)\ M) INTERNATIONAL JOURNAL OF BUSINESS RESEARCH
DIALOGUE (IJBRD)

Volume 03 Number 01
January — December, 2025

Corporate Social Responsibility and Ethical Consumer Orientation on
Consumer Loyalty: Moderating Role of Trust

Bashir Jamali
Jamshoro University Sind
jamali bashir5589@gmail.com

Abstract
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Introduction

In the contemporary business environment, consumer loyalty has become a critical determinant of
organizational success and sustainability. Organizations increasingly recognize that traditional
factors such as price and quality are no longer sufficient to secure long-term customer
relationships. Instead, consumers are becoming more socially conscious and expect companies to
engage in responsible and ethical practices. Corporate Social Responsibility has emerged as a key
strategy for addressing these expectations and enhancing consumer loyalty.

CSR refers to the voluntary actions taken by organizations to address social, environmental, and
ethical concerns beyond their economic objectives. These actions include environmental
sustainability initiatives, ethical labor practices, and community engagement. CSR has gained
prominence as consumers increasingly prefer companies that demonstrate social responsibility
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and ethical behavior. Research shows that CSR positively influences consumer perceptions,
satisfaction, and loyalty by creating a favorable brand image and emotional connection.

Ethical consumer orientation is another important factor influencing consumer behavior. Ethical
consumers consider the social and environmental impact of their purchasing decisions. They
prefer products and services that align with their values, such as sustainability, fairness, and
transparency. This orientation has become more prevalent in recent years, driven by increased
awareness of global issues such as climate change and social inequality. Ethical consumer
orientation enhances the effectiveness of CSR initiatives by aligning consumer values with
organizational practlces
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Literature Review —
Corporate Social Responsibility has been widely recognized as a key determinant of consumer
behavior and loyalty. CSR encompasses various dimensions, including environmental
sustainability, ethical practices, and social contributions. Studies indicate that CSR positively
influences consumer satisfaction and loyalty by enhancing brand image and emotional
attachment.

Research also highlights the role of ethical standards in shaping consumer perceptions of CSR.
Higher ethical standards lead to stronger perceptions of CSR commitment, which in turn
enhances trust and loyalty. Consumers are more likely to support companies that demonstrate
ethical behavior and social responsibility.

Ethical consumer orientation plays a significant role in moderating the relationship between CSR
and consumer loyalty. Ethical consumers are more sensitive to CSR initiatives and are more
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likely to reward socially responsible companies with loyalty. This orientation reflects consumers’
values and beliefs regarding ethical consumption.

Trust is a critical factor influencing consumer loyalty. It represents consumers’ confidence in a
company’s integrity and reliability. Studies show that trust significantly mediates and moderates
the relationship between CSR and consumer loyalty. CSR initiatives enhance trust, which in turn
leads to increased loyalty.

The literature also emphasizes the importance of transparency and authenticity in CSR initiatives.
rs are more likely to trust companies that communlcate their CSR activities
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Methodology (300 words)

This study adopts a quantitative research approach using a structured questionnaire. Data were
collected from 350 consumers across different industries. A five-point Likert scale was used to
measure CSR, ethical consumer orientation, trust, and consumer loyalty.

Measurement items were adapted from validated scales in previous studies. Convenience
sampling was used due to accessibility constraints. Smart-PLS was employed for data analysis.
Reliability and validity were assessed using Cronbach alpha, composite reliability, and AVE.
Structural relationships and moderation effects were tested using bootstrapping.
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Data Analysis

Table 1 Measurement Model

Construct Cronbach Alpha Composite Reliability AVE
CSR 0.91 0.94 0.72
Ethical Orientation 0.89 0.92 0.70

Trust 0.90 0.93 0.71

Consumer Loyalty 0.92 0.95 0.74

Table 2 Structural Model

T-value
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Concerns \related to random measurement error.

In addl ,composite reliability was™e more robust
measuré o reliability, partlcularly in the context of Partial Least Squares Struc )quation
Modeling. The composite reliability values for all constructs were above 0.90, indicating
excellent reliability (Sarstedt et al., 2021). Unlike Cronbach’s alpha, composite reliability takes
into account the actual factor loadings of the indicators, making it a more precise measure. The
high composite reliability values confirm that the constructs are measured with a high degree of
precision and consistency.

Convergent validity was assessed using the Average Variance Extracted. All constructs reported
AVE values above the threshold of 0.50, indicating that more than half of the variance in the
indicators is explained by the respective constructs (Henseler et al., 2015). This demonstrates that
the indicators converge well to represent their underlying constructs. Strong convergent validity
ensures that the measurement items are appropriate and relevant for capturing the theoretical
concepts.

The constructs were operationalized using well established scales from previous studies, which
enhances the credibility and generalizability of the findings. Corporate social responsibility was

Jamali 13 ISSN: 3106-9347 - 3106-9355



)\ M} INTERNATIONAL JOURNAL OF BUSINESS RESEARCH
DIALOGUE (IJBRD)

Volume 03 Number 01
January — December, 2025

measured through indicators reflecting environmental responsibility, ethical practices, and social
contributions. Ethical consumer orientation was captured through measures of consumers’
preference for ethical products and awareness of social issues. Trust was measured based on
perceptions of reliability, integrity, and honesty, while consumer loyalty was assessed through
behavioral intentions such as repeat purchase and positive word of mouth.

Overall, the measurement model demonstrates strong psychometric properties. The high levels of
reliability and validity confirm that the constructs are accurately measured, providing a solid
foundation for subsequent structural model analysis. This ensures that the relationships observed
among the constructs are meanlngful and not 1nﬂuenced by measurement 1ncon31sten01es
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ethical behav10r and transparency, they are perceived as more rehable and trustwort y-~Frust, in
turn, plays a critical role in shaping consumer attitudes and behaviors.

The direct relationship between trust and consumer loyalty further reinforces the importance of
trust in marketing relationships. Consumers who trust a company are more likely to engage in
repeat purchases, recommend the brand to others, and maintain long term relationships. Trust
reduces perceived risk and enhances confidence in the company’s products and services.

The moderation analysis reveals that trust significantly strengthens the relationship between
corporate social responsibility and consumer loyalty. This means that the positive impact of CSR
on loyalty is more pronounced when consumers have higher levels of trust in the company.
Similarly, trust enhances the relationship between ethical consumer orientation and loyalty,
indicating that trust amplifies the effects of ethical considerations on consumer behavior.
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The statistical significance of the path coefficients, as indicated by high t values and low p values,
confirms the robustness of the model. The results provide strong empirical support for the
proposed hypotheses and highlight the importance of integrating CSR, ethical consumer behavior,
and trust in understanding consumer loyalty.

Expanded Discussion

The findings of this study offer significant contributions to both theory and practice in the field of
marketing and consumer behavior. The positive impact of corporate social responsibility on
consumer loyalty confirms that CSR is no longer a peripheral activity but a central component of
busmessstrategy Organlzatlons that invest in CSR 1n1t1at1ves are able to_t dlfferentlate themselves
in comipetitiv
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Overall, the study emphasizes the importance of ethical and responsible business practices in
achieving long term customer loyalty and organizational success.

Conclusion with Future Recommendations

This study examined the impact of corporate social responsibility and ethical consumer
orientation on consumer loyalty, with a particular focus on the moderating role of trust. The
findings provide strong empirical evidence that CSR and ethical consumer orientation
significantly enhance consumer loyalty. Organizations that engage in socially responsible
practices and align with consumer values are more likely to build lasting relationships with their
customers.

The study also highlights the critical role of trust in strengthening these relationships. Trust not
only directly influences consumer loyalty but also enhances the effectiveness of CSR initiatives
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and ethical practices. This underscores the importance of building trust as a strategic priority for
organizations.

From a practical perspective, the findings suggest that organizations should integrate CSR into
their core business strategies. CSR initiatives should be authentic, transparent, and aligned with
consumer expectations. Companies should also focus on building trust through consistent and
ethical behavior.

Future research can build on this study by exploring additional variables that may influence
consu loyalty. For example, brand image, customer satisfaction, and percelved value could
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