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Abstract

In contemporary business reality, Corporate Social Responsibility (CSR) is no longer perceived
solely as a moral obligation — it has evolved into a strategic tool that directly influences consumer
trust. This is especially relevant in emerging markets such as Georgia, where CSR practices are

still in the process of development and institutionalization.

The primary aim of this study is to examine how Georgian consumers perceive corporate social
responsibility and to what extent this perception affects their level of trust toward specific brands.
A mixed-methods approach was employed: a quantitative survey was conducted among 150

consumers, and, in parallel, the CSR practices of four companies were analyzed qualitatively.

The findings reveal that many consumers still have only a superficial understanding of CSR and
often view it with skepticism. However, when a company implements CSR initiatives effectively
and transparently, both consumer trust and brand loyalty tend to increase. These results indicate
that CSR can serve not merely as a reputational initiative but as a powerful mechanism for

building strong, trust-based relationships between brands and consumers.

Based on the research outcomes, the study concludes that there is a pressing need to raise public
awareness about CSR in the Georgian market and to develop more consumer-oriented CSR

strategies.

Keywords: Corporate Social Responsibility, Brand Trust, Consumer Perception, Role of CSR in
Georgia
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