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Abstract

In the context of evolving international business standards and rising stakeholder
awareness, corporate social responsibility (CSR) has emerged as a strategic imperative for
companies seeking to maintain consumer trust and ensure long-term competitiveness. While
CSR has been extensively studied in developed economies, its role in fostering brand trust
within emerging markets remains insufficiently explored. This master’s thesis investigates the
impact of CSR activities on consumer trust and purchasing decisions in Georgia, a transition

economy undergoing significant economic and institutional transformation.

The study addresses a critical gap in the literature concerning the influence of CSR on
brand trust in emerging markets, where business strategies, public attitudes, and regulatory
frameworks are still developing. The primary aim is to assess whether CSR initiatives affect
Georgian consumers' trust in companies and to identify which CSR activities are most valued
by consumers in this context. The research also explores the level of awareness Georgian
consumers have regarding CSR and their willingness to support socially responsible brands

through purchasing behavior.

Guided by the overarching research question—how do corporate social responsibility
activities affect consumer trust and purchasing decisions in Georgia? the study formulates
specific objectives: to determine Georgian consumers’ understanding of CSR, to examine the
relationship between CSR and consumer trust, to identify the most significant CSR activities
from the consumers’ perspective, and to evaluate consumers’ readiness to pay a premium for
socially responsible products. The hypothesis posits a significant positive relationship between

consumer trust and a company’s involvement in CSR programs.

Employing a quantitative methodology, data were collected via a structured
questionnaire administered to a representative sample of Georgian consumers. Statistical
analyses were conducted to evaluate the associations between CSR perceptions and brand
trust, complemented by qualitative insights to contextualize consumer attitudes and

expectations.



Findings reveal that while many consumers lack a precise understanding of CSR, there
is a strong expectation for companies to contribute positively to society through support for
education, fair labor practices, and community engagement. Despite somewhat unrealistic
expectations regarding the scale of corporate involvement in social issues, the results confirm
a positive correlation between CSR activities and consumer trust in brands. These findings
underscore the strategic importance of CSR in building brand credibility and fostering

customer loyalty in Georgia’s emerging market.

The study highlights the need for Georgian companies to align CSR strategies with
consumer expectations and to enhance transparency and communication to bridge awareness
gaps. Theoretically, the results reinforce stakeholder and social exchange theories,
emphasizing CSR’s role in trust-building, while also illustrating the necessity of adapting these

frameworks to local market conditions.

This research contributes valuable insights for academics and practitioners interested
in CSR’s evolving role in transition economies and suggests directions for future studies,
including longitudinal analyses of CSR perception shifts and comparative cross-market
investigations. Overall, the thesis affirms the growing significance of corporate social

responsibility as a driver of consumer trust and competitive advantage in emerging markets.
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