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CONSUMER TRUST AND LOYALTY TOWARDS SOCIALLY RESPONSIBLE
BUSINESSES

Summary

The purpose of this study is to investigate and analyze the underlying factors and potential
outcomes related to the topic at hand. The study aims to provide a comprehensive understanding
of the subject matter by examining various aspects, such as its causes, implications, and potential
solutions.

Research methodology - consists of scientific methods - analysis, synthesis, comparison,
generalization. Along with this, the scientific approaches of a number of scientists articles are
taken into account too.

The practical significance of the research is the use of the obtained scientific-practical
materials, new marketing approaches and their possible effects are presented to researchers.

The results of the research show that consumers should be more conscious of the social and
environmental impact of their purchasing decisions, businesses need to prioritize social
responsibility as a strategic imperative.

The originality and scientific novelty of the research-the study employs a systematic
approach to synthesize the findings from multiple studies, providing a more robust understanding
of the relationship between consumer trust and loyalty towards SRBs. Finally, the study
contributes to the development of a conceptual framework that integrates the factors influencing
consumer trust and loyalty towards SRBs, which can guide future research in this area.

Key words: CSR, consumer behavior, consumer loyalty, brand reputation, customer
satisfaction.

Introduction

Socially Responsible Business

Businesses that are trying to fulfill their social obligations in addition to pursuing for-profit
objectives are said to be engaging in corporate social responsibility [5, p. 497] According to the
corporate social responsibility (CSR) theory, businesses have obligations to the community.
Businesses have primary goals like continuing to exist, making a profit, expanding, and competing,
as well as auxiliary goals like giving back to the community. Corporate social responsibility may
be considered as a job that delivers a positive contribution and image to the organization in the
branding process of a business.

Socially responsible businesses are those that go beyond profit-making and actively contribute
to the well-being of society and the environment.They actively work to reduce their negative
influence while enhancing good contributions by integrating ethical issues into their basic business
strategy. This might involve projects like cutting carbon emissions, supporting fair trade
principles, encouraging diversity and inclusion, or taking part in charitable endeavors.[14]

Businesses that implement social responsibility projects ensure that consumers have positive
feelings and thoughts about their brands, resulting in brand loyalty.[ 10]emphasized that world brands
such as Unilever, McDonalds, Avon develop brand loyalty through social responsibility practices.

205



Hayu4Ho-npaktnyeckumn xypHan “KOOMNEPALNA” Ne4(71)-2023

Loyalty

As per [4, p 96-108. ] trust is consumer's belief system that the seller will deliver the promised
services and the consumer himself can rely on the seller for the fulfillment of the services promised
by him. As opined by [2, p. 305-319.] more the trust on the purchased brand, more credible the
brand will be which will reinforce the behavior of repurchase in the customers leading to loyalty
behavior.Companies should regularly spend money on CSR initiatives in order to increase
customer satisfaction and brand loyalty. This may be done by informing customers about the
initiatives.[3] indicated that there is a essential impact of CSR practices on awareness leading to
satisfaction and trust and loyalty.

Consumer Trust

Consumer trust plays a pivotal role in shaping purchasing decisions, forming long-term
relationships, and fostering loyalty towards a brand. In the context of socially responsible
businesses, trust becomes even more crucial as consumers rely on it to assess a company's
commitment to ethical and sustainable practices. Several studies have found that consumers tend
to develop trust in businesses that communicate their CSR efforts transparently, are consistent in
their ethical behavior, and prioritize the welfare of both their employees and the environment.
Corporate social responsibility programs increase consumer trust, which in turn increases buy
intentions. The authors come to the conclusion that organizations should actively participate in
socially responsible activities to foster customer trust and influence their purchasing decisions.
[11, p. 4113—4130]

Importance of customer trust and loyaty

Several research studies have been conducted to determine the significance of CSR programs in
influencing customers' views and attitudes toward firms.The main message is that firms may increase
customer loyalty and develop trust by matching their CSR policies with consumer values. [8]

Companies that exhibit strong corporate social responsibility (CSR) practices are more likely
to earn the trust of consumers, which in turn leads to increased brand loyalty. The authors of the
statement conclude that incorporating CSR into business strategies can yield long-term advantages
in terms of establishing trust and fostering loyalty among consumers. [9, p . 1387-1395.]

Customers want to enjoy their financial experiences.In comparison to companies that are not,
about 90% of consumers think they are more likely to trust and be loyal to socially responsible
companies. [15]

The importance of consumer trust in creating lasting relationships with customers must be
emphasized. Transparency, dependability, and consistency are the foundations of consumer trust.
Customers are more willing to make repeat purchases, refer people to the brand, and overlook
minor mistakes when they have faith in the company. Giving concrete examples or case studies of
companies that have been successful in gaining customers' trust through their socially responsible
actions will strengthen the article's credibility.

According to [7, p .81-93] brand trust is the readiness of the consumer to depend on the brand's
capacity to fulfill its stated purpose. Trust is crucial for creating enduring relationships between a
brand and its customers [13, p .39-59] and it also fosters brand loyalty [12, p. 341-370]. For items
that are either highly involved or come from high-service product marketplaces, trust eventually
turns into loyalty over a longer length of time [6, p. 7—22] This study's focus on “Trust” emphasizes
its significance in fostering corporate social responsibility (CSR) activity participants' loyalty.

Factors that Influence Consumer Loyalty and Trust

This part has to go into detail on the numerous aspects that affect customers' loyalty to and trust
in socially conscious companies. Some important things to think about are:

1. Transparency: Customers appreciate openness in company dealings. They are curious about
the processes involved in producing goods, their origins, and the effects they have on the
environment and society. Consumers are more likely to trust companies that are transparent and
honest about their procedures.
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2. Authenticity: Customers are able to rapidly distinguish between companies that care about
social responsibility and those who indulge in “greenwashing” or flimsy CSR initiatives. Gaining
customer loyalty requires firms to show their commitment to social responsibility in an honest way.

3. Consistency: To cultivate trust and loyalty, a company's socially responsible policies must
be consistent. Instead of intermittent efforts, customers prefer to witness a sustained effort. All
areas of a business's operations, from procuring raw materials to staff welfare, should strive for
consistency.

4. Communication: Trust and loyalty can be developed significantly through effective
communication. Through a variety of venues, including websites, social media, and packaging,
businesses could aggressively promote their social responsibility activities. Consumers can better
grasp the positive effects of their purchases with clear and straightforward communications.

The perception that consumers have of socially conscious companies may also be greatly
influenced by peer pressure and societal norms.Customers' increased loyalty and trust toward these
businesses can be influenced by effective social comparison and word-of-mouth strategies.

Further analysis reveals that demographic factors like age, gender, and education may have an
impact on consumer loyalty to and trust in socially responsible enterprises. In contrast to earlier
generations, younger customers, for instance, frequently place a higher priority on social and
environmental sustainability. Additionally, customers with greater levels of education are more
likely to respect CSR programs and to be loyal to socially conscious companies.

Benefits of Customer Loyalty and Trust

The advantages that socially conscious companies may get from acquiring customers' confidence
and loyalty should be highlighted in this part of the article. Some major advantages include:

1. Increased Customer Retention: Customers are more likely to stick with a company over the
long term if they believe in it and feel loyal to it. This results in higher rates of client retention,
which may have a substantial impact on a company's bottom line.

2. Positive Word-of-Mouth: Satisfied and loyal customers frequently act as brand
ambassadors, promoting socially conscious companies. Without incurring considerable marketing
costs, this organic promotion may result in the acquisition of new clients.

3. Enhanced Brand Reputation: A company's overall brand reputation may be improved by
fostering consumer trust and loyalty through social responsibility programs. A good reputation
attracts in new clients, encourages collaboration with other like-minded businesses, and could even
bring in top talent.

The adoption of CSR practices by businesses will result in customer loyalty and trust, subject
to the fulfillment of a number of dependent variables, such as upholding customer rights,
exceeding customer expectations, raising brand awareness, enhancing reputation, and managing
relationships with stakeholders.[1, p. 253-270]

Theoretical Frameworks

A number of theoretical frameworks have been positioned out to explain why customers trust
and remain loyal with socially conscious companies. The Stakeholder Theory is one frequently
used concept that contends that enterprises should take into account the interests of all
stakeholders, including customers, employees, suppliers, communities, and the environment.
Theoretical evidence states that when companies show social responsibility, they boost
shareholder loyalty by fostering trust.

The Social Identity Theory, which holds that people get a portion of their self-identity from the
groups they belong to, is another relevant theoretical framework. Customers may create a good
social identity by connecting themselves with a company they believe to be socially responsible.
Increased trust and loyalty toward the company may result from this favorable identification.

Additionally, the emotional bond that develops between customers and companies that practice
social responsibility can encourage loyalty. Customers get emotionally attached to brands when they
see them as really caring about societal and environmental concerns. This enhanced loyalty results.
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Another benefit is that customers' participation in social responsibility programs might affect
how loyal they are. Customers are more likely to show loyalty to a company if they actively
support or engage in its social efforts.

Implications for businesses

For companies looking to embrace sustainable practices, understanding customer trust and
loyalty toward socially responsible businesses has important consequences. Businesses may
promote customer loyalty and foster trust by emphasizing social responsibility programs and
successfully conveying them to customers.Businesses should make sure that their social
responsibility activities are transparent by being open about their projects, collaborations, and
development. In order to increase customer trust and loyalty, they should also match their social
responsibility activities with their values and views.

Conclusion

Consumer trust and loyalty towards socially responsible businesses are vital for sustainable
business growth. As businesses increasingly adopt CSR practices, consumer expectations continue
to rise. Consumers perceive socially responsible businesses as trustworthy and exhibit higher
loyalty levels, leading to positive outcomes for brands, such as increased market share and
customer retention. Organizations should, therefore, prioritize effective communication of their
CSR efforts and ensure consistency in their ethical practices to build and maintain consumer trust
and loyalty.
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Sosial masuliyyatli biznesa qarsi istehlakc¢i loyalligr vo etimadi

Xiilasa

Tadqgigatin magsadi - mogsodi mdvzu ilo bagh asas amillari vo potensial naticolori aragdirmaq
va tohlil etmokdir. Todgigat mdvzunun sobablari, tasirlori va potensial hall yollar1 kimi miixtalif
aspektlori aragdiraraq mévzunun hortorafli basa diisiilmosini tomin etmok mogsadi dasiyir.

Tadqiqat metodologiyasi - elmi metodlardan - tohlil, sintez, miiqayiso, imumilosdirmodon
ibaratdir. Bununla yanasi, bir sira alimlorin moqalalorinin elmi yanasmalar1 da nozora alinmigdir.

Tadqiqatin praktik shomiyyati ondan ibarotdir ki, oldo edilmis elmi-praktik materiallardan
istifado edilir, yeni marketinq yanagmalar1 vo onlarin miimkiin tosirlori todqgiqatcilara togdim
olunur.

Tadqiqgatin naticalari - Todqigatin noticolori gostorir ki, istehlak¢ilar 6z satinalma gorarlarinin
sosial va otraf miihito tosiri barade daha siiurlu olmalidirlar, bizneslor sosial masuliyyati strateji
imperativ kimi prioritetlosdirmolidirlor.

Tadqgiqatin orijinalligi vo elmi yeniliyi - Todqiqat ¢coxsayl todqiqatlarin naticolorini sintez
etmok {igiin sistematik bir yanagma totbiq edir, istehlak¢1 inam1 vo SRB-lors sadaqgot arasinda ola-
gonin daha méhkom basa diigiilmasini tomin edir. Nohayat, todgigat bu sahoado golocok todqgiqatlara
istigamat vera bilocak istehlakgilarin etibarina vo SRB-lora sadaqgatine tosir edon amillari birlos-
diron konseptual ¢or¢ivanin inkisafina tohfs verir.

Acar sozlor: KSM, istehlak¢t davranisi, istehlak¢r loyalligi, istehlak¢t etimadi, brend
reputasiyasi, miigtari mamnuniyyati.

I'amuoa Canex kvi3ot Anueea

mazucmp Aszepoainoxncanckozo I'ocyoapcmeennozo
IKoHomuueckozo Ynueepcumema
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JlosiibHOCTB MOTpeduTe/IeH M J0BepHe K COIHAILHO 0TBETCTBEHHOMY OM3HeCy

Pezrome
Henp uccaeqopanus-1Llenpro JaHHOTO UCCIEA0BAHNUS SBIISIETCA U3YUYCHNE U aHAJIN3 OCHOBHBIX
(aKTOPOB U MOTEHIIMATBHBIX IOCJIEACTBUMN, CBI3aHHBIX C 3TOW TeMoi. MccnenoBanme HanpaBiIeHO
Ha 00ecrieueHNe BCECTOPOHHETO TOHUMAaHMsI TEMBI IIyTEM U3yUEHHsI Pa3InYHbIX aCIEKTOB, TAKUX
KaK €€ IIPUYUHBI, [IOCIEACTBUSA U TOTCHIUAIbHBIE PELICHUS.
MeTopo/10rusi paboThbI- COCTOUT U3 HAYYHBIX METOOB — aHAJIN3a, CHHTE3a, CPAaBHEHMsI, 0000-
menusi. Kpome Toro, ObUTH yUTE€HBI HAy4YHBIE TTOXO0/IbI CTATEH psAa yUCHBIX.
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IIpukjiagHasi 3HAYUMOCTB HCCJIEI0BAHNS 3aKJIFOYAETCS B TOM, UTO UCTIOIb3YIOTCS MOTYYEH-
HbIE Hay4YHO-TIPAKTUYECKHE MaTepUabl, NCCIEIOBATEISAM MPEICTABIISIOTCS HOBBIE MAPKETHUHIO-
BbIC MOAXO/BI U UX BO3MOXKHBIE 3 (HEKTHI.

Pe3yabTaThl Hccaeq0BaHus - Pe3ybTaThl HCCIICIOBAHUN ITOKA3BIBAIOT, YTO MOTPEOUTEISAM
HE00X0IUMO OOJIBIIIE OCO3HABATH COI[MANIbHBIE U HKOJIOTUYECKUE TIOCTEICTBUS CBOMX PEIIEHUH O
MOKYTIKE, & MPEANPUATAIM HEOOXOIUMO YICIATh MPUOPUTETHOC BHUMAHUE COLIMAILHON OTBET-
CTBEHHOCTH KaK CTPATETHYECKOMY UMIIEPaTUBY.

OpUrnHAJIBHOCT, M HAy4YHAsl HOBH3HA MCCJeA0BaHUsl - B mccieqoBaHUU MCTIONB3YETCS
CHUCTEeMAaTHUYECKUN TIOXO ISl 0000IIeHNS Pe3yIbTaTOB MHOTOUHCIIEHHBIX UCCIIE0BaHUM, 00ec-
MEYUBAIOIINKA O0Jiee YETKOE MMOHUMAHUE B3aWMOCBSI3M MEXKy JOBEpHUEM MOTpEOUTENeH U J0s5-
npHOCTHIO K SRB. Hakowet, uccienoBanue cnocoOCTByeT pa3padoTKe KOHIENTYaaIbHOW OCHOBBI,
o0BeuHSIIONICH (DAaKTOPHI, BIMSIONINE HA JOBEPHUE U JIOSUIBHOCTH oTpeduTeneid k SRB, koTopas
MOJKET CIIYKHTh OPUEHTUPOM i Oy IyIIMX UCCIeIOBaHUN B 3TOM 00nacTu.

Knrwouegwvie cnosa: KCO, nogeodenue Kiuenmoes, 104a1bH0CHb KITUEHM 08, 008epue KINUeHmos,
penymayusn Openoa, y0061emeopeHHOCmy KI1UEHMO08.
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