36030530790 Legosgrmo 3sbybolidggdamdols (CSR) 3593560900l
3936965 8mabASMJOG S EMOSEIMISLS S dMYHEOL S0JdsBY
Logdo®oggenmado

99019356 glss 300

bsBsg ol bsdmmdo fserggbocros oerost bsbyerdpoger «9boggtlbodgdol 8o0bbybol,
Oa7602¢ag00bs s 356500¢1980b R5329¢ IS Ibs brgs98sb0256 16000960030l
dsgobdmol 3350900900 bseolbbol 8060,3960b 8cr00b36980L G9bsdsdolso

L5350LEHMM 653MMIoL LsdyEboghHhm bgeddmgzsbgeo:

00650006 09gMHerodgomo

0ol Lobgmdfogm Mboggdlo@gdo

odoolo, 2026




39bs3bso

03203 P33 I00¢0 bsIHMIo 539260, 353650098, G2d bsTHmdo 5605890l Bydls
®030b5¢779% b599893560b 05 5 J903530 bb3s 353¢96980L 8096 5575909
350m929969879¢m, 35902b55399698¢ms Jo98:3¢7 56 L3335 Pstggboen dsbsengdl,
20cn9805 bsTHIT0 56 5oL Jrablinbogdricmo 36 30H0M9823cm0 bsosbscom higligbolb
dobsdsdobsc.

J9029356 gbs 305

b9 8eaigms: bsdmedol pstggbolb ostoo:




SLEBHMJGO

00bs9g0s6g  LodogobBHOmm  bsdmmdo  033¢g3L  3MO3MMBEFOMWO  BLMEO0SW )OO
35L9bolidagdemdols (CSR) 3583560900l 393c0gbsl dmabdsGmgdgEms MO MOSLS O
06960 504dsBg LoJoMNZ9gEML BEBIODY. MOV 5gE*YOEMDS ob30OMBYOME0s 080,
600, 909bgo35© JoMMmMwo 3M9bEIdoL o393 0baw  LEHMOBHIY0gddo CSR-ol
dbomEo  OHMEoLY,  WMmIsM®  3mbEGH9JuGHdo  dolbo  gogergbs  MAbIsMYdIGEMS
©59M300090999090Ld S MO MBOL BMOT0MJOsDY XJO 300093 5MVBS3TIMOLOIE ML
983000 wo©  dglfogwomo.  33w935  98dbgds  36aToGH0DBIOL  BoWMLMGBOE
35650085L5 @s 3mb639M96¢) M TgHgME  ©O0Bs0bL. MoMmEYbmdMogzo Imbsi39dgd0
3926305 MbEs0b 35dm30mbzol gHoom (n =103, J. dowobo) s s3«)dsgos S©FgHOmMO
UAOGOLEHO30M5 s 30MLMBOL 3MMHYWHEOMMO SBsWOBOm; M30L9dM030 FMbo3)9d0
93390 0465 35BGMOL B §o8Yz96 33356056006 BoGo®gdmwo Low®mdolgmwo
063960309000 5 45965¢0BES M9ToEIMH0 565¢00BOL FgmmEOm. 331930l 89 9a)0ds
5B3965, ™A 5dEHomEmo CSR 3mBoE0m@ms@ 19353006090 d09bolL 5gdsls s bmdsl.
3063935 303mm9Hsd (H1) 933060990 dbs®oFgMs 33m3s: 33e0g30L 99990ds 5B39bs,
60md CSR 060305303980 30D0GH0MEMs©  5MHoL 53530060930 dmdbdoMgdgems
Bmdsby O ©I3WIMOMGIM WMOIMOILMID; 39MIM©, dMHIbOL JodsMm Bmdols
DMLY @O AMAYGZ5056  ©YZWIMOMGIM  EOMOSEMISL TGOl Q9dM3w0bs
BM30gMH© I0IOHO EIWIOIOMNO 3MMHGs30s (r = 0.54, p < 0.001). Igmeg 303mmgbs (H2),
MOmdgwog  300b3mdobaol  6gaoBHomem  2o3wgbsll  39M0MEOMd©S, 30MHPI30MHO
UEAHOGHOLGHOIMMO  HTIMZOIINMNWIOOL MBbYHY  9O  IILEAHMOES - DBmYs©
1393G0E0BALS O Y3EIMHOMYINE MO MdSL Mol 3603369 mzs60 3538060 56
©5530JboMEs (r = -0.05). 50b0TbMo Foabads bsyMaL ,,s8Mm30090EGdS-J3930L
65305¢0ol“ sMLYdMOLL: Bowao 139330300 (65.0%) s655MLYIMBL MO MDD,
bmm 400b3mobyo 85BsOBY oG oG M1939GS30E MoLZs© MRYds. 1M30L9dM03ds
9b5¢0Bds 3boym, @I §odyzsbo 3md3s60g00 CSR-L LEHOEJR0M 0blEHOIY6EH©
3960b05396 o IMIBTsMdYE™Ms 13933H03E0BIOL oLEIIZ9© ,MI3ESGO BOOL™
09969096. 50b0dbmwo Boymds 983F306035¢g  96IM0Taqdsl, gLsdg  LgdGHMO™D
3560 GHBOMOMBLS S bowgs00 3330390993900l Fo6rdm©gbsl 9i3vdbgds.

ii



513360l Lobom, BsdMMmdo 3EboymABL, OMI JoOmwer Bd3BsOBY CSR M30GsEHILO©
Bbomdol  33303)owol  894dbood  m353806M@©ads  IMBBAsMYOYXODS I IMOMHYOM
@MO05MIL 5 5O HoMTMoqbl 30030600 25403900l gobogH LEH0TMEOGHMOM.
535b056, 35835600l 9539d3H056MBL J0MNMSsE FoLO 13MTMB03Z>30M S3MIBEGHMOMDS S
LOBMYSOMIIN03 3OOMOOFHYEHJODB MEHZIOS F9BI30OMBYOL.

153396dm  LBo@yggdo:  3mM3mM53099wo  LBmEosw)o  3sbmboldagdwmds  (CSR),
9mIboM9gdgwms  MOosEMds, dMGbEOL 503y, M0b3zmBobyo, ITM30EIONIENGdS-
3439300 badGoo.

iii



abstract

This master's thesis examines the impact of Corporate Social Responsibility (CSR) campaigns
on consumer loyalty and brand perception in the Georgian market. The relevance of the topic
is driven by the fact that, despite the growing role of CSR in the marketing strategies of
Georgian brands, its impact on consumer attitudes and the formation of loyalty in the local
context remains insufficiently explored empirically. The study is grounded in a pragmatist
philosophical paradigm and a convergent mixed-methods design. Quantitative data were
collected through an online survey (n = 103, Thbilisi) and analyzed using descriptive statistics
and Pearson correlation analysis; qualitative data were obtained through in-depth interviews
with five leading companies in the market and analyzed using the thematic analysis method.
The research findings showed that active CSR is positively associated with brand perception
and trust. The first hypothesis (H1) found empirical support: the results demonstrated that
CSR initiatives are positively related to consumer trust and stated loyalty; specifically, a
moderately strong positive correlation was found between increased brand trust and long-term
stated loyalty (r = 0.54, p < 0.001). The second hypothesis (H2), which predicted a negative
impact of greenwashing, was not supported at the level of a direct statistical relationship - no
significant association was found between general skepticism and stated loyalty (r = -0.05).
This finding reveals the existence of an "attitude-behavior gap": high skepticism (65.0%)
coexists with loyalty, while greenwashing remains a latent reputational risk in the market.
The qualitative analysis revealed that leading companies consider CSR a strategic instrument
and employ a "reputational shield" to overcome consumer skepticism. This approach is based
on transparent reporting, partnerships with the third sector, and the provision of visible
evidence.In conclusion, the thesis demonstrates that in the Georgian market, CSR is primarily
associated with consumers' stated loyalty through the creation of trust capital, and does not
serve as an immediate stimulator of direct sales. Furthermore, the effectiveness of a campaign
is predominantly determined by its communicational authenticity and alignment with societal

priorities.

Keywords: Corporate Social Responsibility (CSR), Consumer Loyalty, Brand Perception,

Greenwashing, Attitude-Behavior Gap.
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