., & Smith, D.C. (1994).
The Effect of
Brand Portfolio Characteristics on Consumer Eval-

50 | P a g e

Journal of Sustainable Marketing (2022) | 41 – 52 |

uations of Brand Extensions. Journal of Marketing
Research, 31(2), 229-242.
https://doi.org/10.1177/
002224379403100207
Dawkins, J. (2004). Corporate Responsibility: The Communication Challenge.
Journal of Communication
Management, 9(2), 108-119. https://doi.org/10.1108/
13632540510621362
Du, S., & Vieira, E.T. (2012). Striving for Legitimacy
Through Corporate Social Responsibility: Insights from
Oil Companies. Journal of Business Ethics, 110, 413-427.
https://doi.org/10.1007/s10551-012-1490-4
Edeling, A., Srinivasan, S., & Hanssens, D.M. (2021).
The Marketing-Finance Interface: A New Integrative
Review of Metrics, Methods, and Findings and an
Agenda for Future Research. International Journal of
Research in Marketing, 38(4), 857-876. https://doi.org/
10.1016/j.ijresmar.2020.09.005
Elkington, J. (1999). Cannibals With Forks: The Triple Bottom
Line of 21st Century Business. Oxford, UK: Capstone
Publishing Limited.
Ellison, J. (2018), Wisconsin Jeep Owners talk ‘Jeep
wave,’ say its ‘like joining a family. Retrieved from
https://www.fdlreporter.com/story/life/2018/03/20/
wisconsin-jeep-wrangler-owners-talk-jeep-wave-sayits-like-joining-family/414700002
EY (2015). The Business Case for Purpose. Retrieved from
https://assets.ey.com/content/dam/ey-sites/ey-com/
en_gl/topics/digital/ey-the-business-case-for-purpose.
pdf
Fombrun, C.J. (2012). The building blocks of corporate reputation: Definitions, antecedents, consequences. The
Oxford Handbook of Corporate Reputation. https://doi.
org/10.1093/oxfordhb/9780199596706.013.0005
Governance & Accountability Institute (2020), 2021 Sustainability Reporting in Focus. Retrieved from https:
//www.globenewswire.com/en/news-release/2021/11/
16/2335435/0/en/92-of-S-P-500-Companies-and-70of-Russell-1000-Companies-Published-SustainabilityReports-in-2020-G-A-Institute-Research-Shows.html
Hampton-Sosa, W., & Koufaris, M. (2005). The Effect of
Web Site Perceptions on Initial Trust in the Owner
Company. International Journal of Electronic Commerce,
10(1), 55-81. https://doi.org/10.1080/10864415.2005.
11043965
Harrower, M. (2019), Community Building. An Essential
Introduction to Branded Community Websites.
Retrieved
from
https://www.disciplemedia.com/
building-your-community/branded-communitywebsites/
Ho, C.W., & Wang, Y.B. (2020). Does Social Media Marketing and Brand Community Play the Role in Build-

Bharadwaj et al. (2022)

ing a Sustainable Digital Business Strategy? Sustainability. Sustainability, 12(16), 1-17. https://doi.org/10.3390/
su12166417
Ji, Y.G., Tao, W., & Rim, H. (2022). Theoretical Insights of
SCR Research in Communication from 1980 to 2018:
A Bibliometric Network Analysis. Journal of Business
Ethics, 177, 327-349. https://doi.org/10.1007/s10551021-04748-w
Keller, K.L. (1993).
Conceptualizing, Measuring, and
Managing Customer-Based Brand Equity.
Journal
of Marketing, 57(1), 1-22. https://doi.org/10.1177/
002224299305700101
Keller, K.L. (2001). Building Customer-Based Brand Equity:
A Blueprint for Creating Strong Brands. Marketing
Management, 10(2), 15-19.
Keller, K.L. (2002). Branding and Brand Equity. MSI Relevant
Knowledge Series. Cambridge: Marketing Science Institute.
Keller, K.L. (2016). Reflections on Customer-Based Brand
Equity: Perspectives, Progress, and Priorities. AMS
Review, 6(1), 1-16. https://doi.org/10.1007/s13162016-0078-z
Keller, K.L., & Lehmann, D.R. (2006). Brand and Branding: Research Findings and Future Priorities. Marketing
Science, 25(6), 740-759. https://doi.org/10.1287/mksc.
1050.0153
Keller, K.L., & Swaminathan, V. (2020). Strategic Brand Management: Building, Measuring, and Managing Brand Equity.
London: Pearson Education Limited.
Kim, J. (2021). Advertising in the Metaverse: Research
Agenda. Journal of Interactive Advertising, 21(3), 141-144.
https://doi.org/10.1080/15252019.2021.2001273
Kliatchko, J. (2005). Towards a New Definition of Integrated
Marketing Communications (IMC). International Journal of Advertising, 24(1), 7-34. https://doi.org/10.1080/
02650487.2005.11072902
Korschun, D., & Du, S. (2013). How Virtual Corporate Social
Responsibility Dialogs Generate Value: A Framework
and Propositions. Journal of Business Research, 66(9),
1494-1504. https://doi.org/10.1016/j.jbusres.2012.09.
011
Maignan, I., & Rasston, D.A. (2002). Corporate Social
Responsibility in Europe and the U.S.: Insights from
Businesses’ Self-presentations. Journal of International
Business Studies, 33, 497-514. https://doi.org/10.1057/
palgrave.jibs.8491028
Miles, J. (2019). Instagram Power: Build Your Brand and Reach
More Customers with the Power of Pictures. McGraw-Hill
Education.
Moravec, P.L., Minas, R.K., & Dennis, A.R. (2019). Fake

51 | P a g e

Journal of Sustainable Marketing (2022) | 41 – 52 |

News on Social Media: People Believe What They
Want to Believe When it Makes No sense at All. MIS
Quarterly, 43(4), 1343-1360. https://doi.org/10.25300/
MISQ/2019/15505
Naik, P., & Peters, K. (2009). A Hierarchical Marketing Communications Model of Online and Offline Media Synergies. Journal of Interactive Marketing, 23(4), 288-299.
https://doi.org/10.1016/j.intmar.2009.07.005
Naik, P., & Raman, K. (2003). Understanding the Impact
of Synergy in Multimedia Communications. Journal of
Marketing Research, 40(4), 375-388. https://doi.org/10.
1509/jmkr.40.4.375.19385
Nath, P., & Bell, M. (2016). A Study of the Structural Integration of the Marketing and PR Functions in the C-suite.
Journal of Marketing Communications, 22(6), 626-652.
https://doi.org/10.1080/13527266.2014.933443
Nath, P., & Bharadwaj, N. (2020). Chief Marketing Officer Presence and Firm Performance: Assessing Conditions Under which the Presence of Other C-Level
Functional Executives Matters. Journal of the Academy
of Marketing Science, 48(4), 670-694. https://doi.org/10.
1007/s11747-019-00714-1
Nath, P., & Mahajan, V. (2008). Chief Marketing Officers:
A Study of Their Presence in Firms’ Top Management
Teams. Journal of Marketing, 72(1), 65-81. https://doi.
org/10.1509/jmkg.72.1.065
Nickerson, D., Lowe, M., Pattabhiramaiah, A., & Sorescu, A.
(2022). The Impact of Corporate Social Responsibility
on Brand Sales: An Accountability Perspective. Journal of Marketing, 86(2), 5-28. https://doi.org/10.1177/
00222429211044155
Oh, T.T., Keller, K.L., Neslin, S.A., Reibstein, D.J., &
Lehmann, D.R. (2020). The Past, Present, and Future
of Branding Research. Marketing Letters, 31, 151-162.
Perego, P., & Kolk, A. (2012). Multinationals’ Accountability on Sustainability: The Evolution of Third-party
Assurance of Sustainability Reports. Journal of Business
Ethics, 110, 173-190. https://doi.org/10.1007/s10551012-1420-5
Peters, G.F., Romi, A.M., & Sanchez, J.M. (2019). The Influence of Corporate Sustainability Officers on Perfor-

Bharadwaj et al. (2022)

mance. Journal of Business Ethics, 159, 1065-1087.
https://doi.org/10.1007/s10551-018-3818-1
Porter, M.E., & Kramer, M.R. (2006). Strategy & Society: The
Link between Competitive Advantage and Corporate
Social Responsibility. Harvard Business Review, 84(12),
78-92.
Retrieved from https://hbr.org/2006/12/
strategy-and-society-the-link-between-competitiveadvantage-and-corporate-social-responsibility
Propper, S. (2019), Here are the Companies that
Use Social Media Best for Sustainability Marketing. Green Biz.
Retrieved from https:
//www.greenbiz.com/article/here-are-companiesuse-social-media-best-sustainability-marketing
Pucker, K.P. (2021). Overselling Sustainability Reporting.
Harvard Business Review, 99(3), 134-143.
Retrieved from https://hbr.org/2021/05/oversellingsustainability-reporting
Savitz, A.W., & Weber, K. (2006). Triple Bottom Line. San
Francisco: John Wiley & Sons, Inc.
Schultz, D.E., & Schultz, H. (1998). Transitioning Marketing
Communication into the Twenty-First Century. Journal
of Marketing Communications, 4, 9-26. https://doi.org/
10.1080/135272698345852
Sheth, J. (2020). Business of Business is More than Business:
Managing during the Covid Crisis. Industrial Marketing Management, 88, 261-264. https://doi.org/10.1016/
j.indmarman.2020.05.028
Stephen, A.T., & Galak, J. (2012). The Effects of Traditional and Social Earned Media on Sales: A Study
of a Microlending Marketplace. Journal of Marketing
Research, 49(5), 624-639. https://doi.org/10.1509/jmr.
09.0401
Wagner, T., Lutz, R.J., & Weitz, B.A. (2009). Corporate Hypocrisy: Overcoming the Threat of Inconsistent
Corporate Social Responsibility Perceptions. Journal of
Marketing, 73(6), 77-91. https://doi.org/10.1509/jmkg.
73.6.77
Yeomans, M. (2019), Why No One’s Reading Your
Boring Sustainability Report.
Retrieved from
https://www.inc.com/matthew-yeomans/why-no-ones-reading-your-boring-sustainability-report.html

© 2022 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license.

You are free to:

Share — copy and redistribute the material in any medium or format.
Adapt — remix, transform, and build upon the material for any purpose, even commercially.
The licensor cannot revoke these freedoms as long as you follow the license terms.
Under the following terms:

Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.
You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.

No additional restrictions — You may not apply legal terms or technological measures that legally restrict others from
doing anything the license permits.

52 | P a g e

