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Abstract
Corporate Social Responsibility (CSR) is proving a bigger strategic instrument to organisations that aim at building stronger brand images and increasing consumer confidence especially in advanced markets like that of the United Kingdom. This dissertation examines how CSR activities affect brand image and consumer trust, including the relative effect of the environmental dimension, the social dimension and the ethical dimension of CSR activities. The study gives the positivist philosophy and a quantitative research method guided by the Stakeholder Theory, Social Identity Theory, and Theory of Planned Behaviour.
A total of 100 consumers in the UK were responded to using an online questionnaire as the source of the primary data. The survey was done through Likert-scale items as the perceptions of CSR practises, brand image, and consumer trust were measured. Data analysis was done with SPSS and descriptive statistics were used to test the proposed research objectives and hypotheses under the application of Pearson correlation analysis and multiple regression.
The results are CSR has a positive relationship with brand image and consumer trust. Environmental CSR was found to be the most influential predictor of the two outcomes and in this case, it has a very strong effect on consumer trust. Social CSR also assisted greatly in trust formation although ethical CSR acted mostly as an underpinning expectation other than a powerful differentiating variable. The findings also indicate that CSR accounts more of the variance of consumer trust compared to brand image which implies that judgements of trust are more directly correlated to the perceptions of responsible corporate behaviour.
The study makes its contribution to the current body of CSR research through offering the UK-specific empirical data and promoting the difference in the impact of the dimensions of CSR on consumer perceptions. Practically speaking, the results provide practical implications that organisations that would like to have efficient CSR strategies in place to improve credibility, brand image, and long-lasting consumer faith.
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[bookmark: _heading=h.gvqazy3095xf][bookmark: _Toc220378899]CHAPTER 1: INTRODUCTION
[bookmark: _heading=h.fgyktz4aqxea][bookmark: _Toc220378900]1.1 Introduction to Chapter
Corporate Social Responsibility (CSR) has developed to become a vital part of business strategy in the modern world, one that expresses the role organisations have regarding economic performance, social wellbeing and environmental sustainability. CSR involves corporate behaviour that is not limited to legal duties but responds to the demands of society, expectations, ethics, and others (Idowu et al., 2023). Simultaneously, brand image and consumer trust have become important factors in organisational success that affect customer loyalty, customer satisfaction and future competitiveness (Tahir et al., 2024). In the United Kingdom, the growth in regulatory levels, along with rising consumer behaviour, has put further pressure on the demands of responsible corporate behaviour. This chapter forms the contextual background of the study since it presents the background of CSR, justifying the problem of the research and explaining the direction that the research will take. It ends by giving the outline of the dissertation.
[bookmark: _heading=h.cfd49onfzbbq][bookmark: _Toc220378901]1.2 Background of the Study
CSR has also changed greatly in the last few decades, where it is now not seen as a philanthropic and compliant approach but as a strategy built deep into the overall business process. CSR is becoming worldwide associated with sustainable development, ethical governance and creation of long term values. The adoption of CSR has increased at a faster rate in the UK context, with organisations adapting to the demands of the stakeholders and aligning their strategies with the Sustainable Development Goals (SDGs) (Williams and Murphy, 2023). Modern CSR is considered to be a strategic investment as compared to the traditional form; it has the capacity to affect consumer perceptions and purchasing behaviour. Kuokkanen and Sun (2024) believe that the CSR initiatives being managed strategically create real value to the businesses by contributing to the credibility of the brand and the amount of money consumers will be willing to spend. 
There has also beena significant change in consumer expectations in the UK. It requires increased transparency, ethical performance, and sustainability in supply chains from customers. Holloway (2024) has emphasised that brand trust as a corporate operation is closely related to transparency when the CSR activities are well-informed and seem to be non-deceptive.
[bookmark: _heading=h.ooacacbak3oy][bookmark: _Toc220378902]1.3 Research Rationale / Problem Statement
The correlation between the CSR, brand image and consumer trust has become particularly relevant in the wake of the growing ethical sensitivity, the sustainability issues and the questioning of stakeholders. As Mammadov (2025) points out, CSR directly affects brand image, making it affect the way the consumer tends to estimate the credibility and moral commitment of the corporation. Nevertheless, even though the UK organisations invest a lot of money in CSR activities, most of them do not have a clear idea about how such practices should be translated into consumer trust and brand value.
Practically speaking, the UK companies tend to invest a lot of money and managerial resources in activities associated with CSR without tangible results of its applicability in shaping consumer behaviour. Kraus et al. (2022) emphasise that although CSR may have a beneficial influence on buying behaviour, its effects are different based on the awareness of consumers and their perception of authenticity.
The literature on the topic of CSR and consumer outcome is still dissociated academically. Most of the studies take cross sectoral or international outlooks whereby they cannot be applied to the UK market. According to Pereira et al. (2025), even though CSR is associated with organisational success among the UK SMEs, a lack of empirical understanding of the mechanisms of CSR continues to be limited.
[bookmark: _heading=h.9pyic2nsxdty][bookmark: _Toc220378903]1.4 Research Aim
The overall aim of this study is to investigate the impact of Corporate Social Responsibility (CSR) initiatives on the brand image and consumer trust of businesses operating within the UK market.
[bookmark: _heading=h.m22m4nwtyc6b][bookmark: _Toc220378904]1.5 Research Objectives
· To examine the relationship between CSR initiatives and brand image perception among UK consumers.
· To evaluate the effect of CSR on consumer trust in brands within the UK market.
· To identify which dimensions of CSR (environmental, social, ethical) most significantly impact brand image and consumer trust.
· To assess consumer awareness and attitudes toward CSR initiatives by UK businesses.
· To provide actionable insights for companies to enhance their CSR strategies for improved brand reputation and trustworthiness.
[bookmark: _heading=h.764k5kmd2st][bookmark: _Toc220378905]1.6 Research Questions
· RQ1: What is the relationship between CSR activities and brand image in the UK market?
· RQ2: How does CSR influence consumer trust in UK brands?
· RQ3: Which CSR dimensions have the strongest effect on brand image and consumer trust?
· RQ4: What is the level of consumer awareness regarding CSR initiatives in the UK?
[bookmark: _heading=h.4skanq4kzbw2][bookmark: _Toc220378906]1.7 Research Hypotheses
· H1: There is a positive relationship between CSR initiatives and the brand image of companies in the UK.
· H2: CSR positively influences consumer trust in UK brands.
· H3: Environmental CSR initiatives have a stronger impact on consumer trust compared to social and ethical CSR initiatives.
· H4: Higher consumer awareness of CSR activities leads to a more favourable brand image and increased trust.
[bookmark: _heading=h.9aigffcwhjve][bookmark: _Toc220378907]1.8 Significance of the Study
The research study has important scholarly, managerial and policy implications. Academically, it is a continuation of the literature on CSR because it includes UK-specific quantitative data on the connection between CSR and brand image and consumer trust. The study of specific CSR dimensions improves theoretical knowledge on the operation of CSR mechanisms in the mature consumer markets.
In a managerial sense, the findings will help businesses in the United Kingdom to design and prioritise CSR activities that will yield positive brand image and consumer trust. Evidence-based decision-making and the allocation of resources will be supported by a clear understanding of consumer perceptions. Besides, the study has policy implications, as it contributes to the need to ensure ethical and transparent businesses, as well as regulatory efforts that may lead to corporate accountability and sustainable development.
[bookmark: _heading=h.shge1yyv0cye][bookmark: _Toc220378908]1.9 Dissertation Structure
Five chapters have been organised in this dissertation. Chapter 1 provides the background of research, the purpose behind it and the mission. In chapter 2, there is a detailed review of literature in the field of CSR, brand image and consumer trust to analyse important concepts, theories and studies on the matter. Chapter 3 presents the research method, such as research design, data collection, and ways of analysing the data. The empirical findings are provided and analysed in Chapter 4. Lastly, Chapter 5 presents the results, summarises the findings, points out conclusions, and gives future research recommendations.



[bookmark: _heading=h.s702kwlgqsvn][bookmark: _Toc220378909]CHAPTER 2: LITERATURE REVIEW
[bookmark: _heading=h.i6snqe959io0][bookmark: _Toc220378910]2.1 Introduction to Literature Review
This literature review aims to critically assess the existing academic studies on the subject in the area of Corporate Social Responsibility (CSR), brand image, and consumer trust as the core variables of the current study. CSR has been highly identified as a strategic process by which organisations express ethical values and social responsiveness, thus affecting consumers' perceptions and behavioural outcomes. Brand image is the general consideration and appreciation of consumers towards a brand, whereas consumer trust is the confidence that the consumer has in the reliability and integrity of a firm. The existing research shows that CSR perceptions have a favourable effect on brand image and trust, and eventually lead to brand loyalty (Gilanlili and Erdoğan, 2022).
The chapter is the synthesis of theoretical and empirical literature that will provide a solid base for the research. It starts with the definition and conceptualisation of CSR, brand image, and consumer trust, as well as the discussion of the prominent theories that explain how they are interconnected. Next, empirical literature is examined according to research goals so that the areas of acknowledgement and controversy can be noted. Lastly, loopholes in the current literature are also recognised in order to explain why the current study is necessary and to guide the formulation of the conceptual framework and hypotheses.
[bookmark: _heading=h.gtljtm93rycs][bookmark: _Toc220378911]2.2 Conceptual Foundations 
[bookmark: _heading=h.9ke63dyow6cb][bookmark: _Toc220378912]2.2.1 Corporate Social Responsibility (CSR)
There has been a massive conceptual change in Corporate Social Responsibility, where the narrowly focused meaning of corporate social responsibility has changed to a wider strategic approach of corporate social responsibility as part of organisational governance. Old definitions of CSR focused on charitable and voluntary practices and social expectations other than profit maximisation. Nevertheless, the contemporary perspectives place CSR as a part of corporate strategy, which involves economic, social and environmental responsibilities in accordance with stakeholder interests (Bhaskar et al., 2023). 
The modern literature tends to have three conceptually inclusive dimensions of CSR, including environmental, social and ethical responsibility. Environmental CSR aims at minimising environmental effects by employing sustainable utilisation, minimising emissions and environmental management. Social CSR covers the issue of relationships with the employees, societies and the general society, such as fair labour practices, diversity and development of societies. 
Arguably, considering CSR as a single entity is dangerous, as it simplifies the roles that CSR plays in the mind of the consumer. Contextual and cultural factors can lead to the creation of different levels of consumer engagement and trust due to different CSR dimensions. The latter is of special concern to the UK, where consumer demands have been reformulated due to increasing awareness of climate change, consumer behaviour of ethical consumption, and corporate responsibility. Williams and Murphy (2023) believe that UK companies are keen on adopting the concept of CSR as part of their main strategies, particularly in line with the Sustainable Development Goals (SDGs), to remain legitimate and trusted by their stakeholders. 
[bookmark: _heading=h.m22578wdtdla][bookmark: _Toc220378913]2.2.2 Brand Image
Brand image is a general sense of perception, associations, and appraisal of a brand by the consumer based on both the first-hand experience and indirect data, like the corporate communication and corporate social responsibility efforts. This is unlike tangible brand attributes, where brand image is subjective by nature and socially constructed, and thus it is very sensitive to signals of CSR. According to Parris and Guzmán (2023), changing consumer demands have increased the conceptualisation of the brand, and CSR becomes a key contributor to brand image and equity. The literature draws the line between cognitive and affective aspects of brand image. Cognitive brand image is associated with the rational consideration of the attributes of a brand, including quality, reliability and competence among the consumers. 
Competitionally, high brand image is a strategic asset that identifies firms in saturated markets. Vuong and Bui (2023) emphasise that CSRs are valuable to the brand reputation and equity in that using these activities strengthens positive brand relationships among involved stakeholders. Nevertheless, there is a key discussion within the literature field which addresses the authenticity of brand image driven by CSR. 
[bookmark: _heading=h.usjvxaoogrgh][bookmark: _Toc220378914]2.2.3 Consumer Trust
Consumer trust has been broadly considered a foundation of long-term consumer-brand relationship especially in circumstances that are characterised by information asymmetry and perceived risk. All trust is the desire of consumers towards the ability of a brand to keep its promises and be responsible. Trust in CSR literature is the concept that is very often seen as a consequence of responsible behaviour and a way in which CSR can affect behavioural intentions.
Literature distinguishes between all types of trust: cognitive trust and emotional (affective) trust. Cognitive and emotional trust are based on rationales about the capabilities, trustworthiness, and dependability of a firm, and affections, benevolence, and congruence of values, respectively (Foroutan et al., 2022). CSR efforts have a part to play in both forms, showing moral dedication and social interest, then perceived risk is lessened, and emotional ties are enhanced.
Notably, trust is a mediating variable that is frequently used in consumer behaviour models. Karunasingha and Abeysekera (2022) indicate that the connection between corporate activities and consumer behaviour is mediated by trust, which implies that CSR is an influencer of behaviour indirectly by the formation of trust. Such a mediating position lies at the heart of the current research since it justifies the idea that CSR does not necessarily lead to positive consumer outcomes unless it manages to create trust.
[bookmark: _heading=h.o942yvq15tj][bookmark: _Toc220378915]2.3 Theoretical Framework
[bookmark: _heading=h.a7hxjqy2tp91][bookmark: _Toc220378916]2.3.1 Stakeholder Theory
The Stakeholder Theory is a general principle that organisations have a duty to those beyond just shareholders, to the communities, suppliers, customers, employees, and regulators. The main assumption of it is that in the long-term organisational achievement lies in the capacity of the firm to accommodate and fulfil varied stakeholder interests by responsible and ethical behaviour (Mahajan et al., 2023). In this context, CSR is not a nice activity but a strategic requirement, which determines the stakeholder perception and organisational legitimacy.
Compared to CSR and brand perception, Stakeholder Theory offers a great approach to the explanation of how responsible corporate practices are converted into reputational and brand-related results. This argument is furthered by Adewole (2024), who shows that brand reputation is changed into brand equity via the interaction and perception of stakeholders. It is argued that from this perspective, consumers are evaluative stakeholders and can evaluate CSR initiatives as a measure of corporate values and reliability. CSR efforts perceived to be real and with an orientation to the stakeholders enhance brand image and promote trust. 
[bookmark: _heading=h.2va44cj1jq9x][bookmark: _Toc220378917]2.3.2 Social Identity Theory
Social Identity Theory describes how people obtain some of their own self-concept through belonging to groupings and bonds encompassing associations with brands. According to the theory, people aim to preserve a positive social identity through belonging to a group or an organisation representing their values and helping to uplift their self-esteem (Mittal et al., 2022). When it comes to branding, consumers can associate themselves with the brands that reflect the ethical values, social responsibility and sustainability.
When applied to CSR, the Social Identity Theory implies that socially responsible brands would allow consumers to communicate their morale and social identities. Increased brand identification is likely to happen when the CSR activities of a brand are aligned with the personal values of consumers, e.g. whether they are environmentally conscious or socially just. This recognition is a boost to the emotional connection, brand image, and consumer confidence.
As empirically shown by Thomas and colleagues (2023), value congruence between consumers and brands have facilitates increased trust and supportive behaviours, such as positive word-of-mouth and loyalty. Arguably, the theory has put forth the fact that CSR does not have the same effect on consumer trust, where the effect of CSR on consumer trust is affected by the level of perceived value congruence.
[bookmark: _heading=h.lionaqhly5kx][bookmark: _Toc220378918]2.3.3 Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour offers an easier way of explaining a behaviour pattern with reference to the effect of attitudes in shaping intentions and later behaviour. TPB assumes that behavioural intention depends on three factors: behaviours towards the behaviour, subjective norms and perceptions towards behavioural control (Sujood et al., 2022). TPB can be used extensively in consumer research to explain ethical and sustainable consumption patterns.
In the context of CSR, TPB would imply that a positive disposition about socially responsible brands would enhance the intention of those who consume the brand to support such a brand through buying and promotion. The effect of CSR activities on attitudes is that it co-creates ideas about the ethical behaviours and contribution activities of a firm in society. Djafarova and Foots (2022) prove that the CSR-related attitudes and the perceived societal requirements have a significant impact on ethical consumption choices, especially among younger consumers.
[bookmark: _heading=h.f3jxl96bw57d][bookmark: _Toc220378919]2.4 Empirical Literature
[bookmark: _heading=h.vbrprkgdz8l][bookmark: _Toc220378920]2.4.1 Objective 1: CSR and Brand Image
Empirical evidence is significant to reinforce the argument that CSR initiatives do positively affect brand image in various situations. As seen in the world, Le et al. (2024) show that CSR improves the corporate sustainable performance by mediating factors such as brand image and brand loyalty. According to their results, CSR activities have a positive influence on brand prestige, indicating ethical orientation and long-term orientation, which enhances positive brand associations. This testifies to the principle that CSR is a reputational mechanism instead of a regulatory tool.
Similar findings, based on empirical studies in the European and emerging markets, also indicate that there are positive correlations between the CSR-brand image relationship. These analyses all indicate that the socially responsible firms are viewed as more trustworthy, credible and value-based, which reinforces the general brand ratings. The success of this relationship will, however, depend on the manner in which the CSR activities are communicated and received by associated parties.
Although a wide consensus on the positive role of CSR is present, inconsistencies arise when descriptive focus shifts to the perception of the stakeholders about the CSR message. Exploiting social media data, Maiorescu-Murphy (2022) finds massive contradiction among the stakeholders in the case of CSR communication, which is viewed as business-oriented as opposed to socially authentic. Some stakeholders perceive CSR communication as sincere; there are those who perceive the communication as a facade or opportunistic, and cancel out its effects on brand image. This contradiction reveals that CSR is not always beneficial to brand image, and its performance is determined by the understanding of sincerity, relevancy, and conformity to social values.
[bookmark: _heading=h.ymzenj6pkpms][bookmark: _Toc220378921]2.4.2 Objective 2: CSR and Consumer Trust
Consumer trust is a well-known empirical finding, generally regarded as a direct impact of a CSR initiative as well as a mediating factor with respect to the behavioural outputs of CSR. Tiep Le et al. (2023) present considerable empirical support that CSR has a positive impact on organisational performance under the moderating effect of brand trust and brand loyalty. Their results corroborate that CSR initiatives lead to the creation of trust through the perception of minimised risk and strengthen the faith towards the reliability and positive ethical intent of the corporate entities.
Some studies advance this argument by situating trust in the role of pre-condition to CSR effectiveness. The success of CSR initiatives might not affect consumer behaviour in the absence of trust, no matter how significant the scale and the financial outlay are. This supports the perception that CSR would have indirect effects on the outcomes of consumers, functioning through the formation of trust, but not by direct persuasion.
Nonetheless, recent empirical studies bring about a critical dimension into this relationship, which implies authenticity and transparency. According to Aidoo (2025), clear and genuine CSR communications are an ultimate determinant in creating long-term consumer trust and corporate image. Consumers can experience a lack of trust in CSR communication when it is not clear and consistent, and it turns out to have greenwashing features. This defies earlier postulations that CSR just generates trust and points out the conditional aspect of the CSR-trust relationship.
[bookmark: _heading=h.d3kz1fhbjqqk][bookmark: _Toc220378922]2.4.3 Objective 3: CSR Dimensions and Impact Strength
A growing body of empirical literature separates CSR into its various dimensions, namely, environmental, social and ethical and investigates their different effects. Tan et al. (2022) reveal that the dimensions of CSR do not bring equal corporate results to the company. Their results show that environmental CSR usually has a more powerful impact on financial and reputational performance than social and ethical activities, especially in situations when environmental concerns are relevant.
On the same note, Dathe et al. (2022) postulate that the heat is progressive environmental and ethical CSR dimensions are becoming more important as the newly introduced stakeholders are worried about global sustainability and the ineffectiveness of governance. Nevertheless, there are inconclusive empirical results. There is evidence that some social CSR programs, including employee welfare and community engagement, are more likely to produce more emotional reactions and trust than others, and that other research focuses on environmental responsibility as the leading source of desirable brand assessments.
These discrepancies indicate that there is no agreement on what dimensions of CSR have maximum effects on brand image and consumer trust. These results seem to be determined by the cultural values, regulatory environments, and consumer priorities. As an example, eco-conscious markets can emphasise more on the ecological projects, and community involvement can be valued in socially oriented markets.
[bookmark: _heading=h.nk1j0fuswd1h][bookmark: _Toc220378923]2.4.4 Objective 4: Consumer Awareness of CSR
Consumer awareness has been extensively declared as an important moderating factor within the CSR-consumer perception relation. Empirically, Hasudungan and Saragih (2023) establish that the relationship intentions are affected by the interaction of brand awareness and perceived CSR dimensions. Their results show that CSR initiatives have greater impacts on consumer perceptions in cases where consumers are familiar and cognizant of the same initiatives.
Nevertheless, awareness will not be sufficient. According to Clinton and Chatrath (2022), CSR initiatives of this nature do not always have the impact they are supposed to have due to communication issues. Weak messages, too much information and incongruent stories may inhibit consumer perception, cutting down the possible advantages of CSR investments. This implies that CSR awareness is not only a moderator but is also a function of the strategic communication effectiveness.
[bookmark: _heading=h.9p2mw0q9s5ou][bookmark: _Toc220378924]2.5 Conceptual Framework and Hypotheses Development
[image: ]
Figure: Conceptual Framework
(Source: Self-Developed)
The conceptual framework of this paper is developed in a way explaining the relationship between the Corporate Social Responsibility (CSR) dimension and two important consumer-related phenomena, brand image and consumer trust. CSR is considered a multidimensional independent variable, which involves environmental consumer responsibilities, social responsibilities and ethical responsibilities and brand image and consumer trust are used as dependent variables. Justification of this framework is based on the developed theories and empirical research, which guarantees theoretical strength and topicality to the UK market.
CSR initiatives have been found to act as an external signal by which organisations convey their values, priorities and long-term orientation to the consumers. Stakeholder Theory states that appropriate actions towards societal and environmental issues will increase the perception and organisational legitimacy of the stakeholders, and this will translate directly to positive brand ratings (Mahajan et al., 2023). As such, the CSR activities are likely to influence the brand image positively through an increase in cognitive and emotional attitude towards a brand by consumers. This theoretical argument may be used to justify H1, which states that there is a positive correlation between CSR and brand image.
Trust Company Consumer trust is placed as a paramount result of CSR interactions. Trust is built when the consumers infer that the actions of the corporations are ethical, transparent and congruent with the values that are communicated. Empirical evidence indicates that CSR programs decrease the perceived risk and strengthen assumptions regarding corporate trustworthiness, thus creating trust (Tiep Le et al., 2023). 
The framework also makes a distinction in the dimensions of CSR to explain their possibly unequal impact. The environmental CSR (e.g. sustainability and climate action) initiatives have become part of the core focus of eco-conscious markets and tend to be more noticeable and trackable than social or ethical ones. Previous research has revealed that environmental responsibility often has a deep impact on stakeholder perceptions because of their growing environmental consciousness and regulatory pressure (Tan et al., 2022). H3 is based on this theoretical and empirical line of reasoning and states that environmental CSR initiatives have a greater influence on consumer trust in comparison with the social and ethical CSR initiatives.
Lastly, consumer awareness is implicitly instilled into the framework as a reinforcing mechanism. The theory of planned behaviour implies that behavioural intentions and positive reactions increase when positive attitudes are developed through the perception and knowledge of CSR activities (Djafarova and Foots, 2022). 
[bookmark: _heading=h.n1k09sbkj0ah][bookmark: _Toc220378925]2.6 Literature Review Gap
Although there has been a wide body of research conducted worldwide discussing the linkage between Corporate Social Responsibility (CSR), brand image, and consumer trust, there are still gaps that have been identified in the literature. To begin with, a significant gap in quantitative research that empirically tests such relationships, UK-specific ones, is generally lacking. The available evidence relates mostly to the up-and-coming or cross-cultural settings, which restrict the extrapolation of the evidence in the UK, where consumer literacy, regulatory inspections, and the ethical demands are relatively elevated (Williams and Murphy, 2023).
Second, even though CSR is a multidimensional construct that is widely recognised, there exists a lack of empirical studies that compare the relative effects of the dimensions that comprise CSR environmentally, socially, and ethically on brand image and consumer trust systematically. Research tends to consider CSR as one aggregate factor and fails to distinguish the valuable differences in consumer reactions regarding certain CSR programs (Tan et al., 2022).
Third, there is incongruity in published evidence on the mediating role played by consumer trust. Some of the studies find that trust is a central mediation variable between CSR and consumer outcomes, whereas some of them find that they have conditional or weak effects in relation to authenticity, transparency, and context-based arguments (Tiep Le et al., 2023). 
[bookmark: _heading=h.hszyukgugy9z][bookmark: _Toc220378926]2.7 Chapter Summary
The chapter critically analysed theoretical and empirical literature that is pertinent to the core variables in the study, which include Corporate Social Responsibility, brand image, and consumer trust. The review defined CSR as a strategic, multidimensional construct that can influence consumer perceptions and trust via ethical, social and environmental programs. To determine the role that CSR initiatives play in the formation of brand image, the development of trust, and behavioural intentions, four theories- Stakeholder Theory, Social Identity Theory, and the Theory of Planned Behaviour were analysed.
Much of the empirical research gives positive support to positive relationships among CSR and brand image and consumer trust, but most of them show variations in terms of CSR authenticity, relative strength of CSR dimensions and mediating role of trust. The critical gap was defined in the scarce presence of quantitative studies unique to the UK and the lack of analysis of dimensions of CSR.


[bookmark: _Toc220378927]Chapter 3: Methodology
[bookmark: _5a8l76udf6fm][bookmark: _Toc220378928]3.1 Chapter Introduction
This chapter describes the impact of the CSR programs on brand image and consumer trust that authors researched in the UK. It demonstrates the stepwise process of designing, conducting, and analysing the data in a way that the research is credible, valid and scholarly. Researchers used the Research Onion proposed by Saunders et al. (2019), which contributed to the fact that they were able to justify every decision that they made, the things that they could have done to make it better, as well as the reasons why they selected.
The Research Onion would be an appropriate choice as it allows researchers to transition between ideas regarding how the world works and the real methods of how they collect information. Since they wanted to quantify what consumers believe and test the influence of CSR on brand image and trust, they adopted a deductive and quantitative design. This chapter outlines the plan of the research, the duration of the research, how they selected the sample, the survey, and data analysis and the research ethics and limitations.
[bookmark: _ho53u5qlsz9h][bookmark: _Toc220378929]3.2 Research Philosophy
Research philosophy refers to the beliefs and assumptions regarding the nature of reality, the process of establishing knowledge, and how researchers can determine whether the knowledge is reliable (Saunders et al., 2019). It provides a simple framework that determines the way a study will be designed, how data will be collected and analysed, and how the findings will be interpreted. Research philosophy is thus highly valued to maintain consistency in methods and high-quality academic research (Meinkovas, 2018).
Various philosophical perspectives are usually taken by researchers in business and management studies. Positivism asserts that reality is objective, visible, and measurable, and it tends to be concerned with testing hypotheses through the use of numbers (Park et al., 2020). Interpretivism observes the personal meaning and social perceptions and tends to use talk or interview techniques to understand the experiences of people. Pragmatism appreciates the working and problem-solving which is often achieved through a combination of approaches. Critical realism acknowledges the existence of an objective reality, but it also observes that social structures and context will influence the perception of such reality.
This study uses positivism. Positivism suits since the research would wish to examine the relationship between CSR activities, brand image, and consumer confidence using quantitative data of the UK consumers. The research is based on an existing theory and aims at testing well-known correlations rather than examining personal senses or developing new theories (Ali, 2024).
Researchers selected positivism as the study involves numeric variables such as CSR factors, brand image views, and consumer trust and are analysed using statistics, such as correlation and regression. The researcher also remains objective and independent to maintain a low level of bias. The reason behind the omission of interpretivism was that it is based on qualitative information that cannot be used to achieve the hypothesis-testing objective of the study. The pragmatism and critical realism were also not selected since the research does not apply a combination of methods, and also does not examine more profound structural forces that can be observed and measured.
[bookmark: _vs07qgekbope][bookmark: _Toc220378930]3.3 Research Approach 
The method of research demonstrates the relationship between theory and actual data in the research and informs them whether the theory is being tested or constructed in the research. It helps direct researchers in responding to research questions and deriving conclusions from the data, ensuring the alignment of theory and methods (Opie, 2019).
In management research and business, researchers tend to refer to three research methods. The deductive approach begins with a theory: researchers develop hypotheses using the available studies and validate them using data. The inductive method begins with data: researchers seek patterns in observation and construct a new theory on the basis of this (Pearse, 2019). An abducting method is a combination of the two: researchers alternate between theory and data in a loop to make the explanations better.
Researchers are employing a deductive research methodology. It is the basis of the assumptions on the theories and previous research regarding Corporate Social Responsibility (CSR), brand image and consumer trust to develop particular assumptions. Then they gather numeric information of the UK consumers to test the hypotheses and view the relationship between the set variables in a transparent, structured arrangement.
The deductive method is appropriate in this research as it applies the sound theory of CSR and branding and allows them to test the hypothesis with figures. It also allows them to generalise the findings to the rest of the UK consumer base (von Böhm-Bawerk and Leonard, 2024). Inductive and abductive methods have been omitted since they are more adequate in exploring new concepts or theory construction, and typically, qualitative data. These methods are not congruent with the ambition to interrogate familiar theory statistically
[bookmark: _dgb8zbnqd7bw][bookmark: _Toc220378931]3.4 Research Strategy
A research strategy is defined as the process of formulating the methodology that guides the completion of the research process (Oliva, 2019). A research strategy is the broad plan that demonstrates how the research will be conducted to respond to the research questions and achieve the mentioned objectives. It gives the procedures in the collection and examination of data and ensures the philosophy, approach and methods of study are all in balance.
Business and management research has a number of research strategies that are frequently employed. A survey strategy implies that many individuals are gathered using standardised data, typically through questionnaires. The case study approach is a method that examines a situation or a company in its actual size. Experimental research tests provoke the cause and the effect by manipulating the variables in controlled conditions. Ethnography is the study of social groups and social behaviours through observing and documenting them over an extended period (Johannesson and Perjons, 2021). Action research addresses actual issues through mutual collaboration with others, whereas grounded theory develops novel concepts based on qualitative data.
A survey research strategy and online questionnaire are employed in this study. One of the reasons why surveys are so frequent in Corporate Social Responsibility (CSR) research and consumer behaviour research is that they enable them to gather explicit, numeric data from a large number of different individuals within a short time. The approach proves to be perfect in understanding what consumers believe and feel about the CSR programs, brand reputation and trust in the UK market (Morgan et al., 2019).
A survey strategy is adopted as it allows them to quantify the feelings and thoughts of consumers using numbers and perform statistical tests. Surveys on the internet are also cheap in terms of money and time, and they have the capacity to reach the entire UK.  Authors did not apply case studies and ethnography as they apply to particular scenarios and are not sufficiently generalizable. Experimental strategies were also not used by them since the manipulation of exposure to CSR may create ethical concerns and would be challenging in this study.
[bookmark: _c924kyygtruq][bookmark: _Toc220378932]3.5 Methodological Choice
Methodological choice is defined as the choice of methods to be utilised in carrying out the research process (Ugwu et al., 2021). Methodological choice refers to the selection of the research methods to be applied in a study to collect and analyse data. It determines whether the research will adopt a qualitative research approach, a quantitative research approach or a combination of the two. It also reveals the general philosophical perspective of the researcher, the general research methodology and the general objectives of the study. The method that is selected is very crucial since it determines the way data is gathered, the way it is analysed and the way it is explained.
Methodological choices can be of many types, but the three most common ones are frequently applied in business and management research studies.  Quantitative methods involve the gathering of numerical data and the statistical examination of the connections between variables (Ghanad, 2023).  The methods, or data, that are collected by qualitative methods are non-numerical, such as text, pictures, etc., and generally thematic or interpretive in nature to examine meanings and experiences. Mixed methods are used to combine both quantitative and qualitative methods to provide a more detailed view of the research problem.
The paper employs a quantitative approach to examine consumer perception towards Corporate Social Responsibility (CSR), brand image and consumer trust. These data are based on structured survey questions, primarily Likert scale questions, which allow them to measure the same thing with all the respondents. The approach allows them to test associations between clear variables in the UK consumer environment.
Quantitative research would be the best approach to this study as it allows them to objectively measure variables and test hypotheses about anticipated relationships with statistics (Mohajan, 2020). It is also possible to generalise the results to a larger population, provided that the sample is selected properly. The approach is suitable in the positivist research philosophy and deductive approach adopted in the study. The reason why qualitative and mixed methods were not utilised is the fact that the research is aimed at testing hypotheses, rather than exploring consumer experiences. Also, time and resources were limited, and thus it was not practical to conduct interviews or use a mixed-method design.




[bookmark: _3jlyd6590mmp][bookmark: _Toc220378933]3.6 Time Horizon
This is the time for studying. It informs you whether you are going to gather data at a given point in time or over a prolonged period. A cross-sectional time horizon implies that you take a single capture of the opinions. A longitudinal time horizon implies that you gather data regularly over time in order to observe the changes. In this work, a cross-sectional time horizon is applied (Maier et al., 2023). At a particular point, researchers collect information and observe the current attitude of the UK consumers towards Corporate Social Responsibility, corporate image, and trust. The cross-sectional design is appropriate due to the lack of time, practicality, and concentration on the existing attitudes. The longitudinal approach was eliminated since it would require collecting data spanning a long period of time, and this is not covered by this study.

	Activities
	W1
	W2
	W3
	W4
	W5
	W6
	W7
	W8
	W9
	W10
	W11
	W12

	Drafting the research proposal
	
	
	
	
	
	
	
	
	
	
	
	

	Preparing aims and objectives of the research
	
	
	
	
	
	
	
	
	
	
	
	

	Examining the available literature
	
	
	
	
	
	
	
	
	
	
	
	

	Primary Data Collection
	
	
	
	
	
	
	
	
	
	
	
	

	Evaluation of Primary data
	
	
	
	
	
	
	
	
	
	
	
	

	Secondary Data Collection
	
	
	
	
	
	
	
	
	
	
	
	

	Evaluation of Secondary data
	
	
	
	
	
	
	
	
	
	
	
	

	Discussion and drafting final conclusion
	
	
	
	
	
	
	
	
	
	
	
	

	Final checking
	
	
	
	
	
	
	
	
	
	
	
	



Table 1: Gantt Chart
(Source: Author)
[bookmark: _s61fecuhfrvm][bookmark: _Toc220378934]3.7 Sampling Strategy
The research considers the UK citizens aged 18 and above who purchase products in the market and have some knowledge of Corporate Social Responsibility (CSR). With the selection of this group, researchers will ensure that individuals are able to provide good responses on CSR, perception of a brand, and its level of trust. This is the primary information that researchers desire to know. Researchers do purposive sampling, they are selecting participants to suit them. They locate them on UK social media. This is no chance, but researchers select individuals who are aware of CSR. Advertising on the internet enables us to target individuals across the UK within a short time and at a low cost. The plan is to recruit 120 people. This amount is sufficient to perform the mathematical operations that researchers should do, such as determining correlations and running a regression, but it is still realistic. The past studies employing similar methods had approximately an equal number of respondents. They are including only the citizens of the UK over 18 years old who understand the concept of CSR. Any person below the age of 18 or who is unaware of CSR is excluded. Although researchers will select the participants with care, this could reduce the extent to which the findings can be generalised to all people. This is observed, and it takes care of it when researchers are discussing the findings.
[bookmark: _ynou3uc463u8][bookmark: _Toc220378935]3.8 Data Collection Method
Data collection will be done through an online survey that will gauge the perception of the UK consumers towards Corporate Social Responsibility (CSR), brand image, and consumer trust. Most of the questions in the survey are Likert questions; individuals respond to statements based on the degree to which they agree with them (Putranto, 2019). This ensures uniformity of answers and makes them easy to analyse.
The survey comprises a few sections. The former section examines CSR areas, which are typical in research, and how a company responds to the environment, society, and ethics. The second section inquires about brand image. It requires individuals to provide ratings on the reputation and reliability of a brand. The third section inquires regarding the consumer trust: the degree to which a brand appears honest, reliable, and open. The final section makes inquiries into the knowledge and attitudes of people towards CSR. Researchers take the construct of known scales when possible to make the questions legitimate and significant.
It will also carry out a pilot study on a small group of people that resembles the group of people to intend to study before researchers gather sufficient data. The pilot will ensure that the questions are understandable, identify confusing areas and determine whether the scales are valid. The feedback will be used to make the questionnaire better, and the ultimate study will be more precise and less prone to mistakes.
[bookmark: _4as7e1czhzc7][bookmark: _Toc220378936]3.9 Data Analysis Techniques
All data analysis will be done on SPSS to ensure that the statistics are correct and consistent. The background of the respondents and the major trends in the variables will be presented by means of descriptive statistics (Izah et al., 2023). Correlation will be analysed on the relationship between strength and direction of CSR dimensions, brand image and consumer trust. The changes in brand image and consumer trust will be tested by multiple regression to determine whether the CSR initiatives predict such changes. Providing the data and model fit, it is also possible to use structural equation modelling (SEM) to test the more complicated associations between variables.
[bookmark: _ei0fmpirt1lm][bookmark: _Toc220378937]3.10 Ethical Considerations
Researchers will make sure that they comply with institutional research by seeking ethical approval before gathering data (Sivasubramaniam et al., 2021). The purpose of the study and the role of the participants will be explained to them with clarity, which will enable them to make informed consent. Participating is voluntary, and the participants are also free to withdraw without any penalty. Researchers will maintain anonymity and confidentiality of the participants; no personal identifiable information will be gathered or released. There will be no illusion, and the data will be stored safely and will be utilised strictly for academic purposes.
[bookmark: _66jnqgjuycm2][bookmark: _Toc220378938]3.11 Research Limitations
There are a number of limitations in this research. There may be a bias in self-reporting since the participants may not entirely represent their actions. Purposive sampling can also cause sampling bias, and this restricts the extent to which the results can be generalised to the whole population of the UK (Tajik et al., 2025). Also, the cross-sectional nature of the design does not allow us to make any causal links between CSR initiatives, brand image and consumer trust. The findings are accepted and considered in these limitations when interpreting the results.
[bookmark: _nkcr0y96cmp][bookmark: _Toc220378939]3.12 Chapter Summary
This chapter describes the methods of research developed with the help of the Research Onion. The decisions to adopt a positivist perspective, deductive approach, survey design, and quantitative methodology were based on the fact that they are the most suitable approaches to research the relationship between CSR, brand image and consumer trust in the UK. Ethics and limits of the study were also discussed, which made the work transparent. The data analysis and results will be illustrated in the following chapter.
[bookmark: _Toc220378940]
Chapter 4: Findings and Discussion
[bookmark: _Toc220378941]4.1 Chapter Introduction
This chapter shows and describes the empirical results of the research under consideration through the lenses of the quantitative analysis of primary data observed among the UK consumers. The chapter analyses the relationships among Corporate Social Responsibility (CSR) and brand image, and consumers trust using SPSS, correlation analysis, and multiple regression models. The outcomes are analysed on the context of the research objectives, hypotheses, and the conceptual framework elaborated in the previous chapters. As opposed to stating results independently, this chapter synthesises statistical evidence with the theoretical arguments to offer a clear picture of the effect of the various CSR dimensions on consumer perceptions and trust in the UK market.
[bookmark: _Toc220378942]4.2 Results of the Survey 
Descriptives
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	environmental_csr
	100
	2.00
	4.67
	3.6233
	.52897

	social_csr
	100
	1.67
	4.67
	3.3900
	.64971

	ethical_csr
	100
	2.00
	4.67
	3.4133
	.62157

	brand_image
	100
	1.33
	5.00
	3.3733
	.65182

	consumer_trust
	100
	2.00
	4.00
	3.3117
	.55740

	Valid N (listwise)
	100
	
	
	
	



The descriptive statistics also show the general perception of the respondents concerning the Corporate Social Responsibility (CSR), brand image and consumer trust in UK setting. All variables were measured at a five-point Likert scale where the relative scores of mean-values were more positive. The findings suggest that the overall attitudes are rather positive in all the constructs, but the perceptions can be stronger or weaker.
The highest mean score (M = 3.62, SD = 0.53) was registered within the framework of the Environmental CSR, which implies that the respondents partially identify with the idea that such companies strive to achieve a lower environmental impact, preserve the natural environment, and endorse sustainability. The standard deviation is somewhat lower indicating that the respondents have a reasonable degree of agreement with each other when it comes to environmental responsibility. Moderately positive perceptions are also observed in the ethical CSR (M = 3.41, SD = 0.62) and Social CSR (M = 3.39, SD = 0.65), albeit with slightly greater variance, which suggests more varied perceptions of ethical conduct behaviour and social activity by firms.
Brand image recorded an average score of 3.37 (SD = 0.65), which indicated a fairly positive appreciation of the companies in regards to reputation, reliability, and the overall image. The increased variance of the brand image response (minimum = 1.33, maximum = 5.00), indicates the presence of more respondents who have a positive perception of brands as opposed to more that have a negative perception. Consumer trust had the lowest mean across the constructs (M = 3.31, SD = 0.56) which showed cautiousness but generally positive trust ratings with respect to the reliability of companies, promise keeping, and trustworthiness.
Correlations
	Correlations

	
	environmental_csr
	social_csr
	ethical_csr
	brand_image

	environmental_csr
	Pearson Correlation
	1
	.409
	.495
	.418

	
	Sig. (2-tailed)
	
	.000
	.000
	.000

	
	N
	100
	100
	100
	100

	social_csr
	Pearson Correlation
	.409
	1
	.383
	.347

	
	Sig. (2-tailed)
	.000
	
	.000
	.000

	
	N
	100
	100
	100
	100

	ethical_csr
	Pearson Correlation
	.495
	.383
	1
	.366

	
	Sig. (2-tailed)
	.000
	.000
	
	.000

	
	N
	100
	100
	100
	100

	brand_image
	Pearson Correlation
	.418
	.347
	.366
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	

	
	N
	100
	100
	100
	100

	consumer_trust
	Pearson Correlation
	.505
	.420
	.399
	.365

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000

	
	N
	100
	100
	100
	100



	Correlations

	
	consumer_trust

	environmental_csr
	Pearson Correlation
	.505

	
	Sig. (2-tailed)
	.000

	
	N
	100

	social_csr
	Pearson Correlation
	.420

	
	Sig. (2-tailed)
	.000

	
	N
	100

	ethical_csr
	Pearson Correlation
	.399

	
	Sig. (2-tailed)
	.000

	
	N
	100

	brand_image
	Pearson Correlation
	.365

	
	Sig. (2-tailed)
	.000

	
	N
	100

	consumer_trust
	Pearson Correlation
	1

	
	Sig. (2-tailed)
	

	
	N
	100



The correlation analysis was done to analyse the strength of the relationships and the direction of the relationships between the three dimensions of Corporate Social responsibility (CSR) such as environmental, social and ethical and the outcome variables of brand image and consumer trust. The correlation coefficient used by Pearson was implemented and the findings associate a number of statistically significant positive associations, which show there are significant relationships between the study variables.
Environmental CSR has positive correlation to brand image (r = 0.418, p < 0.001) and a stronger positive correlation with consumer trust (r = 0.505, p < 0.001). These results point to more positive brand assessments and increased degree of trust between consumers and a positive relationship between perceptions of environmental responsibility. This implies that the UK consumers can have a preference to environmental programmes especially when making the judgement regarding the credibility and reliability of the corporations.
Brand image (r = 0.347, p < 0.001) and consumer trust (r = 0.420, p < 0.001) are also positively related to social CSR. These associations are not very strong, but still statistically significant, which means that it is more possible to consider the companies that seem to benefit society and community welfare as reputable and trustworthy. Nevertheless, the relatively insignificant correlations indicate that social initiatives can possibly be less significant than environmental practises.
There is a positive relationship between ethics CSR and brand image (r = 0.366, p < 0.001) and consumer trust (r = 0.399, p < 0.001). This implies that ethical behaviour, transparency and moral standards are related with enhanced brand perceptions and level of trust, but the degree of these associations is moderate.
Also, brand image per se is likewise positively related with consumer trust (r = 0.365, p < 0.001) implying that consumer that have positive perception of a brand will tend to trust it. On the whole, the correlations can be taken to prove existing relationships in the research framework and preliminary empirical evidence of Hypotheses H1 and H2. The findings support the need to conduct further research by using regression analysis in order to determine the degree to which each of the dimensions of CSR predict brand image as well as consumer trust.

Regression

	Variables Entered/Removeda

	Model
	Variables Entered
	Variables Removed
	Method

	1
	ethical_csr, social_csr, environmental_csrb
	.
	Enter



	a. Dependent Variable: brand_image

	b. All requested variables entered.




	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.482a
	.233
	.209
	.57986



	a. Predictors: (Constant), ethical_csr, social_csr, environmental_csr




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	9.783
	3
	3.261
	9.699
	.000b

	
	Residual
	32.279
	96
	.336
	
	

	
	Total
	42.062
	99
	
	
	



	a. Dependent Variable: brand_image

	b. Predictors: (Constant), ethical_csr, social_csr, environmental_csr




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.999
	.445
	
	2.244
	.027

	
	environmental_csr
	.325
	.132
	.264
	2.464
	.016

	
	social_csr
	.175
	.101
	.175
	1.736
	.086

	
	ethical_csr
	.177
	.111
	.168
	1.594
	.114



	Coefficientsa

	Model
	Collinearity Statistics

	
	Tolerance
	VIF

	1
	(Constant)
	
	

	
	environmental_csr
	.698
	1.432

	
	social_csr
	.790
	1.267

	
	ethical_csr
	.715
	1.398



	a. Dependent Variable: brand_image




	Collinearity Diagnosticsa

	Model
	Dimension
	Eigenvalue
	Condition Index
	Variance Proportions

	
	
	
	
	(Constant)
	environmental_csr
	social_csr

	1
	1
	3.952
	1.000
	.00
	.00
	.00

	
	2
	.021
	13.617
	.02
	.03
	.91

	
	3
	.016
	15.609
	.40
	.08
	.09

	
	4
	.010
	19.834
	.58
	.90
	.00



	Collinearity Diagnosticsa

	Model
	Dimension
	Variance Proportions

	
	
	ethical_csr

	1
	1
	.00

	
	2
	.26

	
	3
	.67

	
	4
	.07



	a. Dependent Variable: brand_image


A multiple regression was designed to assess how much the three aspects of Corporate Social Responsibility (CSR) including the environment, social, and in ethical dimensions can predict brand image. The total model was found to be statistically significant (F = 9.699, p < 0.001) meaning that a combination of CSR variables does have a significant amount of variance to be explained in brand image perceptions.
The model summary indicates that the R value of 0.482 and an R² of 0.233 implying that the environmental, social, and ethical CSR initiatives do explain an approximate of 23.3% of variance in brand image. The adjusted R² value of 0.209 which is to affirm the fact that the model still retains an explanatory power even after the number of predictors have been adjusted which affirms the model as a reasonably good model fit in a consumer behaviour context.
A study of the predictors of the individual means that only the environmental CSR is statistically significant in predicting brand image (β = 0.264, p = 0.016). It means that the more environmental responsibility is felt, the better the brand image ratings. Social CSR (β = 0.175, p = 0.086) and ethical CSR do not exhibit statistical significance at the 5% (β = 0.168, p = 0.114), though they both depict positive beta coefficients. This indicates that social and ethical activities do not have positive effects on brand image but with environmental CSR included in the model their effects are lesser than those of environmental CSR.
In collinearity diagnostics, there are no issues of multicollinearity because the tolerance values are all greater than 0.6, and values of variance inflation factor are far lower than the critical value of 5. In general, the results show that environmental CSR has a more significant role in brand image perception, which partially supports Hypothesis H1.
Regression


	Variables Entered/Removeda

	Model
	Variables Entered
	Variables Removed
	Method

	1
	ethical_csr, social_csr, environmental_csrb
	.
	Enter



	a. Dependent Variable: consumer_trust

	b. All requested variables entered.




	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.570a
	.324
	.303
	.46525



	a. Predictors: (Constant), ethical_csr, social_csr, environmental_csr




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	9.979
	3
	3.326
	15.367
	.000b

	
	Residual
	20.780
	96
	.216
	
	

	
	Total
	30.759
	99
	
	
	



	a. Dependent Variable: consumer_trust

	b. Predictors: (Constant), ethical_csr, social_csr, environmental_csr




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.913
	.357
	
	2.555
	.012

	
	environmental_csr
	.360
	.106
	.342
	3.406
	.001

	
	social_csr
	.194
	.081
	.226
	2.391
	.019

	
	ethical_csr
	.128
	.089
	.143
	1.439
	.153



	Coefficientsa

	Model
	Collinearity Statistics

	
	Tolerance
	VIF

	1
	(Constant)
	
	

	
	environmental_csr
	.698
	1.432

	
	social_csr
	.790
	1.267

	
	ethical_csr
	.715
	1.398



	a. Dependent Variable: consumer_trust




	Collinearity Diagnosticsa

	Model
	Dimension
	Eigenvalue
	Condition Index
	Variance Proportions

	
	
	
	
	(Constant)
	environmental_csr
	social_csr

	1
	1
	3.952
	1.000
	.00
	.00
	.00

	
	2
	.021
	13.617
	.02
	.03
	.91

	
	3
	.016
	15.609
	.40
	.08
	.09

	
	4
	.010
	19.834
	.58
	.90
	.00



	Collinearity Diagnosticsa

	Model
	Dimension
	Variance Proportions

	
	
	ethical_csr

	1
	1
	.00

	
	2
	.26

	
	3
	.67

	
	4
	.07



	a. Dependent Variable: consumer_trust


To determine the level to which environmental, social, and ethical aspects of the Corporate Social Responsibility (CSR) influence consumer trust, a multiple regression analysis was undertaken. The regression model as a whole was found to be statistically significant (F = 15.367, p < 0.001), and the dimensions of CSR as a block yield a solid explanatory capability of variations in consumer trust.
The model summary indicates that the R value of 0.570 and an R² of 0.324, which implies that a relationship can largely explain consumer trust with the 3 CSR dimensions which is 32.4%. The adjusted R² of 0.303 validates the fact that the model has a lot of explaining power after considering the number of predictors, which means that the model is strong in explaining behavioural studies in the context of CSR.
Evaluation of the predictors at an individual level reveals that the environmental CSR is the most powerful and the most meaningful predictor of consumer trust (β = 0.342, p = 0.001). This finding demonstrates that customers tend to have more confidence in businesses that they regard as eco-friendly. It can also be found that social CSR is another statistically significant predictor (β = 0.226, p = 0.019), which means that corporate donations to social well-being and involvement in communities have an upward effect on the level of trust. Contrary to this, ethical CSR is not a predictor of consumer trust with a significant effect (β = 0.143, p = 0.153), although the positive value of the beta coefficient shows positive but less strong correlations.
The diagnostics of collinearity ensure that there are no issues with multicollinearity because tolerance and values have surpassed the acceptable mantle and values of VIF are under the critical mark. Overall, the results indicate that environmental and social CSR activities are relevant in the creation of consumer trust, thus giving overwhelming support to Hypothesis H2 and mild support to Hypothesis H3.
[bookmark: _Toc220378943]4.3 Discussion
The results of the current research suggest that Corporate Social Responsibility (CSR) has a significant impact on determining consumer-related consequences in the UK market, but the effect of CSR is not equal among various dimensions and among various outcome variables. General attitudes towards CSR were moderately positive with environmental CSR having the best mean score. This trend is indicative of more general changes in consumer demands in which environmental sustainability has become a more relevant point of reference in measuring corporate behaviour. As studied by Khan and Fatma, (2023), in developed markets like UK where people are more aware of the issue of climate change and sustainability discourse, the consumers are likely to use environmental initiatives as a visible sign of corporate responsibility, credibility and long-term orientation. The statistical means of the environmental CSR being relatively larger than the social and ethical CSR implies that consumers might view the environmental practises as more real, quantifiable and verifiable in contrast to other types of responsibility.
From theoretical perspective, this closely relates to the Stakeholder Theory according to which organisations acquire a sense of legitimacy by addressing the most urgent issues of their stakeholders (Awa et al., 2024). In the present socio-economic environment, the factor of environmental responsibility has become a forefront stakeholder demand especially among consumers who are finding the aspect of sustainability closely related to corporate integrity. The moderate yet positive appraisals of social and ethical CSR indicate the relevance of the dimensions by implying they are not determining factors but minimum expectations (Gilanlı and Erdoğan, 2022). Ethical behaving and social contribution are not regarded as actively rewarded but supposedly and possibly rather fail or inconsistent, which is why the mean scores of these constructs are lower, and their variability may be higher as well.
This interpretation is further supported by the descriptive results of the brand image and consumer trust. The two constructs also show a moderately positive mean with the respondents having an overall positive but a certain reservation towards brands. The mean score of the consumer trust was the lowest of all variables, which indicates that trust is harder to build and might need to be supported and convincing CSR over a period. This reinforces other arguments in the existing CSR literature that trust is a delicate creation, which is influenced not just by corporate assertions alone, but also by congruence between values being said and behaviour being observed (Hayat et al., 2022). CSR can play the role of promoting trust indirectly and more a supportive tool that strengthens credibility in the event that other brand qualities are matched.
According to the correlation findings, early empirical justification of these interpretations has been conducted as the all of CSR dimensions correlate significantly with the brand image and consumer trust. The most significant correlation was observed between environmental CSR and consumer trust, then social and ethical CSR, which means that environmental ones can be a very powerful signal when consumers judge corporate reliability. The positive correlation between brand image and consumer trust is the further indication that positive brand images and consumer trust are also related, which supports the hypothesis that CSR would be added to a more comprehensive perceptual ecosystem instead of acting independently (Nguyen-Viet et al., 2024). These links reinforce the conceptual framework of the study that frames CSR as a concept that is multidimensional and can lead to consumer results in both cognitive and affective directions.
[image: Corporate Social Responsibility and Reputation]
Figure: Corporate Social Responsibility and Brand Reputation
(Source: Adapted from Nguyen-Viet et al., 2024)
Notably, another significant finding of the present study is that the effects of CSR are not symbolic only. Although CSR is frequently criticised as a tool of reputation, the statistically significant nature of the hypothesised relationships observed can be inferred to indicate that perceived efforts to sustain CSR do yield a meaningful response by the consumer. But the average nature of these relationship shows that CSR is not enough to completely drive brand image or trust. As opined by Sergeeva and Kapetanaki, (2022) CSR, instead, seems to be working in collaboration with other elements of the brand, like product quality, price, and the previous experience. This supports the claim that CSR needs to be perceived as enabling factor as opposed to standalone solution to establishing good consumer relationships, which opens the prediction effects to the affirmative discussion in the future.
Continuing on the associations between CSR and consumer outcomes, a more detailed picture of the functioning of various dimensions of CSR becomes evident in the regression results when the processes are analysed including each other. The correlation analysis indicated that a positive correlation between all CSR dimensions and brand image and consumer trust are all positive, but the regression analysis shows that not all of these correlations have an equal impact when they are overlapped with each other (Asmussen et al., 2023). This difference merits attention because it emphasises that consumer perceptions of CSR are not additive but discriminatory with some dimensions having a greater explanatory power than others, assuming the outcome under consideration.
With social and ethical CSR entered into the equation, environmental CSR is the sole significant predictor of brand image in the case. Regression model accounts the variation in the brand image seen to be about 23.3% (R2 = 0.233), meaning that CSR has a significant, but not a minimal contribution to brand perception. This observation supports the argument that brand image is a complex entity that occurs as a resultant combination of responsible behaviour, functional performance, and symbolic associations. Environmental initiatives seem to have the primary role in this mix, which can probably be explained by the fact that there is a high visibility of environmental initiatives and it is easily communicated by means of certifications, sustainability reports and a campaign addressed to people (Narayanan and Singh, 2023). By contrast, social and ethical CSR can be viewed as less salient, especially in those markets where ethical behaviour is seen as a minimum, and not a competitive edge.
The selective influence in this case can be explained by Social Identity Theory that states that consumers tend to be more inclined to identify themselves with the brands that help to define salient and socially deserving identities. The concept of environmental responsibility has become integrated with the sense of self-concept among consumers due to the growing role of younger and urban populations in the subculture and environmental conscious products become more appealing as identities with which they relate themselves (Irshad et al., 2024). Consequently, it is possible that, environmental CSR can contribute more power to brand image by allowing customers to demonstrate positive environmental values through brand attachment. Although viewed as negative, social and ethical initiatives could be less identity-signalling, unless seen as something extraordinary or original.
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Figure: Positive Benefits of CSR
(Source: Inspired from Irshad et al., 2024)
In analysing consumer trust, the explanatory power of CSR is further enhanced. It can be seen that consumer trust is more affected by CSR in terms of its regression (R2 = 0.324) than brand image: the regression model of consumer trust considers 32.4% of the variance. This difference presents similar theoretical arguments that trust is especially vulnerable to the sense of responsibility, openness, and commitments (Irawati et al., 2025). Trust is based on expectations of reliable and consistent behaviour as opposed to the brand image that could be affected by the marketing communication messages and linking to specific symbols. Social and environmental CSR initiatives may thus serve as source of credibility to decrease perceived risk cues and indicate organisational reliability.
The predictive validity of CSR is also stronger on trust, thus, cleverly aligned to the Theory of Planned Behaviour, which highlights the influence of attitudes and perception of the norm in influence behavioural intentions. The CSR activities (especially the environmental and social ones), can reinforce the positive perceptions of a company, and the expectations of normative behaviour of being a responsible company (Liu et al., 2025). In the long run, these sentiments may be converted to trust since consumers assume that an organisation that is ready to invest in larger societal interests would less likely practise opportunistic or immoral activities.
Nevertheless, the fact that CSR is only part of what is being explained in both models underscores a key limitation; CSR is not a replacement of core business competence. Responsible practises, the quality of products and services and ongoing consumer experiences eventually results in trust and brand image generation. CSR improves such results by buttressing credibility and legitimacy, but cannot offset basic failures in sound brand performance (Passas and Garefalakis, 2025). This observation highlights the strategic position of CSR as an integrative aspect of brand management as opposed to a stand-alone reputational instrument and forms the basis of further argumentation of the concepts of differential CSR impacts and managerial implications in the following section.
Another level of meaning is obtained when the relative performance of CSR dimensions is viewed against brand image and consumer trust because the comparison has shown significant differences in consumer cognitive and emotional processing of responsible business behaviour. Although environmental CSR always shows the most significant effect on both the outcome variables, its impact seems to vary in terms of nature as consumers assess a brand image versus choosing whether a brand can be trusted (Mansoor et al., 2025). This difference is paramount, as the fact that it does not imply that CSR would adopt any single psychological mechanism but has a number of perceptual pathways concurrently.
Within the setting of brand image, CSR seems to serve more a symbolic and reputational warning. The environmental programmes in particular give consumers readily recognisable gestures that can be hastily factored into the general brand assessments. Sustainable packaging, carbon reduction assertions and visible environmental markings can enable the consumer to classify the brands as progressive, responsible or forward-looking without necessarily having the nut and casual awareness of the operations of the corporate (Sharabati et al., 2023). This is a symbolic position which explains why the environmental CSR is important in predicting the brand image even with the inclusion of other CSR dimensions in the model. In its nature, brand image can be described as cumulative perception which is influenced by associations and not by profound scrutiny and this makes brand image highly sensitive to the observable and reportable CSR activities.
Consumer trust, on the contrary, seems to be more risk based and evaluative with respect to CSR. Trust entails the consumers having faith in the fact that a company will act in a stable and equitable manner in the corporate future, especially where the consumers are not entitled to complete information. In this regard, Jabeen et al., (2023) pointed out that green and social CSR programmes could serve as proxies of more general organisational values and governance standards. The consumers can be able to assume that the companies that are ready to spend money on the environment protection or social welfare tend to be more responsible in other areas as well, like product safety, data privacy or customer service. This informational process is closely related to the signalling theory, which opines that observable actions have the ability to reduce uncertainty by communicating unobservable attributes.
It is worth paying special attention to the fact that the weaker position of the ethical CSR at both regression models is expected. Even though the correlation between ethical CSR and brand image as well as with consumer trust is positive, it is not a key predictor when tested as an independent variable and when considered as an independent variable with environmental and social CSR (Koh et al., 2022). The fact does not mean that ethical behaviour is insignificant, but indicates that ethical behaviour could be viewed as a perceived minimum instead of a distinguishing quality. Consumers are encouraged to believe that company does not violate ethical standards in highly regulated and institutionally developed markets like the UK, unless proved otherwise. Due to this, ethical CSR can solely be salient in cases that it is not observed, serving as more of a hygiene factor rather than an addition of value.
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Figure: CSR and its impact on various business organisations 
(Source: Inspired by Dathe et al., 2022)
The present is in line with the concept of asymmetric consumer reactions as a total that negative ethical behaviour causes more effects on trust and image than positive ethical assertions. Ethical CSR can thus be just a defensive tool as it shields brands against negative perceptions instead of promoting them. Conversely, Watson et al., (2024) argued that the environmental and social ones can be considered proactive engagements which extend beyond mandatory regulation; hence they exert a more profound impact on the creation of positive consumer performances. This difference has significant consequences to the prioritisation and communication of CSR strategies implied to be that not all responsible activities bring about equal perceptual benefits.
The interaction among the dimensions of CSR also shows the significance of the dimension of coherence in CSR strategy. Consumers do not tend to judge CSR initiatives in vacuums, but rather they make holistic judgements on the perceived consistency between various facets of corporate behaviour. Non supported environmental programmes, or even ethical assertions which lack transparency, can be received sceptical reactions. Although the existing results do not indicate any multicollinearity, the moderate CSR dimensions correlations suggest that consumers are aware of mixed responsible behaviour (Dathe et al., 2022). This supports the thesis according to which CSR performance is influenced not just on the level of the single initiative but also how these initiatives are framed into a larger corporate discourse.
One significant implication of the results is the greater explanatory ability of CSR in the context of predicting brand image as compared to consumer trust since the difference in the findings indicates how consumers concerned with responsibility-related cues at various levels of appraisal. Though CSR is a significant predictor of both of these, it makes more sense, since it is a stronger predictive of the development of trust, that responsibility is the pivotal element of the judgments about credibility, as opposed to the overall brand perceptions (Gilanlı and Erdoğan, 2022). This can be witnessed by virtue of the fact that the CSR dimensions explain a greater percentage of consumer trust than brand image implying that the trust judgments depend more on ethical and social inferences derived or based on corporate behaviour. Conversely, brand image seems to be affected by more issues other than CSR such as marketing communication, competitive positioning and brand familiarity.
The relatively high influence of the CSR in creating trust supports the arguments made in the literature on relationship marketing that trust is created by the signals of long-term orientation and moral goal as opposed to short-term promotional messages. CSR programmes, especially those touching environmental conservations and social good would also work as a pointer that a company is ready to make investments in areas that lack the short-term financial pay-offs (Alakkas et al., 2022). Consumers may consider this willingness as a sign of trustworthiness and value congruency as which are essential elements of trust. This interpretation is empirically justified by the results of the regression as the model to explain consumer trust describes 32.4% of the variance (R2 = 0.324) implying that CSR is a significant factor to explain the formation of trust in the UK market.
The aspect of environmental CSR, specifically stands out as a steady and powerful metric in both outcome variables. Its importance in both of the regression models suggests that environmental responsibility is no longer an issue on the periphery to be an evaluative criterion. This eminence can be explained by the fact that the discourse of environmental issues becomes more institutionalised as the level of sustainability, climate commitments, and environmental reporting becomes highly visible and reviewed. The consumers can thus find some environmental CSR more authentic and less prone to symbolic manipulation than other dimensions of CSR. This influence is equally brought out by the fact that the environmental CSR also exhibits a statistically significant predictor of the brand image with the standardised beta coefficient of β = 0.264 despite including social and ethical CSR in the model.
Strategically, such findings are going to disrupt the belief that all activities of CSR bring the same amount of impact on consumers. Rather, they recommend a hierarchy of influence where the environment responsibility takes the centre-stage, then the social responsibility before ethical responsibility becomes more of a focusing expectation (Ismael, 2022). Such hierarchy does not in any way undermine the significance of ethical behaviour but rather redefines its position as a precondition of legitimacy as opposed to differentiation. Companies that do not act ethically may face dire consequences in terms of their image, and those companies who only reach ethical levels may not receive the attentive respect or brand recognition.
The results also raise crucial questions with regards to legitimacy and expression of CSR initiatives. Under the condition of consumers who are getting more and more suspicious of corporate motives, visible and performance-driven CSR activities might become interpreted as more authentic than theoretical ethical statements. Efforts of environmental initiatives can have visible results, like less packaging or carbon reporting, and this can increase the credibility of the environmental initiative (Mammadov, 2025). Though social initiatives are effective, they might need a better method of reaching the consumers to make them know and appreciate them. Ethical CSR in the meantime could need transparency and the consistency over the period to eliminate being viewed as verbal as opposed to being substantive.
Also, the results propose that CSR does not serve only as a reputation-enhancer, but as a system in which consumers consider the corporate intent and long-term orientation. The experimental finding shows that consumers will not react equally to the CSR initiatives and will seem to distinguish between the action that indicates sincerity and the one that is seen as the routine or expected one (Huo et al., 2022). This distinction becomes more pronounced in the fact that the consumer trust is formed more by environmental and social than by ethical CSR, as proactive responsibility dictates the formation of trust.
The greater explanatory dynamic of CSR in the consumer trust model of trust has contributed to the perception that trust is based on the perceived consistency and decreased risk but not brand positioning. Trust also assumes that consumers feel that a given firm will act in a responsible manner even when doing so becomes expensive. Visibility of investment and long-term orientation which is a typical feature of environmental CSR schemes might explain why they are the one affected most of all when it comes to trust judgements (Chavalittumrong and Speece, 2022). This has been manifested in the standardised regression coefficient of environmental CSR in prediction of consumer trust where it comes out the most significant predictor with β = 0.342. This outcome provides a hint that the environmental responsibility can be viewed as the proof of managerial foresight and organisational integrity which is also regarded as the significant elements of trust.
Social CSR also has a significant impact on creation of trust but less so. Projects associated with the community support and social well-being can appeal to the audience on the emotional level, promoting goodwill and moral alignment. Nevertheless, such efforts can be viewed as less closely connected to the reliability of corporations unless they are maintained and implemented into the most fundamental business processes. This difference makes it clear that a significant strategic point is that although social CSR may strengthen relational relationships, it may need to be reinforced regularly to transform into long-term trust. Ethical CSR, on the contrary, seems to act more of a threshold condition (Jusuf, 2023). Consumers might supposedly presuppose ethical behaviour and are not receptive to any active promotion of trust, only when its presupposition is broken, by which their condition may be substantially low thus.
A relatively less significant role of CSR in building a brand image further underpins this argument that the image formation depends on an extended range of variables. Whereas CSR has a positive effect on brand image, the regression model only gives an explanation of 23.3% of variance in brand image which reveals that the perception of brand image is influenced by a composite of communications to the market, brand heritage, competitive positioning, and consumer experience (Balqiah et al., 2023). CSR can thus build a better brand image, by strengthening a positive relationship, but will hardly rebrand brand perceptions on its own. This difference highlights the complementary as opposed to a dominant role of CSR in brands management.
From a managerial perspective, such results imply that the company ought to match the strategy of CSR to certain strategic goals instead of applying the same strategy. In case the overall idea is to reinforce consumer trust, environmental investments and socially and ethically beneficial efforts could be better-paid-off than general ethical stance policies. On the other hand, when the focus is on brand image improvement, CSR strategies ought to be combined with the branding and communication strategies in order to gain visibility and compatibility (Watson et al., 2024). Notably, ethical CSR should be viewed as the basis that helps to protect legitimacy instead of the promotion tool.
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Figure: Impact of CSR on Business Performance
(Source: Adapted from Jusuf, 2023)
The findings also suggest that the success of the CSR is predicated by the capacity of the consumers to perceive and have faith in the authenticity of the corporate behaviours. Where doubt of corporate messages is growing, it might be necessary to focus on the idea of transparency, third-party endorsement and quantifiable results, to make CSR efforts felt as genuine. In the absence of credibility, CSR efforts, regardless of being well-motivated may not produce any meaningful perceptual benefits.
Although the findings also provide a strategic significance of CSR in building brand image and consumer trust, they have to be viewed in the context of the study in a wider context, and under a wider contextual and methodological framework. Consumer perceptions towards CSR are subjective in nature and are shaped by personal values, cultural values as well as previous experience with the brand. Within the context of the UK, where regulation standards and debate heavily focus on the morality of behaviours and sustainability, the consumer can consider CSR with the prism of comparably high minimum-standard demands (Srivastava, 2024). This background could be another possible reason why ethical CSR, even with a favourable image, does not appear as a robust differentiator in predictive models. Ethical behaviour can be regarded as a steadfast necessity, as well as a tactical benefit, an expression of consumer maturity that declines the extent of cognitive influence of ethical assertions.
This explanation goes in alignment with institutional theory that argues that once some practises become institutionalised in an industry or a society, they no longer distinguish firms. The regulation, social norm and media scrutiny enforce ethical standards in the UK, such that consumers do not reward ethical standards, but instead, assume they are being met (Sheykhan et al., 2024). Therefore, ethical CSR could never be relevant unless the presence of perceived misconduct. This does not make it any less important but re-positioned its role as a line of protection instead of the promotion. Environmental and social CSR, on the other hand, are less someplace to meet expectations, but rather create new events and demonstrate a desire to take responsibility, thus have more of an impact on consumer attitudes.
One should also pay close attention to cross-sectional design of the study. The results only reflect the attitude of the consumer at one point in time and hence show the current attitude and not the assessing mechanisms of the consumer in the long run. Such phenomenon as trust is the dynamic construct and it is built on the repetition of interactions and behaviour in the long run. Although CSR programmes might help in the formation of the initial trust, there are high chances that maintaining the trust would depend on continued reinforcement by the continued operations performance and open communication. The follow-up relationships witnessed therefore should be viewed as information as to perceptual inclinations rather than stipulated causal directions. Longitudinal research may give a better understanding of the changing perception of CSR and their relationship with the changing corporate behaviour and events.
The other relevant factor is associated with the consumer awareness and perception of CSR initiatives. CSR success is not solely determined by the activities that are made by the firms but by the manner in which such activities are interpreted and perceived by the consumers. The discrepancies in access to information, media appearance, and distrust in corporate messages might condition the extent to which CSR initiatives will have a certain impact on brand-specific results (Safeer and Liu, 2023). More informed or more critical consumers may also be stricter with CSR claims and others may use more superficial indications. This heterogeneity implies the fact that the effects of CSR cannot be homogenous in all segments of consumers, which supports the necessity of focused and explicit communication models.
The combination of these processes also shows the relevance of coherence and consistency in CSR strategy. Customers are becoming more proficient at recognising differences in company rhetoric and real behaviour. In the case that the CSR activities are viewed as incoherent or exploitative, the beneficial influence of the same may suffer or may exactly be inverted. This strengthens the position that CSR must be incorporated into organisational core values and processes as opposed to being an outside or ceremonial one (Alhouti et al., 2024). Authenticity thus stands as a significant mediator of CSR performance and it determines whether responsible behaviours will have desirable consumer consequences.
Although the findings also provide a strategic significance of CSR in building brand image and consumer trust, they have to be viewed in the context of the study in a wider context, and under a wider contextual and methodological framework. As opined by Widjaja, (2025) Consumer perceptions towards CSR are subjective in nature and are shaped by personal values, cultural values as well as previous experience with the brand. Within the context of the UK, where regulation standards and debate heavily focus on the morality of behaviours and sustainability, the consumer can consider CSR with the prism of comparably high minimum-standard demands. This background could be another possible reason why ethical CSR, even with a favourable image, does not appear as a robust differentiator in predictive models. Ethical behaviour can be regarded as a steadfast necessity, as well as a tactical benefit, an expression of consumer maturity that declines the extent of cognitive influence of ethical claims.
This interpretation is consistent with the institutional theory, indicating that once some practises are institutionalised in an industry or society, they stop their capability of differentiating firms. The UK encourages ethical standards through regulation, media attention, and the social norms as well, so consumers reward conformity to their social norms instead of encouraging it. Therefore, ethical CSR can in turn only be considered when there is perceived misconduct. This does not downplay its significance but reinvents its role as counter-productive as opposed to promotional (Safeer and Liu, 2023). By comparison, environmental and social CSR are realms on which companies may not only achieve more than they need to, and become a driver of novelty and espousal responsible behaviour, but also leave a larger impact on consumer minds.
The study design is also cross sectional hence this should be put into heavier consideration. Such observations are one-point in time and thus based on current attitudes and not long-term appraisals among consumers. Specifically, trust is a dynamic phenomenon which evolves as time passes and as interactions occur across some period of time. Although CSR activities might lead to trust development in the first place, it is most probable that sustained trust building should be based on the reinforcement of the first option with operational performance and open communication (Sun and Yoon, 2022). The relationships that have been observed should therefore be viewed as evidence of a predisposition to perceptions even though they are not necessarily causal routes. The longitudinal study would be more informative as far as understanding the way in which CSR perceptions change and how they interact with the change in the behaviour of corporations and the external events.
The other consideration is associated with the consumer cognizance and perception of CSR programmes. CSR does not only rely on what firm do when they are pursuing this practise, but the response of consumers to the actions (Citra et al., 2025). The disparity in access to information, exposure to media and doubtfulness towards corporate communication might determine the extent to which CSR efforts bring about brand related effects. More informed or more criticising consumers might assess CSR statements with more rigour whereas others might use superficial indicators. This heterogeneity implies that the impact of CSR is not likely to be consistent in all groups of consumers, which supports the necessity of specific and overt communication approaches.
Theoretically, the results highlight the importance of a multi-theoretical approach to the analysis of the CSR results. The Stakeholder Theory allows understanding the reasons why studies in environmental and social issues lead to the greater legitimacy, and the Social Identity Theory clarifies why CSR gives consumers an opportunity to identify with a brand that shares their values. The Theory of Planned Behaviour also explains how the presence of positive attitudes towards CSR perceptions could lead to the impact on trust-related intentions (Tahir et al., 2024). When combined, these points of view imply that the working mechanism of CSR is a system of interrelated cognitive, emotional, and normative processes.
These mechanisms have an interaction which also defines the significance of coherence and consistency in CSR strategy. Consumers are becoming highly skilled in demonstrating discrepancy between corporate messages and real behaviour. A perception of fragmentation or opportunism in the activities of CSR can undermine the positive effect or turn it back. This builds the argument that CSR must be incorporated into fundamental organisational values and decision making as opposed to it being an external or symbolic undertaking (Oliveira and da Silva, 2026). Authenticity, hence, becomes a mediator of crucial CSR performance, which influences the percentage whether responsible behaviours bear positive consumer results.
Overall, the results of this study lead to the more sophisticated perception of the working mechanism of Corporate Social Responsibility in contemporary consumer market, mainly when the expectations regarding the responsibility are already in development. Instead of a homogeneously potent engine of consumer imagination, CSR turns out as a differentiated and conditional driver the effectiveness of which should also be determined by visibility, perceived sincerity and compatibility with current societal issues (Broccardo et al., 2023). This view questions the overly naive beliefs that CSRs programmes are intrinsically all transformed into better brand image or trust but rather underlines the significance of prioritisation of strategies and cultural responsiveness.
Among the key lessons learned during the analysis, it seems that CSR has the best chances of producing an impact when it tackles the issues which are perceived by the consumers as urgent, tangible, and consequential. The issue of environmental responsibility, in particular, is one of the spheres where the corporate activity is strictly observed and easily read as a signal of the long-term attachment. This visibility is based on wider social trends where the environmental sustainability has ceased to be a marginal, minimal factor of concern, orienting it to central, evaluative criteria (Alhouti et al., 2024). Therefore, the environmental CSR has a higher chance of influencing the cognitive evaluation or brand quality and influencing the affective judgments of the trust. The aspect of social responsibility is also beneficial, especially towards establishing an emotional bond and moral congruence although it may be influenced by the perceived level of involvement and persistence in the process.
Meanwhile, the comparatively inferior position of ethical CSR points to a critical paradox of responsible business practise. Ethical behaviours are the main source of legitimacy in organisations, but it may cease being a source of differentiation in markets where regulatory controls are high and consumers are consumers who are well informed. Ethical CSR is, therefore, seen to stabilise in that it safeguards companies against negative publicity but it does not really boost the positive perception of companies (Nugroho et al., 2024). This observation supports the observation that responsible business behaviour is practised on various levels, with certain activities as bearing prerequisites and other practises as strategic benefit opportunity.
The study also highlights the relationship of brand image and consumer trust, which is interconnected. These constructs seem to be analytically different, but mutually reinforcing in a reciprocal relationship where trust is built upon positive perceptions of a brand and the relationship between trust and the overall brand perceptions facilitates strong evaluation. CSR helps in improving this relationship by becoming a signal of credibility that helps to minimise uncertainty and facilitate positive inferences about corporate motives (Al-Shammari et al., 2022). Nonetheless, CSR per se cannot help to maintain good brand-consumer relationships. Its success relies on its pledging with the main business practises, delivering on promises and merging the values that are being communicated and the behaviour itself.
Overall, the findings propose a re-evaluation of the CSR success measurement process. Instead of crawling on presence or absence of CSR initiatives, more care should be taken on how consumers perceive such activities and integrate them in their decision-making activities. The perceptual prism defined by CSR might differ depending on which consumer groups, industries or even specific cultures and so single size fits all strategy is likely to be ineffective even when it comes to CSR. Companies that have business existence in the UK market can thus leverage on customising CSR programmes to consider the stakeholder priorities whilst maintaining an openness and uniformity of all the factors of operation.
[bookmark: _Toc220378944]4.4 Chapter Summary
In this chapter, the survey data were analysed to determine the effect of the CSR dimensions on consumer trust and brand image. The results show that environmental CSR is positively related to both outcomes, and the effect of CSR is the most effective with the environment dimension, especially in the development of consumer trust. Social CSR also showed a significant contribution, but ethical CSR was nothing but an underlying expectation and not a robust predeterminant. It was pointed out that CSR effects are context-dependent and differentiated and that visibility, credibility and alignment to the consumer values are also vital. These understandings offer good empirical basis on the findings and suggestions given in the next chapter.


[bookmark: _Toc220378945]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc220378946]5.1 Conclusive Remarks
This study aimed at analysing how Corporate Social Responsibility (CSR) has contributed to brand image and consumer trust in the United Kingdom market, specifically, the varied functions of environmental, social, and ethical CSR aspect. Because of the existing theories and with the help of quantitative analysis, the study offers empirical evidence about the interpretation and perception of responsible business activities by consumers in a highly-regulated environment of a mature market.
The results indicate that CSR is quite a significant factor in consumer perceptions formation, yet its impact is not uniform and absolute. In general, the instruments of consumer perceptions toward CSR, brand image, and consumer trust reflected moderately positive values, which means that responsible practises are identified and appreciated. Nonetheless, the power of CSR differed on the dimensions and outputs. The most persuasive influence was always of the environmental CSR, which had a great influence on brand image and consumer trust. This implies that environmental responsibility is now an evaluative judgmental parameter amongst UK consumers representing a general societal anxiety over the aspects of sustainability and climate-based problems. Social CSR also played out favourably especially with regard to consumer confidence, and the need to commence community involvement and societal welfare programmes in enhancing trust and relationship with consumers.
Conversely, ethical CSR is a perceived source of positive effect, but again on analysis in relation with other dimensions of CSR showed no strong predictive effect. This observation implies ethical behaviour can be regarded as a minimum requirement and not a discriminating element in the UK market. It seems like ethical behaviour is more of a legitimacy-saving mechanism, which helps organisations avoid reputational losses and does not serve to improve brand image or trust. This difference supports the idea that not every CSR project brings similar results in terms of perceptual value and that consumers adopt a hierarchy of relevancy and visibility in making judgments about responsibility.
Another significant difference between brand image and consumer trust as outcome variables is emphasised by the study. Although both CSR and contribution to variance show a positive contribution, and thus, more trust judgement is based on judgments about responsible and long-term orientated behaviour. In comparison, brand image is created on a wider basis of factors, which encompass marketing communications, brand heritage, and the previous consumer experience. CSR thus is characterised as a supplementary, but not dominant, influence on brand image, strengthening positive, but not creating brand image.
Theoretically, the results can be used to support and extend the literature already existing by proving that CSR has multiple effects on consumer outcomes including legitimacy building, value alignment, and risk reduction. The current study provides a more subtle insight into the functioning of the various types of responsibility in the consumer decision-making process through a multidimensional approach to CSR. In practise, the results imply that businesses need to implement a more planned and focused strategy towards CSR, making activities in accordance with what stakeholders anticipate seeing and requiring openness and uniformity in the reporting.
This study is therefore useful both in the scholarly and managerial realm, in showing evidence that CSR can best be accessible when its visibility, credibility, and audacity remain consistent with societal priorities. Instead of being an independent reputation tool CSR must be integrated into wider organisational strategy and values so as to produce sustainable benefits in terms of brand image and consumer confidence. The insights that come out give a strong basis of future research and informed decision making on responsible business practise.
[bookmark: _Toc220378947]5.2 Recommendations
Recommendation 1: Prioritise Environmental CSR as a Strategic Differentiator
Environmental CSR initiatives are one of the primary elements that organisations in the UK market should focus on as part of their brand building and trust initiatives. As the findings show, the effect of environmental responsibility on brand image and consumer trust is the most influential one, which implies that the actions centred around the focus on sustainability appeal best of all to consumers. Companies ought to invest in quantifiable green policies like carbon reduction, sustainable sourcing and environmentally-friendly packaging that is underpinned by transparent reporting and third-party certification (Huo et al., 2022). Through articulation of palpable environmental impacts, organisations are able to build credibility and increase consumer confidence in addition to harmonising the operations with the mounting pressure in the society as well as the regulatory sphere on matters of sustainability.
Recommendation 2: Integrate Social CSR to Strengthen Consumer Trust
The companies must have social CSR programmes that are part of the business strategy in order to create strengthened consumer confidence and emotional attachment. The results suggest that social responsibility has a positive impact on trust, especially within the context of efforts that are aimed at the society and the well-being of communities. Aldalaty and Piranej (2024) also suggest that companies need to ensure that social CSR is consistent and embedded in the process of operational decisions; it should be oriented on long-term social involvement instead of short-term charitable involvement. Social initiatives should be brought into the awareness of consumers clearly and deliberately to avoid scepticism. Authentic and long-term social CSR can help build stronger consumer-brand relationships by instilling trust.
Recommendation 3: Treat Ethical CSR as a Foundational Requirement, Not a Promotional Tool
Ethical CSR must be viewed as an fundamental need to ensure organisational legitimacy and not central differentiating device. It can be inferred that ethical behaviour is commonly anticipated by the consumer and does not significantly influence brand image / trust except when it is violated. According to Fedotova et al., (2023), To avert reputational risk, organisations should thus make sure that they have a strong ethical governance, transparency, and compliance systems that are well established. Rather than doing promotional messages, companies should work on promoting consistency in ethical behaviour with evident policies and accountable set-ups. This will protect the consumer confidence and help the environmental and social CSR efforts to provide more strategic value.
[bookmark: _Toc220378948]5.3 Linking with Objectives
Objective 1: To examine the relationship between CSR initiatives and brand image perception among UK consumers
This objective was met by the use of descriptive statistics, correlation analysis, and multiple regression analysis in the Findings and Discussion chapter. The results of Pearson correlation indicated significant positive relationship between the CSR dimensions and brand image whereas regression analysis revealed that environmental CSR was a significant predictor. These results were highly critiqued against the available branding and stakeholder literature.
Objective 2: To evaluate the effect of CSR on consumer trust in brands within the UK market
This objective was addressed by correlation and regression analysis of the relationship between CSR dimensions and consumer trust. The findings indicated strong positive relationships, where environmental and social CSR were found to be important predictors of trust. The combined findings and discussion chapter interpreted these findings and findings with trust theory and relationship marketing perspective.
Objective 3: To identify which dimensions of CSR most significantly impact brand image and consumer trust
This objective was fulfilled through the standardisation of regression coefficients used in two models in predicting brand image and consumer trust. Environmental CSR was the most predictive and one of the most consistent, then social CSR, and ethical CSR had a fundamental role. The difference effects were critically discussed and related to uncubical literature on CSR dimensionality.
Objective 4: To assess consumer awareness and attitudes toward CSR initiatives by UK businesses
This objective was attained with the help of the descriptive statistical study of the variables connected with CSR, which reflected the attitude of the respondents and their overall perception of corporate responsibility. The issue of mean scores and variability with respect to CSR dimensions gave a clue into the level of consumer awareness. These results were elaborated concerning the expectation of consumers and institutional and regulatory environment in the UK.
Objective 5: To provide actionable insights for companies to enhance CSR strategies
This objective was met in the Conclusion and Recommendations chapters where empirical results were converted into a practical way of advising the UK businesses. The suggestions were aimed at the prioritisation of environmental CSR, enhancing social activities and ethical adherence. These were insights that were backed by statistical evidence that were also on the same level with the managerial and strategic implications.
[bookmark: _Toc220378949]5.4 Limitations
This study has a number of limitations that should be noted despite the valuable information that it offers. To start with, the study took a cross-sectional design where the impressions of consumers were captured at a specific time. This led to the fact that changes in the attitude towards CSR, brand image, and consumer trust over time could not be considered. Second, there is the possibility of response bias and this is because the information could have been a self-reported survey and thus respondents might give answers based on social desirability or even their own interpretation of the concepts of CSR. Third, the sample is large enough to be statistically analysed but might not help to generalise the results to the whole population of consumers in the UK. Besides, the research only focussed on quantitative analysis techniques thus limiting propositions on the underlying motivations and understanding of CSR programmes among the consumers. Lastly, the influence of external factors like brand familiarity, type of industry and previous experiences of the consumers was not under control and this could have affected the perception and assessment of the respondents.
[bookmark: _Toc220378950]5.5 Future Scope
Future studies may build on this study by adopting a longitudinal design to investigate the alteration of consumer perceptions of CSR and trust over time. Adding the qualitative approach, including interviews or focus groups, would help to get more insights into how consumers understand CSR authenticity and credibility. More research might be attempted to identify industry specific CSR impacts or to test out moderating factors like ecological awareness and brand recognition. The sample should have been expanded, and the comparison should have been based on cross-country to increase its generalisability and give a more comprehensive picture of the effectiveness of CSR in various market settings.
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