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[bookmark: _Toc213374719]1.1 Proposed Title
The Impact of Corporate Social Responsibility on Brand Image and Consumer Trust: A Quantitative Study on the UK Market
[bookmark: _Toc213374720]1.2 Background and Rationale
Background of the Study
Corporate Social Responsibility (CSR) is a modern part of the business strategy in the world especially in the United Kingdom where the value of socially responsible business practises is being rated highly by customers and stakeholders. CSR describes the efforts by corporations to ensure that there is proper management of the social, environmental and economic impact of their business activities. When the UK businesses are concerned, employee involvement into CSR programmes increased by 25% in 2023, highlighting the rising internal interest in CSR (Benevity, 2024). In addition, 2/3 of the UK firms actually invest in CSR activities and 64% of chief executives consider CSR as central to the business.
Such an increased attention to the CSR is in line with consumer demands regarding ethical behaviour, transparency, and social responsibility and, hence, it shapes the attitude towards brand image. When businesses engage in responsible practises, brand image which is a measure of consumer perceptions and attitudes towards a brand is positively influenced. According to empirical research, the relationship between CSR involvement and brand allegiance and consumer trust, which are essential assets in competitive markets, improve (Glaveli, 2021). Indicatively, the UK companies that practise active CSR, tend to have greater customer retention and advocacy. The connexion between CSR, brand image, and consumer trust is a dynamic and developing field of scholarly and practical concern whose existing evidence is starting to solidify in favour of positive relationships. However, there are still gaps on what exactly are the CSR dimensions that have the most profound effects on brand perception and trust in consumers of the UK. This paper is aimed at filling that gap in a quantitative fashion, providing businesses with practical information to optimise their CSR endeavours in order to have the greatest impact.
Research Rationale
The growing role of CSR as a determinant of consumer behaviour makes it dire that companies in the UK understand its exact influence on brand image and trust. Although the available literature recognises overall advantage of CSR, the peculiarities of UK market require specific research to determine major drivers and inhibitors in the social responsibility-consumer perceptions nexus. The rationale of the current research is to measure the impact of various dimensions of the CSR, including environmental campaigns and social and ethical initiatives, on the consumer attitudes and loyalty within the UK environment.
Additionally, with the increasing demands of stakeholders to disclose more and more information about CSR practises and to make these practises more authentic, companies are under pressure to act, as well as to speak about their ethical commitment in a more efficient way (Freeman and Velamuri, 2023). This paper addresses that challenge by answering the question of how consumers view the process of revealing CSR and how the perception is transformed into trust and brand loyalty. The awareness of such dynamics may help companies to create a specific approach to CSR which may become the means of strengthening competitive edge and promoting sustainable development of business. The analysis of this paper is expected to provide insightful information to the academic world and to offer sensible advice to the business organisations operating in the UK trying to adapt to the changing environment of corporate social responsibility.
[bookmark: _Toc213374721]1.3 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: _Toc213374722]1.4 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: _Toc213374723]1.5 Research Questions and Hypotheses
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?
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: _Toc213374724]2. Literature Review
[bookmark: _Toc213374725]2.1 Key Themes and Theories
Corporate Social Responsibility (CSR) has come out as an imperative business principle among organisations aiming to create sustainable brands and consumer confidence. Some of the major themes in CSR studies relating to brand image and consumer trust are ethical business actions, stakeholder interests, corporate transparency, and alignment of business practises with the values and norms of the society. All these themes drive home the point that CSR is not an act of philanthropy, but it is now known to be a strategic imperative, which influences the image of a company as well as consumer behaviours.
Among the key themes is the ethical aspect of CSR that mandates that companies should be responsible through adherence to the human rights, safeguarding the environment and observing best labour practises. Ethical CSR creates brand image by communicating the social goodwill more than profits and interests of a company, and appeals to ethically concerned consumers. A study by García-Rosell et al., (2023) shows that consumers with high perceptions of a brand adopting a high level of ethical positioning tend to have positive attitudes, brand loyalty, and trust towards the brand. Ethical CSR also eliminates the adverse images of the company in times of crisis thus ensuring brand equity is maintained.
[image: Stakeholder Theory]
Figure 1: Stakeholder Theory
(Source: Awa et al., 2024)
CSR has a theoretical framework that is based on the stakeholder theory. It holds that organisations should ensure they meet the interests and values of every stakeholder and not just shareholders to succeed in the long run. This involves customers and employees, suppliers and communities, as well as regulators (Awa et al., 2024). This theory educates CSR strategies that lead to uptake of stakeholder expectations thus positively impacting the brand image where the stakeholders feel that they share their values. Being transparent in communicating efforts of CSR creates trust in the sense that it will lessen information asymmetry and signal accountability.
The other relevant theme is how it builds consumer trust using CSR communication. Trust is built when CSR activities are considered genuine, uniform and in accordance with core values of a brand. As explained by Afandi et al., (2023), the consumers establish cognitive and emotional confidence which leads to experiential relationships with the brand. Trust also lowers the perceived purchasing risk which is in turn a motivator to brand loyalty.
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Figure 2: Social Identity Theory
(Source: Ma and Kaplanidou, 2021)
The Social identity theory can be used as an indication of consumer-brand relationships in the CSR framework. It implies that consumers use self-classification and categorising others into social groupings to obtain a part of their identity through being part of the group (Ma and Kaplanidou, 2021). When the CSR values of a brand reflect the social identity of consumer or consumer ethical values, consumers develop more affinity and trust in a particular brand. This fan-match makes brand image stronger because consumers think that the company is a kind of continuation of their values and identity and supports loyalty and advocacy.
[image: Theory of planned behavior - Wikipedia]
Figure 3: Theory of Planned behaviour (TPB)
(Source: Asti and Elsera, 2025)
Theory of Planned behaviour (TPB) models are also used to inform CSR-related behaviour. TPB describes the role of attitudes, subjective norms, and the perceived behavioural control on the intentions of consumers to use a brand. Positive CSRs enhance the attitude of consumers and the societal norms pertaining to ethical consumption and makes them more likely to buy and patronise the socially responsible brands (Asti and Elsera, 2025). This model favours the empirical studies that associate the CSR interventions and increased consumer trust and purchase intention.
[bookmark: _Toc213374726]2.2 Key Studies and Debates
Study 1: CSR Authenticity and Brand Image (Gupta, 2025)
The current study examines how authentic CSR programmes of corporates affect brand perception in diverse fields. Gupta presents three dimensions of CSR authenticity that include, consistency, transparency, and compliance with organisational values which have a quantifiable effect on the brand image. There is empirical evidence that CSR activities that communicate credibility, long-term orientation, and integration into the activities of the core operations results in a significant positive influence on the brand image and consumer trust. The research, however, suffers a severe lack of primary data analysis and extensive quantitative validation of any of the various market segments in the United Kingdom, thus restricting specific generalisability to the sector.
Study 2: CSR, Brand Awareness, and Consumer Trust - IKEA Case Study (Li, 2025)
This study adopts the quantitative method, question 476 UK consumers to determine associations between CSR, brand awareness, purchase intention, and consumer trust and trust is used as a mediator as well as a moderator. The results indicate that the CSR programmes and brand visibility have a positive impact on the purchase intention, and consumer trust mediates and moderates the relationship between CSRs and behaviour. The author warns against adding more CSR actions to the brands that have high levels of trust because the returns might be low or invite suspicion. The study highlights the importance of genuineness and openness, which are required in order to turn CSR into consumer trust and loyalty. However, it has a weakness in sectoral bias, in that, the research focuses on retail sector.
Study 3: CSR Authenticity on social media (Wang et al., 2022)
The study by Wang et al., (2022) represents an experiment and investigates the perception of CSR authenticity among the consumers in the environment of social media by analysing attributes of consistency, fit, and impact. Findings have shown that the impact of social networking services (SNS) personal channels on perceived authenticity is greater than that of corporate channels thus yielding greater influences towards purchase intentions. The study has a substantial weakness in that it involves a small sample size of 41 participants and it only considers social media as opposed to conventional forms of communication on CSR..
Study 4: Consumer Trust as Mediator and Moderator (Waghmare, 2025)
With the help of quantitative surveys and qualitative interviews of representatives of the retail and technological industries, the author validates the fact that the relationship between CSR and purchase intention is mediated and moderated by consumer trust simultaneously. The research attracts attention to the danger of greenwashing and proves the significance of the genuine CSR messages. However, the study is constrained by industry-centric sampling, which creates the need to have extensive market coverage of the UK market.
[bookmark: _Toc213374727]2.3 Research Gap
Although corroborative information confirms that CSR has positive implications on brand image and trust, most of the available literature focuses on a general population of consumers or independent sectors, and rarely considers sector specifics and moderating factors including trust level and authenticity of CSR. There is a dearth in quantitative research that specifically focuses on United Kingdom market, specifically on the aspects of the CSR that have the most potent effect on brand image and trust among consumers. The present research attempts to address these gaps presenting empirical, industry-specific data in the UK and moderate such effects to give practically applicable knowledge to UK businesses.
[bookmark: _Toc213374728]2.4 Conceptual Framework
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Figure 4: The Conceptual Framework
(Source: Developed by Learner)
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Figure 5: The Research Onion
(Source: Saunders et al., 2015)
[bookmark: _Toc213374730]3.1 Research Approach
It is considered that the application of the quantitative research methodology based on the positivist epistemology is suitable to explore the effect of Corporate Social Responsibility (CSR) on the image of the brands and the consumer trust in the United Kingdom market. Positivism assumes that the reality is objective and measurable and as such, empirical observation and hypothesis testing are given priority (Maksimovic and Evtimov, 2023). This theoretical positioning serves in line with the objective of the study to measure interrelationships and test propositions empirically like the direct effects of CSR on brand image and consumer trust using high levels of rigorous statistical testers. The deductive research approach also enhances this framework as it initiates the research with already existing theories and hypotheses based on the literature and then proceeds to establish the same by means of systematic data collection (Hall et al., 2023). Such a methodology allows one to systematically confirm or disprove the conceptual framework suggested and then have the results supported by the available knowledge and yet localised to the UK market.
The use of the quantitative methods of studying, such as surveys and structured questionnaires, will help in getting standardised data on a representative cohort and, as such, will enable statistical analysis and extrapolation of the results (Gul, 2023). This methodological option is critical to providing sound evidence on the effect of particular CSR dimensions to consumer perceptions at large scale. Additionally, the methods that can be used to simultaneously test the various relationships between the CSR, brand image, and trust variables include Structural Equation Modelling (SEM) which has been applied in similar studies hence providing a complete conceptual interpretation (Jobst et al., 2023). The positivism and deduction as a synergistic blend ensures that it is objective, replicable, and clear, which are of prime importance in making managerial decisions and policies. This type of design controls researcher biasing on observable data and measurable variables and, thus, makes the conclusions sharp and trustworthy. Therefore, quantitative, positivist, and deductive design will be applicable in answering the research questions and accomplishing the study objectives.
[bookmark: _Toc213374731]3.2 Data Collection Methods
Information needed to conduct this study will be collected through online survey of the United Kingdom consumers. The survey instrument shall be designed based on structured questionnaires that address the perception of CSR activities, brand image and consumer trust of these activities using the Likert-scale items (Gul, 2023). The key ways of recruiting participants will be social media sites, including Facebook, Twitter, and Instagram, with the help of advertising and community groups, to ensure the popularity of the demographically diverse sampling sample. The use of internet distribution channels allows the marketing of products to a wide consumer base in the UK at a minimum cost and logistical inconveniences.
A sample of 120 respondents will be sought in order to give a statistically sufficient sample size to be used in analysis, having struck the right balance between practicality on one hand and a balanced representation on the other. Pilot test will be done to bring some clarity and reliability of the survey instrument. The given quantitative data collection strategy facilitates empirical hypothesis testing allowing the correct measurement of the correlation among CSR dimensions, brand image, and trust in the context of the UK market. The survey online methodology increases the convenience and response rate of the participants and makes it easy to export the data to be further statistically analysed. This strategy is, therefore, suitable in the acquisition of standardised and generalizable insights, which is effective in the research objectives.
[bookmark: _Toc213374732]3.3 Sampling Strategy
The target population of the study will consist of the UK consumers that are aware of or have been exposed to CSR initiatives by brands. Purposive Sampling Strategy will be used so that specific criteria will be deliberately selected based on the objectives in the research, which may include; awareness of CSR activities and presence in consumer markets (Ahmad and Wilkins, 2025). Such Non-Probability Sampling Strategy means that the research sample will contain people who can make meaningful contributions to research content on the effect of CSR on brand image and consumer trust, which will make the data gathered more relevant and deeper.
[bookmark: _Toc213374733]3.4 Data Analysis
A detailed data analysis will be carried out with the help of SPSS (Statistical Package to the Social Sciences) which has a set of effective statistical tools that will approach quantitative research appropriately. To summarise and learn more about the data, descriptive statistics will first be used, including the measures of central tendency (mean, median) and dispersion (standard deviation) to have a general perspective on the variables concerning the CSR, brand image, and consumer trust (Habes et al., 2021). It will use correlation analysis to determine the direction and strength of relationships between variables and will help in the identification of proposed associations. The regression analysis (especially, multiple regression) will be used to assess the predictive value of CSR dimensions on brand image and consumer trust, after adjusting other covariates.
[bookmark: _Toc213374734]3.5 Ethical Considerations
The ethical aspects of this research will encourage use of informed consent whereby the respondents will be informed of the purpose of the survey, procedure, and use of data before consenting to engage in the study. The aspects of confidentiality will be taken seriously, and anonymization of responses and safe storage of the gathered information will be undertaken to avoid unauthorised access. The compliance with ethical standards will be in compliance with the institutional provisions and data protection laws, including GDPR, which would ensure the privacy of the participants as well as their free participation without force (Vlahou et al., 2021). The participants will also have the freedom to withdraw at their own will therefore ensuring their autonomy and building confidence on the research procedure.


[bookmark: _Toc213374735]4. Expected Findings
[bookmark: _Toc213374736]4.1 Anticipated Results
The research expects to prove the positive relationship between the CSR initiatives and brand image, whereby the brand which is considered as socially responsible will tend to have a stronger and better image in the eyes of the population. Moreover, CSR will have a beneficial impact on the level of consumer trust that will strengthen the trust in the brand and its ethics (Freeman and Velamuri, 2023). It is proposed that trust can intermediary the relationship between CSR and purchase intentions implying that trust is built by the CSR, and this will heighten the desire of consumers to buy products.
In addition, the study will also locate which particular aspects of CSR such as environmental, social or economic dimensions have most media impact on brand image and consumer trust. This will fine-tune the general knowledge about the impact of CSR by pointing out areas of priority in the enterprises in the UK. Together, the quantitative data will be expected to support a model when CSR has a direct positive impact on brand image and consumer trust, which respectively leads to customer loyalty and the purchase behaviour (Glaveli, 2021). These are the expected results that are agreeable with the available literature which consistently proves the benefits of CSR on consumer attitudes and behaviour through augmented credibility and trust. The possible difference in different demographic groups can also arise to serve as a source of valuable insights to be used to formulate marketing and CSR strategies.
[bookmark: _Toc213374737]4.2 Expected Contribution
This research aims at providing a theoretical contribution by further clarifying the conceptual insights on the relationship between CSR and brand image and trust in the UK setting by including a moderator of the effect of considering the dimensions of CSR. Practically, the results will provide operational leads of CSR priorities meant to optimise consumer trust and loyalty thus creating competitive advantage (Freeman and Velamuri, 2023). It can also be beneficial to policymakers as the role of CSR in consumer protection and facilitating ethical business behaviour provides insights into the regulatory approaches that the corporate accountability strategy needs to adopt.
[bookmark: _Toc213374738]5. Limitations
[bookmark: _Toc213374739]5.1 Anticipated Constraints
The research is likely to face several constraints such as sample bias due to purposive sample which might limit validity of the findings to the general population of consumers in the UK. The presence of a social media recruitment approach will lead to a disproportion of select groups of participants. Also, it might be the case that achievement of a heterogeneous respondent pool is not easy considering the relatively small sample size of 120. Data accuracy could also be further destroyed by response bias especially social desirability bias whereby subjects present answers that they consider favourable.
[bookmark: _Toc213374740]5.2 Mitigation Strategies
The sample will be mitigated by selecting the participants who belong to different groups of social media, including different age, gender, and socioeconomic categories across the UK. Reports intelligence will be carried out using screening questions to determine the familiarity of the respondents in CSR activities. The survey instrument will be formulated in an understandable, neutral, and succinct way so that there is lesser social desirability bias. The pretesting of the instrument will also update it to be more comprehensible and reduce the possible confusion (Gul, 2023). Cheques of response patterns that are indicative of bias will be included in the data analysis and statistical adjustments like using weights will be used to enhance representativeness. Reported restrictions and possible bias will be transparent, which will increase the credibility of the study. Altogether, these methods increase the strength and legitimacy of the conclusions.
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