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Resumo
This study investigates how empathy and responsible consumption drive consumer-brand
identification and influence consumer-based brand equity (CBBE) for companies aligned
with corporate social responsibility (CSR). Using validated scales and a quantitative,
cross-sectional design, data were collected from consumers (n=99) to explore the
relationships between CBBE and key business outcomes: purchase intention,
recommendation intention, digital engagement on social media, and trust in the brand. The
findings confirm that empathy and responsible consumption significantly enhance
consumer-brand identification, strengthening perceptions of brand alignment with ethical
and social values. CBBE, in turn, serves as a critical enabler of pro-social consumer
behaviors and strategic business outcomes. Companies authentically committed to CSR gain
a competitive advantage by fostering trust, engagement, and advocacy among socially
conscious consumers. These results emphasize the value of integrating CSR into a brand
identity and leveraging emotional and ethical drivers to amplify CBBE, using reliable
measurement tools to validate these insights and inform strategic brand management
decisions.


