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ABSTRACT 

Climate change and stakeholder pressure have driven companies to adopt sustainability strategies, including 

sustainability reporting and environmental innovation. Both are considered effective in enhancing corporate 

reputation amid growing public awareness of social and environmental responsibility. This study aims to 

systematically review scholarly literature that discusses the influence of sustainability reporting and 

environmental innovation on corporate reputation. The method used is a Systematic Literature Review (SLR) 

with a descriptive qualitative approach, identifying 25 articles from leading scientific databases published 

between 2021 and 2025. The results show that both variables positively influence corporate reputation, whether 

examined separately or in an integrated manner. The integration of sustainability reporting with environmental 

innovation is perceived to build a stronger public perception of a company's credibility and commitment to 

sustainability. Several factors, such as industry characteristics, regulatory pressure, organizational culture, 

and public perception, were found to moderate the strength of this influence. In conclusion, modern corporate 

reputation is largely shaped by how well a company combines transparency in reporting with tangible actions 

through continuous environmental innovation. 
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INTRODUCTION 

Global climate change, stakeholder pressure, and increasingly stringent environmental 

regulations encourage companies to be more open in managing the impact of their activities on 

the environment (Friske et al., 2023). The business world is now measured not only by 

economic success but also by the extent of its contribution to the sustainability of ecosystems 

and societies (Zimon et al., 2022). As a result, the issue of sustainability reporting is becoming 

increasingly central to long-term business strategies. 

Sustainability reporting is one of the important instruments that demonstrates a 

company's accountability for its social and environmental responsibilities (Agu et al., 2024). 

This report generally covers three main aspects: environmental, social, and governance (ESG) 

(Van der Waal et al., 2021). The existence of sustainability reports reflects how a company 

responds to the external impacts of its operations, as well as the mitigation strategies it 

implements. 

In addition to reporting, environmental innovation is also a strategic aspect of dealing 

with sustainability demands. Environmental innovation is no longer seen as a cost burden but 

rather as an investment in the company's future (Al-Shaer & Hussainey, 2022). Companies that 

create environmentally friendly processes, products, or technologies have the opportunity to 

increase efficiency while building a positive public image (Qayyum et al., 2023). 

http://sosains.greenvest.co.id/index.php/sosains
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The company's reputation as an intangible asset now plays an important role in 

determining competitiveness. The image of a company that is considered socially and 

environmentally responsible is often a determining factor for investors, customers, and 

potential business partners (Shafiq et al., 2023). Therefore, sustainability communication 

strategies and innovative orientations toward the environment are crucial in shaping positive 

public perceptions. 

Amid increasing awareness of sustainable business practices, the literature on 

sustainability reporting and environmental innovation continues to grow. However, a complete 

understanding of how these two elements interrelate with corporate reputation remains 

fragmented and lacks systematic organization. This raises the need to summarize and analyze 

previous findings within a comprehensive framework. This phenomenon illustrates a paradigm 

shift in the corporate world—from a purely profit-oriented approach to one that balances 

profitability and sustainability. Companies that can adapt to this trend are believed to have a 

greater chance of building a solid reputation, especially amid global market dynamics that are 

becoming increasingly sensitive to environmental and social issues (Opferkuch et al., 2021). 

Various previous studies have examined the relationship between sustainability 

reporting, environmental innovation, and corporate reputation. For example, research by 

Kumar et al. (2022) found that comprehensive sustainability reporting increases public trust in 

companies. Meanwhile, Khunkaew et al. (2023) concluded that environmental innovation has 

a positive impact on stakeholder perceptions because it demonstrates a real commitment to the 

environment. Another study by Jayaraman et al. (2023) revealed that companies with a strong 

environmental reputation tend to receive positive responses from markets and investors. In 

addition, Hazaea et al. (2022) stated that the synergy between sustainability reporting and green 

innovation can significantly strengthen a company's image in the eyes of the public. 

Based on the previous description, a research gap exists in the form of the absence of a 

systematic study specifically integrating sustainability reporting and environmental innovation 

in relation to corporate reputation. Most studies have treated these variables separately and 

have not produced a comprehensive mapping of their relationship. Therefore, this study aims 

to conduct a Systematic Literature Review to identify, analyze, and synthesize scientific 

findings related to the influence of sustainability reporting and environmental innovation on 

corporate reputation. The results of this study are expected to provide an in-depth theoretical 

understanding and serve as a foundation for the development of further research and managerial 

practices in building a sustainability-based corporate reputation. 

 

METHOD 

This study employed the Systematic Literature Review (SLR) method to examine the 

relationship between sustainability reporting, environmental innovation, and corporate 

reputation. The SLR approach was chosen to provide a comprehensive and systematic synthesis 

of previous scientific findings, enabling the identification of patterns, trends, and research gaps 

in a structured and transparent manner. 

Data collection was conducted through searches of reputable databases, including 

Scopus, Web of Science, ScienceDirect, and Google Scholar. Keywords combined terms such 

as “sustainability reporting,” “environmental innovation,” “corporate reputation,” and 
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“company image.” The review included English and Indonesian publications from 2021–2025 

in the form of scientific journal articles, proceedings, or research reports relevant to the topic. 

Following the initial search, studies were screened by title, abstract, and keywords to 

ensure topic relevance. Articles that passed this stage were examined in full to assess their 

methodological quality and contribution to the research. Selection was based on inclusion and 

exclusion criteria, focusing on variable suitability, methodological clarity, and relevance to 

corporate reputation. 

Data analysis was performed descriptively and thematically, grouping findings into 

major themes related to sustainability reporting, environmental innovation, and factors 

influencing corporate reputation. Literature mapping was developed to highlight dominant 

trends, limitations of prior research, and opportunities for future studies. This approach 

produced both a concise synthesis of existing literature and a conceptual contribution to the 

advancement of theory and practice in sustainability management. 

 

RESULTS AND DISCUSSION 

The results of a systematic review of 25 scientific articles that passed the selection show 

that sustainability reporting plays an important role in shaping a positive perception of the 

company. Many studies have revealed that transparent and consistent sustainability reporting 

can increase public trust, especially among investors and consumers. Companies that actively 

report on their environmental and social performance are considered more responsible and 

ethical in running their business. 

On the other hand, environmental innovation has proven to be one of the effective 

strategies in strengthening the company's reputation. Innovations that focus on energy 

efficiency, waste reduction, and eco-friendly products are considered as indicators of a real 

commitment to sustainability. Some articles mention that companies that innovate in 

environmental aspects tend to gain a better image in the eyes of stakeholders. 

In the results of the thematic synthesis, it was found that the integration of sustainability 

reporting and environmental innovation had a stronger effect on reputation than if it were done 

separately. Companies that not only report on sustainable activities, but also make real 

innovations, are considered more credible. This reinforces the finding that reputation is built 

not only from communication, but also from real actions. 

Nevertheless, there is variation in results depending on the industry context and country. 

Some studies note that sectors with high environmental exposure, such as mining and energy, 

are more sensitive to sustainability issues. In addition, regulatory culture and social pressure 

also affect the relationship between the two variables to a company's reputation. These external 

factors are important in assessing the impact more comprehensively. 

Overall, this study shows that sustainability reporting and environmental innovation are 

not just symbolic practices, but have a direct impact on the value of company perception. Both 

are an important part of reputation management strategies in an era that is increasingly 

concerned with environmental and social issues. These findings provide a conceptual basis that 

sustainability has become a strategic instrument in building a long-term reputation. 

 

Sustainability Reporting as a Strategic Instrument in Building a Company's Reputation 
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Based on the results of the literature review, sustainability reporting has been identified 

as one of the strategic instruments in building a company's reputation in various industry 

sectors. Golgeci et al. (2021) stated that the existence of sustainability reports that contain 

environmental, social, and governance information can increase public trust in companies, 

especially among long-term oriented investors. In this context, sustainability reporting is not 

only seen as an administrative obligation, but as a strategic communication medium that 

reflects the company's values, commitments, and business direction towards sustainability 

issues. 

Research by Farza et al. (2021) shows that transparency in sustainability reporting has 

a positive impact on the perception of customers and business partners. The report reveals 

environmental initiatives, such as carbon emission reduction and energy efficiency, as a form 

of corporate seriousness in responding to the climate crisis. This has a significant reputational 

effect, especially in industries that are under high regulatory pressure. Consistency and quality 

of reporting are the main keys in shaping a professional and socially responsible company 

image (Bosi et al., 2022). 

Similar findings were also conveyed by Darnall et al. (2022) who emphasized the 

importance of international reporting standards such as the GRI (Global Reporting Initiative) 

in strengthening the credibility of sustainability reports. According to them, companies that 

follow global reporting guidelines tend to gain higher reputation recognition in the global 

market. Thus, the standards adopted not only play a role in the comparability between 

companies, but also directly affect the perception of reputation. Structured and accountable 

reporting gives the impression that the company is not greenwashing, but practicing real 

sustainability practices. 

In addition, a study from Alam & Islam (2021) highlights that the reputation built 

through sustainability reporting has an impact not only externally, but also internally. 

Employees in companies who actively compile sustainability reports tend to have higher pride 

and loyalty because they feel like they are part of an organization that cares about the future. 

This indirectly strengthens the company's reputation from within, which is ultimately reflected 

in external interactions with customers, suppliers, and regulators. This means that sustainability 

reporting is not only a tool for public communication, but also a tool for forming a positive 

organizational culture. 

 

Environmental Innovation and Its Implications for Corporate Reputation 

The literature shows that environmental innovation plays an important role in creating 

a company's reputation excellence in the era of sustainability. According to Ahmad et al. 

(2024), companies that develop environmentally-based innovations, such as environmentally 

friendly technology and energy efficiency, tend to be more appreciated by consumers and 

investors. This innovation not only reflects environmental responsibility, but also becomes a 

symbol of the company's progress and competitiveness amid regulatory pressure and high 

public expectations of environmental issues. 

Research from Abeysekera (2022) states that a company's reputation can be 

strengthened through an innovation strategy that is not only oriented towards green products, 

but also on cleaner and more energy-efficient production processes. They found that 

manufacturing companies that implemented sustainable production processes had a better 
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reputation in the eyes of stakeholders than companies that did not make significant 

environmental innovations. Therefore, reputation is determined not only by the result that 

consumers see, but also by internal processes known through the media, reports, or third-party 

audits. 

In another study, Vuong and Bui (2023) emphasized the importance of radical green 

innovation, which is innovation that brings fundamental changes in a company's business 

model towards full sustainability. They found that companies that undertook a comprehensive 

environmentally-based transformation often received higher reputation recognition than 

companies that only engaged in incremental innovation. This is because major changes are 

considered more authentic and reflect a long-term strategic commitment to environmental 

protection and social sustainability. 

Meanwhile, Quintana-García et al. (2022) added that environmental innovation can also 

function as a tool to mitigate reputational risks, especially in industrial sectors that are prone 

to pollution and environmental impacts. Companies that are proactive in creating green 

solutions often manage to avoid reputational crises due to public pressure or negative news. 

This study emphasizes that a good reputation is not only built through external communication, 

but also through tangible actions relevant to the sustainability values that are developing in 

society. Green innovation is a form of proof that companies not only talk, but also act 

(D'Adamo, 2023). 

 

Factors Affecting the Relationship of Sustainability Reporting and Environmental 

Innovation to Company Reputation 

Although sustainability reporting and environmental innovation generally contribute 

positively to a company's reputation, previous studies have shown that these influences are not 

uniform. There are several contextual factors that moderate or mediate the strength of the 

relationship between these variables. These factors include industry characteristics, regulatory 

pressures, organizational culture, and public perception of environmental issues. Here are some 

of the key factors identified in this systematic review. 

1. Industry Characteristics 

Research by Tiscini et al. (2022) shows that the influence of sustainability reporting 

and green innovation on reputation is more significant in industries that have a high 

environmental impact, such as energy, mining, and heavy manufacturing. In contrast, in 

the services or finance sector, the reputational contribution of sustainability activities tends 

to be lower because public expectations of environmental responsibility are not as strong 

as in the natural resource-based sector. 

2. Regulatory Pressures 

A study by Phelan et al. (2022) found that countries with strict regulatory systems 

towards the environment, such as the European Union, tend to encourage companies to 

adopt sustainability reporting and environmental innovation more seriously. This is in 

contrast to developing countries, where weak supervision and legal sanctions make 

companies often carry out symbolic reporting. Regulatory pressures affect the depth and 

quality of implementation, which ultimately impacts the reputation built. 

3. Organizational Culture 
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In the findings of Mazzucchelli et al. (2022), organizational culture that supports 

sustainability values internally is a determining factor for the effectiveness of sustainability 

reporting and environmental innovation. Companies with cultures that value transparency, 

social responsibility, and innovation tend to generate stronger reputations because 

sustainability practices are run with belief, not just obligation. It is this culture that 

maintains consistency between reporting and real action on the ground. 

4. Public Perception of Environmental Issues 

Research from Kim et al. (2021) reveals that public perception greatly influences 

the reputational impact of sustainability activities. In a society that has a high awareness 

of environmental issues, companies will be more appreciated when they show concrete 

efforts in environmental conservation. In contrast, in areas with low environmental 

concerns, green reporting and innovation activities often do not have a significant 

reputational impact due to a lack of public appreciation. 

 

Integration of Sustainability Reporting and Environmental Innovation as Corporate 

Reputation Strategy 

Previous research has shown that sustainability reporting and environmental innovation 

not only have an individual impact on a company's reputation, but also reinforce each other 

when integrated as an overarching sustainability strategy. According to Khan et al. (2021) 

companies that not only report on their environmental performance, but also make real 

innovations in production processes and products, tend to gain stronger reputation recognition. 

This is because reputation is not shaped by narrative alone, but also by concrete actions that 

demonstrate a long-term commitment. 

In a study by Hronová & Špaček (2021), it was found that sustainability reporting that 

reflects actual environmental innovation practices is considered more credible by stakeholders. 

When sustainability reports include tangible evidence of innovations such as the use of 

renewable energy or technology-based waste management, the perception of company honesty 

and integrity increases. This integration resulted in a reputation that was not only image-

positive, but also enduring in the long term because it was backed by an operationally strong 

foundation. 

A study from Chang and Wang (2022) also confirms that companies with a high level 

of integration between reporting and green innovation have a reputation advantage over 

companies that focus on only one aspect. They argue that modern stakeholders, especially 

institutional investors and millennials, are increasingly critical of symbolic sustainability 

practices. Therefore, the integration between transparency and innovation is the main 

requirement for a sustainable reputation that is not easily shaken by negative issues. 

Furthermore, research by Hao et al. (2023) shows that the integration between 

sustainability reporting and environmental innovation is also able to create differentiation in 

the market. Companies that are able to strategically communicate green innovations in their 

sustainability reports not only improve their reputation, but also create competitive added 

value. This shows that sustainability is not just a social responsibility, but also a measurable 

and targeted reputation and business strategy. 

 

Research Implications 



Eduvest – Journal of Universal Studies 

Volume 5, Number 10, October, 2025 

12495   http://eduvest.greenvest.co.id 

 

The results of this study have several important implications that can be used as a 

reference for business practitioners, policymakers, and academics. These implications relate to 

the company's strategy in building a reputation through an integrated approach to sustainability 

between environmental reporting and innovation. 

1. Implications for Companies 

Companies need to view sustainability reporting and environmental innovation as 

a single strategy, not as a stand-alone effort. By integrating the two, companies can not 

only increase transparency, but also strengthen their position as responsible business 

actors. This encourages long-term trust from stakeholders and increases the chances of 

gaining customer loyalty as well as investor support. 

2. Implications for Regulators and Governments 

The results of this study show the importance of regulations that encourage 

companies to not only report sustainability data, but also show evidence of real innovation 

in environmental aspects. The government can design incentive or reward policies for 

companies that integrate green reporting and innovation, thereby creating a business 

ecosystem that supports the transformation towards overall sustainability. 

3. Implications for the Academic World 

For academics, these findings provide the basis for developing a new conceptual 

model that combines aspects of reporting and innovation in the formation of a company's 

reputation. Further studies can be directed to empirical testing of the integration of these 

variables in different sectors and country contexts. In addition, the development of 

sustainability-based reputation measurement instruments is also an opportunity for 

relevant and applicable academic contributions. 

 

CONCLUSION 

This systematic study concludes that sustainability reporting and environmental 

innovation have a significant role in shaping and strengthening a company's reputation. When 

the two approaches are strategically integrated, companies are not only seen as more 

responsible, but also more innovative and relevant in the face of sustainability challenges. 

Factors such as industry characteristics, regulatory pressures, organizational culture, and public 

perception also influence the effectiveness of the relationship. Overall, the company's 

reputation in the modern era is heavily influenced by its commitment and concrete actions to 

sustainability. Further efforts are needed by companies to build strong integration between 

sustainability reporting and environmental innovation in their business strategies. This practice 

should not only be focused on fulfilling obligations, but should be made part of the company's 

core values. For further researchers, it is recommended to empirically examine the relationship 

and influence of these variables in different industry contexts to gain a deeper and more specific 

understanding of the success factors of sustainability-based reputation strategies. 
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