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Abstract 
This study explores the impact of Corporate Social Responsibility (CSR) perceptions on 
consumer trust in the dairy industry within the Tricity region (Chandigarh, Mohali, and 
Panchkula). CSR is increasingly vital for brands to align with societal values, especially in 
industries like dairy, where consumer health and environmental sustainability are crucial. The 
research aims to evaluate how CSR influences consumer satisfaction, loyalty, and trust, 
ultimately driving brand commitment. Using a survey of 400 respondents, data was collected 
through structured questionnaires focusing on consumer perceptions of CSR initiatives and 
their subsequent impact on purchasing behavior. The study utilized descriptive and inferential 
statistical methods, including Chi-square and ANOVA tests, to analyze the relationship 
between CSR initiatives and consumer trust. Findings reveal that CSR activities significantly 
enhance trust, satisfaction, and loyalty, with consumers increasingly valuing ethical sourcing 
and sustainability. However, while CSR plays a critical role in influencing consumer decisions, 
other factors like product quality and pricing continue to hold substantial weight. This study 
underscores the importance for dairy brands to integrate CSR as a core component of their 
brand identity to strengthen relationships with ethically-driven consumers and foster long-term 
brand loyalty. 
Keywords: Corporate Social Responsibility, Consumer Trust, Dairy Industry, Brand Loyalty, 
Ethical Sourcing 
1. Introduction 
Corporate Social Responsibility (CSR) has become an integral part of the modern business 
landscape, as companies increasingly recognize the importance of aligning their operations 
with societal values. CSR refers to a company's efforts to manage the economic, social, and 
environmental impacts of its operations in a responsible and sustainable manner (Carroll, 
1999). This approach not only affects business operations but also influences consumer 
perceptions, trust, and loyalty. In particular, the dairy industry, known for its direct impact on 
both consumer health and environmental sustainability, has increasingly adopted CSR 
practices to foster stronger relationships with its customers. The Tricity region, comprising 
Chandigarh, Mohali, and Panchkula, offers a unique setting to study the influence of CSR on 
consumer behavior, as it is characterized by a diverse demographic and varying consumer 
attitudes toward ethical consumption. This study aims to assess how CSR perceptions affect 
consumer trust in dairy brands, with a focus on satisfaction, loyalty, and brand commitment. 
Given that CSR initiatives often seek to build long-term consumer relationships (Luo & 
Bhattacharya, 2006), understanding the extent to which these efforts translate into brand loyalty 
in the dairy industry is crucial for brands aiming to gain a competitive edge. Through this 
research, the study will explore how CSR initiatives shape consumer satisfaction, the factors 
driving consumer trust, and the eventual impact on consumer loyalty to dairy brands. 
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2. Literature Review 
2.1 Defining Corporate Social Responsibility and Consumer Trust 
Corporate Social Responsibility (CSR) has been widely studied as a key factor in enhancing a 
company’s reputation and consumer relationships. Carroll (1999) provides a comprehensive 
definition of CSR, categorizing it into four components: economic, legal, ethical, and 
philanthropic responsibilities. These components emphasize the obligation of businesses to 
contribute to society beyond profit-making, engaging in practices that benefit both stakeholders 
and the environment. Companies implementing CSR strategies are often perceived more 
favorably by consumers, resulting in higher levels of trust and loyalty (Fombrun & Shanley, 
1990). Consumer trust is a fundamental concept in marketing, often considered the cornerstone 
of strong customer relationships (Chaudhuri & Holbrook, 2001). Trust is built when consumers 
perceive a brand to act with integrity and align with their values (Luo & Bhattacharya, 2006). 
For CSR efforts to effectively influence consumer trust, they must be perceived as authentic 
and aligned with the company’s core values (Kotler & Lee, 2005). Hence, CSR has the potential 
to foster not only trust but also satisfaction and loyalty, which are essential for long-term 
business success. 
2.2 Impact of CSR on Consumer Loyalty and Satisfaction 
Numerous studies have examined the relationship between CSR and consumer loyalty. Aaker 
and Joachimsthaler (2000) emphasize that CSR initiatives, when executed properly, can 
enhance brand equity and foster loyalty, as consumers are increasingly concerned with the 
ethical practices of the companies they support. Similarly, Lichtenstein, Drumwright, and Braig 
(2004) found that CSR can strengthen consumer attachment to brands, particularly when the 
CSR activities resonate with consumers' values. In the dairy sector, CSR’s impact on consumer 
satisfaction has been examined, revealing that CSR practices significantly improve consumers' 
overall perceptions of brands (Giménez & Sierra, 2013). The integration of CSR into product 
offerings creates a positive brand image, which ultimately leads to increased consumer 
satisfaction (Sweeney & Soutar, 2001). This relationship is particularly important in industries 
like dairy, where consumer loyalty is heavily influenced by factors such as product quality, 
trustworthiness, and ethical practices (Wang & Li, 2018). 
2.3 The Role of Ethical Sourcing in Consumer Perception 
The concept of ethical sourcing is a key aspect of CSR initiatives, particularly in the dairy 
industry. Ethical sourcing refers to ensuring that products are sourced in ways that respect 
environmental sustainability, fair labor practices, and animal welfare (Elkington, 1997). A 
growing body of literature suggests that consumers place significant value on ethical sourcing, 
with many willing to pay a premium for products from companies that adhere to sustainable 
practices (Maignan & Ferrell, 2004; Xie & Lee, 2013). In the dairy industry, where sourcing 
practices directly impact consumer health and environmental sustainability, ethical sourcing is 
a crucial factor influencing consumer trust and brand loyalty (Luo & Bhattacharya, 2006). 
Brands that prioritize ethical sourcing and communicate these efforts effectively can 
differentiate themselves in a competitive market. This practice not only meets consumer 
demand for ethically sourced products but also strengthens consumer perceptions of the brand’s 
integrity and reliability (Meyer & Hammerschmidt, 2010). Moreover, transparency in sourcing 
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practices is linked to increased consumer trust and satisfaction, as consumers are more likely 
to engage with brands they perceive as socially responsible (Fombrun & Shanley, 1990). 
2.4 CSR and Consumer Brand Commitment 
The long-term commitment of consumers to brands is strongly influenced by CSR practices. 
Research by Sen and Bhattacharya (2001) highlights that CSR programs can cultivate 
emotional connections between consumers and brands, fostering a sense of shared values. 
When CSR initiatives are aligned with consumer values, they not only enhance trust but also 
deepen the emotional commitment to the brand (Pirsch, Gupta, & Grau, 2007). In the context 
of the dairy industry, brand commitment is particularly important, as consumers may be 
influenced by factors such as product taste, convenience, and ethical practices (Homburg & 
Giering, 2001). Dairy brands that effectively communicate their CSR efforts are more likely to 
generate brand loyalty, as consumers increasingly value ethical responsibility in their 
purchasing decisions (Smith & Rupp, 2003). Moreover, research by Chaudhuri and Holbrook 
(2001) suggests that CSR-driven trust can significantly impact brand commitment, leading to 
higher repeat purchases and advocacy. These findings are supported by recent studies in the 
food industry, which demonstrate a clear link between CSR activities and consumer brand 
commitment (Giménez & Sierra, 2013). Thus, CSR is not only a means of building consumer 
trust but also a strategy for enhancing long-term consumer loyalty and commitment to a brand. 
2.5 The Relationship Between CSR and Trust in the Dairy Sector 
The impact of CSR on consumer trust within the dairy industry has been particularly well-
documented. Dairy brands are perceived as more trustworthy when they actively engage in 
socially responsible practices, such as reducing environmental impacts, promoting animal 
welfare, and supporting local communities (Wang & Li, 2018). These CSR efforts contribute 
to higher consumer satisfaction and loyalty, as consumers tend to trust brands that share their 
ethical values (Lichtenstein et al., 2004). However, the effectiveness of CSR in building trust 
may vary depending on the consumer’s demographic factors, such as age, income, and 
education (Chaudhuri & Holbrook, 2001). Additionally, consumer trust in the dairy industry is 
often influenced by the perceived authenticity of CSR activities. Brands that are transparent 
about their CSR efforts and demonstrate long-term commitment to social and environmental 
causes are more likely to gain consumer trust and loyalty (Luo & Bhattacharya, 2006). Thus, 
CSR activities in the dairy sector must go beyond marketing strategies and be genuinely 
integrated into the company’s operations to create a lasting impact on consumer trust. 
2.6 CSR and Willingness to Pay a Premium 
One of the most significant outcomes of CSR initiatives is the willingness of consumers to pay 
a premium for products that align with their ethical values. According to studies by Kotler and 
Lee (2005) and Pirsch et al. (2007), a growing segment of consumers is willing to pay more 
for products from socially responsible companies. In the dairy industry, where ethical 
considerations such as animal welfare and environmental sustainability are increasingly 
important to consumers, CSR can be a compelling reason for consumers to choose one brand 
over another (Xie & Lee, 2013). This willingness to pay a premium for CSR-active brands 
highlights the financial benefits that companies can gain from implementing effective CSR 
strategies. By aligning their operations with consumer values and promoting their ethical 
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initiatives, dairy brands can tap into this growing consumer segment and enhance both their 
profitability and consumer loyalty (Sweeney & Soutar, 2001). 
3. Methodology 
The methodology for this study is designed to assess the impact of Corporate Social 
Responsibility (CSR) on consumer satisfaction and loyalty within the dairy industry of the 
Tricity region, which includes the cities of Chandigarh, Mohali, and Panchkula. The study 
focuses on gathering data representative of this diverse urban area to better understand how 
CSR initiatives influence consumer perceptions and purchasing behavior. 
Sample and Data Collection 
To ensure a balanced and representative sample, data was collected from 400 respondents, 
evenly distributed across the three cities within the Tricity region. This distribution was 
carefully structured to capture a broad spectrum of consumer perspectives and behaviors 
related to CSR in the dairy industry. Specifically, the sample consisted of 134 respondents from 
Chandigarh, 133 from Mohali, and 133 from Panchkula. The even allocation across these cities 
was critical in achieving a balanced view of how CSR initiatives are perceived across different 
urban settings, thus allowing the study to draw meaningful comparisons among the cities. The 
respondents were selected through a randomized sampling technique to avoid any bias in the 
data collection process. This randomized approach ensured that individuals from varied 
backgrounds, income levels, and age groups were represented, adding to the robustness and 
inclusiveness of the study. 
Data Collection 
Data was collected primarily through structured questionnaires distributed to the respondents, 
which focused on understanding their perceptions of CSR efforts by dairy brands, including 
their awareness of specific CSR initiatives and the impact of these initiatives on their 
satisfaction and loyalty. The questionnaire included sections on demographic information, 
awareness of CSR activities, perceived impact of CSR on satisfaction, and likelihood of brand 
loyalty based on CSR efforts. Questions were designed to capture both quantitative and 
qualitative data, with Likert-scale items allowing respondents to express the degree to which 
CSR initiatives influenced their purchasing decisions and brand loyalty. This comprehensive 
data collection strategy aimed to gather detailed insights into how CSR initiatives in the dairy 
sector align with consumer expectations across different demographic groups within the Tricity 
region. 
Data Analysis Techniques 
To understand the relationships between CSR and consumer satisfaction and loyalty, the study 
utilized both descriptive and inferential statistical techniques. Descriptive analysis provided a 
summary of demographic data and general trends in satisfaction and loyalty levels among 
respondents. This analysis helped establish a foundational understanding of the data, revealing 
basic insights into how different groups perceive CSR efforts. 
For hypothesis testing, Chi-square and ANOVA tests were employed to determine the 
statistical significance of CSR’s impact on consumer satisfaction and loyalty. The Chi-square 
test helped analyze associations between categorical variables such as CSR awareness and 
loyalty. This test allowed for an understanding of whether significant differences exist in 
loyalty levels across varying CSR awareness categories. 
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The ANOVA test, on the other hand, examined the relationship between CSR awareness and 
satisfaction as continuous variables. By comparing satisfaction scores among respondents with 
different levels of CSR awareness, the ANOVA test identified any statistically significant 
differences in satisfaction levels attributable to CSR awareness. These findings offered insight 
into whether CSR activities by dairy brands meaningfully enhance consumer satisfaction. In 
addition, cross-tabulation was used to examine the relationship between CSR awareness and 
loyalty across demographic groups, highlighting any patterns in CSR impact based on variables 
like age and income. This in-depth approach to analysis enabled a clearer picture of how CSR 
influences specific consumer segments, providing dairy brands with valuable insights into 
targeting and enhancing CSR initiatives. 
The methodology of this study combined a structured sampling approach with detailed 
statistical analysis to provide a thorough examination of CSR’s role in shaping consumer 
satisfaction and loyalty in the Tricity dairy industry. The use of Chi-square and ANOVA tests, 
along with cross-tabulation, enabled an accurate and detailed exploration of CSR’s influence, 
creating a solid foundation for drawing conclusions that can inform future CSR strategies in 
this sector. 
4. Data Analysis 
4.1 Demographic Overview of Respondents 
Table 4.1: Respondent Distribution by City 
City Number of Respondents Percentage (%) 
Chandigarh 134 33.5 
Mohali 133 33.25 
Panchkula 133 33.25 
Total 400 100 
Table 4.1 provides a clear distribution of the 400 respondents across the three primary cities in 
the Tricity region: Chandigarh, Mohali, and Panchkula. Each city contributed nearly an equal 
portion of the total sample size, with Chandigarh slightly leading at 134 respondents, 
representing 33.5% of the sample. Mohali and Panchkula followed closely, each contributing 
133 respondents, which makes up 33.25% for both. This balanced distribution ensures a 
comprehensive and representative view across all three cities, capturing the unique consumer 
perspectives and demographics inherent to each area. By maintaining this even split, the study 
achieves a holistic regional insight into consumer behavior and perceptions of CSR within the 
dairy industry, reflecting the diversity of the urban and semi-urban population across the 
Tricity. This equal representation across Chandigarh, Mohali, and Panchkula enhances the 
validity of the findings, allowing for robust cross-comparisons and providing a balanced 
foundation for analyzing the broader trends and variations in consumer preferences, awareness, 
and responsiveness to CSR initiatives in the dairy sector. 
Table 4.2: Age Group  

Age 
Group 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

Under 18 15 14 13 42 10.5% 
18-25 35 34 34 103 25.75% 
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26-35 30 32 31 93 23.25% 
36-50 28 27 28 83 20.75% 
Above 50 26 26 27 79 19.75% 
Total 134 133 133 400 100% 

The respondents’ age distribution across Chandigarh, Mohali, and Panchkula illustrates a broad 
range of perspectives on CSR, with the largest group (25.75%) being 18–25 years old. This 
suggests that younger consumers are highly engaged in the study and may represent the future 
of consumer expectations in CSR. The 26–35 and 36–50 age groups collectively account for 
44% of respondents, indicating that mid-career individuals also value CSR, potentially viewing 
it through a lens of quality and reliability. Older respondents (Above 50), at 19.75%, provide 
insight into CSR’s appeal across all ages, often emphasizing stability, ethical production, and 
brand loyalty. This spread across age groups allows for insights into how CSR priorities evolve 
through different life stages. 
Table 4.3: Monthly Household Income  

Income 
Bracket 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

Less than 
₹20,000 

25 24 23 72 18% 

₹20,000 - 
₹40,000 

28 29 30 87 21.75% 

₹40,001 - 
₹60,000 

30 30 29 89 22.25% 

₹60,001 - 
₹80,000 

26 26 26 78 19.5% 

Above ₹80,000 25 24 25 74 18.5% 
Total 134 133 133 400 100% 

Income distribution among respondents is varied, with middle-income brackets (₹40,001–
₹60,000) representing 22.25%, followed closely by other groups. Those earning less than 
₹20,000 are likely price-sensitive but may still support CSR if it aligns with affordability, while 
higher-income brackets (above ₹80,000) may be more willing to pay a premium for ethically 
sourced and environmentally friendly products. This range in income groups allows the study 
to explore how CSR perception and support vary according to economic capability, shedding 
light on how different income levels influence CSR-related purchasing behavior. 
4.2 Impact of CSR on Consumer Perception, Loyalty, and Brand Commitment 
Table 4.4: Influence of CSR Efforts on Consumer View of Dairy Companies 

Influence 
Level 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentag
e (%) 

Mean p-
Valu
e 

Strongly 
Disagree 

8 9 8 25 6.25% 8.33 0.99 

Disagree 15 14 15 44 11% 14.67 0.97 
Neutral 30 29 29 88 22% 29.33 0.97 
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Agree 45 45 46 136 34% 45.33 0.94 
Strongly 
Agree 

36 36 35 107 26.75% 35.67 0.97 

In Table 4.4: Influence of CSR Efforts on Consumer View of Dairy Companies, a significant 
portion of respondents (34% Agree and 26.75% Strongly Agree) stated that CSR initiatives 
positively influence their perception of dairy brands. This underscores the growing importance 
of ethical and socially responsible practices in shaping consumer attitudes. While 22% of 
respondents were Neutral, indicating some indifference, there is still a noticeable portion of the 
population that remains skeptical of CSR efforts, with 17.25% either disagreeing or strongly 
disagreeing. The analysis based on the mean, t-values, and p-values reveals that CSR has a 
positive impact but also suggests that varying levels of engagement and trust exist across 
different regions, highlighting an opportunity for brands to improve transparency and 
engagement with consumers. 
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Table 4.5: Extent to Which CSR Initiatives Affect Brand Loyalty 
Extent 
Level 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

Not at all 8 9 8 25 6.25% 
A little 20 21 20 61 15.25% 
Moderately 40 39 40 119 29.75% 
Very much 45 44 45 134 33.5% 
Completely 21 20 20 61 15.25% 
Total 134 133 133 400 100% 
The data in Table 4.5 demonstrates a strong correlation between CSR initiatives and brand 
loyalty, with 33.5% of respondents indicating that CSR activities influence their loyalty very 
much, and 15.25% stating it affects them completely. This suggests that CSR plays a critical 
role in building long-term loyalty, likely due to the perception that brands with strong CSR 
commitments align better with consumers’ values. The 29.75% who feel moderately influenced 
and the 15.25% who feel only a little affected suggest that while CSR matters, brand loyalty 
may also depend on other factors like quality and customer service. Brands could focus on 
creating narratives that emphasize both the quality and ethical impact of their products, making 
a strong case for why ethical practices are part and parcel of superior product offerings. Overall, 
these insights highlight the importance of integrating CSR initiatives into brand identity, 
making it clear to consumers that their loyalty supports socially responsible practices. 
Table 4.6: Importance of Ethical Sourcing in Perception of Dairy Brands 
Importance 
Level 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

Not at all 
important 

10 11 10 31 7.75% 

Slightly 
important 

20 21 20 61 15.25% 

Moderately 
important 

39 38 39 116 29% 

Very 
important 

35 34 34 103 25.75% 

Extremely 
important 

30 29 30 89 22.25% 

Total 134 133 133 400 100% 
In Table 4.6, ethical sourcing is deemed moderately to extremely important by 77% of 
respondents, illustrating a strong consumer demand for dairy brands to uphold ethical standards 
in their sourcing practices. Only 7.75% regard it as not important, suggesting that the vast 
majority expect dairy brands to commit to fair, humane, and environmentally sustainable 
sourcing. This sentiment likely reflects broader global awareness about the ethical treatment of 
animals and workers. Dairy brands that prioritize transparency in their supply chain, including 
information on sourcing practices and certifications, are well-positioned to meet these 
expectations. Communicating ethical sourcing clearly and frequently could be a compelling 
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differentiator, helping brands to stand out and build stronger relationships with ethically-
minded consumers. 
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Table 4.7: Variation in Purchase Frequency by CSR Reputation of Brand 
Frequency 
Level 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

Yes 52 51 51 154 38.5% 
No 40 40 40 120 30% 
Sometimes 42 42 42 126 31.5% 
Total 134 133 133 400 100% 
The data in Table 4.7 highlights that 38.5% of respondents are more likely to purchase from 
brands with a positive CSR reputation, with another 31.5% occasionally influenced by it. This 
high level of responsiveness to CSR reputation indicates that consumers are not only aware of 
CSR but also allow it to influence their purchase decisions. Only 30% indicated that CSR 
reputation has no impact on their purchase frequency, suggesting a relatively small segment is 
immune to CSR influence. This alignment between CSR perception and purchase frequency 
underscores the importance of maintaining a strong and consistent CSR reputation for dairy 
brands. Brands could further engage these consumers by consistently communicating their 
CSR milestones, ensuring transparency, and creating positive associations between their 
products and socially responsible practices. Given this tendency toward CSR-driven 
purchasing, brands can leverage their reputation as a strategic asset to retain customers and 
enhance brand loyalty. 
Table 4.8: Impact of CSR Initiatives on Trust in Brand 
Impact 
Level 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

Not at all 12 12 12 36 9% 
Slightly 25 26 25 76 19% 
Moderately 35 34 34 103 25.75% 
Very much 39 38 39 116 29% 
Completely 23 23 23 69 17.25% 
Total 134 133 133 400 100% 
Table 4.8 reveals significant insights into the relationship between CSR initiatives and 
consumer trust. Notably, 29% of respondents indicated that CSR activities influence their trust 
in a brand “very much,” while an additional 17.25% reported a “complete” impact. This 
indicates that nearly half of the respondents have a strong association between CSR efforts and 
brand trust, emphasizing CSR’s role as a foundational trust-building tool. Consumers who see 
companies engaging in socially responsible practices may view them as more reliable and 
ethical, thus increasing their willingness to remain loyal to these brands. Conversely, the 28% 
of respondents who report only a “slight” to “moderate” impact suggest that while CSR is 
valuable, it may not independently drive trust without other supporting factors like product 
quality or consistent service. This nuanced view highlights the importance of holistic brand 
integrity, where CSR is effectively complemented by product reliability and transparency. 
Brands can leverage this trust-building potential by regularly showcasing authentic CSR 
activities that resonate with consumer values, thereby fostering a long-term relationship rooted 
in ethical responsibility. 
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Table 4.9: Increase in Satisfaction with CSR-Active Dairy Brands 
Satisfacti
on Level 

Chandiga
rh 
Responde
nts 

Mohali 
Responde
nts 

Panchkula 
Responde
nts 

Total 
Responde
nts 

Percenta
ge (%) 

Mea
n 
(Tota
l) 

SD 
(Tota
l) 

Strongly 
Disagree 

15 15 15 45 11.25%   

Disagree 25 25 25 75 18.75%   
Neutral 34 34 34 102 25.5%   
Agree 36 35 36 107 26.75%   
Strongly 
Agree 

24 24 23 71 17.75%   

Total 134 133 133 400 100% 3.35 1.46 
Table 4.9 offers meaningful insights into how CSR initiatives influence consumer satisfaction 
with dairy brands. With 26.75% of respondents agreeing and 17.75% strongly agreeing, the 
data points to a significant portion of consumers who feel that active CSR engagement 
enhances their satisfaction with the brand. The mean satisfaction score of 3.25 supports this, 
indicating that, on average, consumers tend to appreciate the impact of CSR on their overall 
brand experience. The standard deviation of 1.26 suggests moderate variability in responses, 
reflecting a reasonable spread of opinions from strong agreement to some disagreement. 
Notably, 25.5% of respondents remained neutral, implying that while CSR contributes to 
satisfaction, other factors like product quality, pricing, and availability still play pivotal roles 
in shaping overall perceptions. Meanwhile, 11.25% of respondents either disagreed or strongly 
disagreed, representing a consumer segment for whom CSR initiatives hold less influence, 
likely because they prioritize direct product attributes over ethical or social considerations. To 
further enhance consumer satisfaction, dairy brands can integrate CSR more visibly into their 
identity — not just as a separate initiative but as a core part of the product experience. By 
clearly communicating the link between responsible practices and consumer benefits, brands 
can strengthen emotional connections, increase perceived value, and convert neutral or 
indifferent consumers into loyal advocates of both the product and the brand’s broader purpose. 
Table 4.10: Influence of CSR Reputation on Brand Trustworthiness 
Trustworthi
ness Level 

Chandiga
rh 
Responde
nts 

Mohali 
Responde
nts 

Panchkul
a 
Responde
nts 

Total 
Responde
nts 

Percent
age (%) 

Mea
n 
(Tot
al) 

SD 
(Tot
al) 

Strongly 
Disagree 

13 13 13 39 9.75%   

Disagree 24 24 24 72 18%   
Neutral 32 32 33 97 24.25%   
Agree 39 39 38 116 29%   
Strongly 
Agree 

26 25 25 76 19%   
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Total 134 133 133 400 100% 3.30 1.24 
Table 4.10 reveals that 29% of respondents agree and an additional 19% strongly agree that a 
brand’s CSR reputation significantly boosts its trustworthiness, underscoring the role of ethical 
responsibility in shaping consumer confidence. The mean score of 3.30 confirms that, on 
average, consumers lean toward agreement, viewing CSR as a meaningful contributor to brand 
trust. The standard deviation of 1.24 indicates a moderate variation in opinions, showing that 
while many consumers align with this view, there remains diversity in how strongly they 
perceive this relationship. Notably, 24.25% of respondents selected neutral, suggesting that 
although CSR is appreciated, it is not the sole factor influencing trust for all consumers — 
many still consider direct product experience and personal interactions with the brand. 
Additionally, 9.75% of respondents either disagreed or strongly disagreed, indicating a 
segment that may prioritize tangible attributes like product quality and consistency over 
corporate responsibility narratives. For dairy brands, these insights highlight the strategic 
importance of maintaining a robust CSR reputation to build and sustain trust, especially in a 
market climate where ethical transparency is increasingly valued. By investing in authentic, 
transparent, and consistent CSR efforts, brands can position themselves as reliable and values-
driven, appealing to a consumer base that equates social responsibility with overall brand 
integrity. 
Table 4.11: Impact of CSR Involvement on Brand Loyalty 
Impact 
Level 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

No impact 16 15 15 46 11.5% 
Some 
impact 

23 24 24 71 17.75% 

Moderate 
impact 

32 33 32 97 24.25% 

Strong 
impact 

37 36 37 110 27.5% 

Very 
strong 
impact 

26 25 25 76 19% 

Total 134 133 133 400 100% 
Table 4.11 offers insights into how CSR involvement affects consumer loyalty. A substantial 
27.5% of respondents believe CSR involvement has a “strong impact” on their loyalty to a 
brand, while another 19% consider it to have a “very strong impact.” This illustrates that nearly 
half of the respondents see a direct link between CSR practices and their brand loyalty, 
potentially viewing CSR as a value-adding element that aligns with their own ethical standards. 
Conversely, 17.75% report only “some impact,” which may indicate that while CSR is 
appreciated, other factors such as convenience or pricing may play a larger role in loyalty. 
Notably, 11.5% see “no impact,” suggesting that a segment of consumers may remain loyal to 
brands based purely on product experience rather than CSR considerations. This feedback 
points to the benefit of integrating CSR deeply within brand identity, as it appears to foster a 
sense of commitment among those who value ethical alignment with their personal beliefs. 
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Table 4.12: Willingness to Pay a Premium for CSR-Active Dairy Brands 
Willingness 
Level 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

No 25 25 25 75 18.75% 
Slightly 27 27 26 80 20% 
Moderately 30 30 30 90 22.5% 
Strongly 28 26 27 81 20.25% 
Very 
strongly 

24 25 25 74 18.5% 

Total 134 133 133 400 100% 
Table 4.12 underscores the financial value consumers attach to CSR, with 22.5% moderately 
willing, 20.25% strongly willing, and 18.5% very strongly willing to pay a premium for brands 
engaged in CSR. This suggests that approximately 61% of respondents are willing to make a 
financial commitment to support CSR-active brands, likely seeing their purchase as a means to 
contribute to positive societal impact. This willingness to pay more highlights a crucial 
opportunity for brands to emphasize the real-world benefits of their CSR practices, thereby 
justifying a potential premium. The 18.75% who are not willing to pay more and the 20% 
slightly willing, however, underscore the importance of balancing CSR with cost-effectiveness, 
as pricing remains a significant factor for many consumers. Brands may benefit from offering 
different pricing tiers that allow a broad range of consumers to participate in supporting CSR 
without financial strain, thereby widening their appeal. 
Table 4.13: Satisfaction with Brands Actively Engaged in CSR 
Satisfacti
on Level 

Chandiga
rh 
Responde
nts 

Mohali 
Responde
nts 

Panchkula 
Responde
nts 

Total 
Responde
nts 

Percenta
ge (%) 

Mea
n 
(Tota
l) 

SD 
(Tota
l) 

Strongly 
Disagree 

13 13 14 40 10%   

Disagree 25 24 24 73 18.25%   
Neutral 34 34 33 101 25.25%   
Agree 38 38 38 114 28.5%   
Strongly 
Agree 

24 24 24 72 18%   

Total 134 133 133 400 100% 3.32 1.23 
Table 4.13 illustrates that 28.5% of respondents agree and 18% strongly agree that CSR 
engagement enhances their satisfaction with dairy brands, highlighting the significant role that 
responsible business practices play in shaping consumer sentiment. The mean score of 3.32 
indicates an overall positive leaning, suggesting that, on average, consumers appreciate CSR-
active brands and perceive added value from their ethical initiatives. The standard deviation of 
1.23 points to a moderate range of opinions, reflecting that while many consumers value CSR’s 
contribution to satisfaction, there is diversity in how strongly they feel this impact. Notably, 
25.25% of respondents remain neutral, indicating that while CSR efforts are recognized, other 
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factors such as product quality, taste, and price continue to be equally important in determining 
overall satisfaction. Meanwhile, a combined 28.25% of respondents either disagree or strongly 
disagree, reflecting a substantial segment that prioritizes traditional product attributes over 
CSR initiatives. For dairy brands, these insights suggest a strategic opportunity to position CSR 
not just as an optional add-on but as an integral part of their overall brand promise. By weaving 
CSR efforts visibly and authentically into their identity while maintaining strong product 
performance, brands can enhance satisfaction among ethically driven consumers and still 
appeal to those primarily motivated by core product qualities. 
Table 4.14: Extent of CSR's Impact on Brand Commitment 
Commitment 
Impact Level 

Chandigarh 
Respondents 

Mohali 
Respondents 

Panchkula 
Respondents 

Total 
Respondents 

Percentage 
(%) 

Not at all 12 13 12 37 9.25% 
Slightly 24 24 23 71 17.75% 
Moderately 35 34 35 104 26% 
Strongly 38 37 39 114 28.5% 
Very strongly 25 25 24 74 18.5% 
Total 134 133 133 400 100% 
Table 4.14 provides insight into the role of CSR in fostering brand commitment, with 28.5% 
of respondents stating that CSR strongly impacts their commitment, and 18.5% noting a very 
strong impact. Together, this represents nearly half of the sample who view CSR as essential 
in building a lasting relationship with a brand. These consumers likely see CSR as a sign of the 
brand’s values aligning with their own, which reinforces their long-term commitment. 
Conversely, 9.25% of respondents do not see any impact of CSR on commitment, suggesting 
that this group might prioritize product performance and value over ethical considerations. The 
26% who expressed moderate commitment show that while CSR is a contributing factor, their 
loyalty might also be influenced by factors like product satisfaction, convenience, or pricing. 
For dairy brands, this data underscores the value of integrating CSR as a core part of brand 
identity, as it has the potential to enhance brand commitment for a significant portion of the 
market. 
Table 4.15: Impact of CSR Activities on Strengthening Consumer-Brand Relationships 
Relations
hip 
Impact 
Level 

Chandiga
rh 
Responde
nts 

Mohali 
Responde
nts 

Panchkul
a 
Responde
nts 

Total 
Responde
nts 

Percenta
ge (%) 

Mea
n 
(Tota
l) 

SD 
(Tota
l) 

Strongly 
Disagree 

12 13 12 37 9.25%   

Disagree 24 23 23 70 17.5%   
Neutral 34 35 34 103 25.75%   
Agree 38 38 39 115 28.75%   
Strongly 
Agree 

26 24 25 75 18.75%   

Total 134 133 133 400 100% 3.31 1.24 
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Table 4.15 highlights the impact of CSR activities on strengthening consumer-brand 
relationships, with 28.75% of respondents agreeing and 18.75% strongly agreeing that CSR 
efforts enhance their connection to a brand. The overall mean score of 3.31 reflects a positive 
tilt, suggesting that, on average, consumers perceive CSR as a meaningful contributor to 
building stronger brand relationships. Meanwhile, the standard deviation of 1.24 indicates 
moderate variability, pointing to differing degrees of consumer sensitivity towards CSR 
initiatives. The data shows that 25.75% of respondents remain neutral, implying that while 
CSR is appreciated, it is not the sole driver of brand connection for all consumers — other 
factors such as product quality, price, and personal relevance continue to play crucial roles. 
Additionally, 17.5% of respondents either disagreed or strongly disagreed, indicating that for 
a notable segment, CSR may not significantly influence their relationship with the brand, as 
they prioritize functional attributes or personal experiences over social responsibility 
narratives. For dairy brands, these insights reinforce the value of embedding authentic, 
consumer-aligned CSR initiatives into their brand strategy. By transparently communicating 
their social commitments and ensuring these efforts resonate with consumer values, brands can 
deepen emotional engagement and cultivate loyal customer relationships grounded in shared 
purpose and trust. 
4.3 Hypothesis Testing 
Hypothesis 1: Influence of CSR Perception on Consumer Trust 
Ho 1: CSR perception significantly influences consumer trust. 
Ha 1: CSR perception does not significantly influence consumer trust. 
 
Table 4.16a: Trust Levels by CSR Awareness: Descriptive Analysis 
Trust Level CSR-Aware Respondents Not CSR-Aware Respondents Total 
Low Trust 50 44 94 
Moderate Trust 70 60 130 
High Trust 57 56 113 
Total 177 160 337 
Table 4.16a segments trust levels between CSR-aware and non-CSR-aware respondents, 
revealing a balanced distribution across low, moderate, and high trust levels for both groups. 
CSR-aware respondents displayed slightly higher moderate trust levels (70 respondents), 
though non-CSR-aware consumers also reported substantial moderate trust (60 respondents). 
This distribution suggests that CSR awareness may not be a primary driver of consumer trust, 
as trust levels appear relatively stable regardless of CSR awareness. 
Table 4.16b: Chi-square Test for CSR Perception and Consumer Trust: Inferential 
Analysis 
Trust Level Observed 

Frequency 
Expected 
Frequency 

Chi-square 
Value 

p-
Value 

Low Trust 50 47 0.19  
Moderate Trust 70 65 0.38  
High Trust 57 55 0.08  
Total 177 167 0.65 0.79 
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The Chi-square test results in Table 4.16b yield a p-value of 0.79, indicating no significant 
relationship between CSR perception and consumer trust. Consequently, the null hypothesis 
(Ho 3) is upheld, suggesting that CSR awareness alone may not significantly influence 
consumer trust levels. This finding implies that trust may rely more on other factors, such as 
product quality, brand reputation, or personal experiences with the brand, rather than on CSR 
practices alone. 
Interpretation: Above hypothesis explored whether CSR perception significantly affects 
consumer trust in dairy brands. This was tested by comparing trust levels between CSR-aware 
and CSR-unaware consumers. Although descriptive statistics indicated some variation in trust 
across awareness levels, further analysis with a Chi-square test revealed no statistically 
significant relationship, with a p-value of 0.79, above the 0.05 threshold. This suggests that 
while CSR awareness may boost satisfaction, it does not necessarily lead to increased trust 
among consumers. The lack of a significant connection implies that trust may depend on other 
brand factors, such as product quality, transparency, and customer service, rather than merely 
CSR awareness. Dairy brands, therefore, may need to adopt a more comprehensive approach 
that includes both CSR and trust-building initiatives to develop stronger consumer trust. This 
finding highlights the complexity of consumer trust and suggests that CSR, while valued, is 
not a standalone determinant of trust. 
5. Discussion 
Corporate Social Responsibility (CSR) has become an essential aspect of modern business 
strategy, particularly in consumer-driven sectors such as the dairy industry. The findings of this 
study reveal that CSR significantly influences consumer trust, satisfaction, and loyalty in the 
dairy brands of the Tricity region, which includes Chandigarh, Mohali, and Panchkula. As 
observed, CSR activities positively impact consumers' perception of brand trustworthiness. A 
large portion of respondents (46.25%) expressed that CSR efforts greatly influence their trust 
in dairy brands. This is consistent with previous studies, such as those by Fombrun and Shanley 
(1990) and Luo and Bhattacharya (2006), who argued that CSR initiatives build trust by 
demonstrating a company's commitment to ethical practices. However, despite this general 
positive impact, a segment of consumers remained neutral, suggesting that other factors such 
as product quality and brand reputation are equally influential in building trust (Chaudhuri & 
Holbrook, 2001). 
The relationship between CSR and consumer satisfaction is similarly strong. More than 44% 
of respondents agreed or strongly agreed that CSR initiatives contribute positively to their 
satisfaction with dairy brands. These results echo the work of Sweeney and Soutar (2001) and 
Giménez and Sierra (2013), who found that CSR programs enhance consumer satisfaction by 
aligning with their values and ethical expectations. This alignment between consumer values 
and brand practices is particularly important in industries like dairy, where ethical sourcing and 
sustainability are of increasing concern. However, some respondents (25.25%) remained 
neutral, suggesting that while CSR contributes to satisfaction, other factors—such as product 
quality, pricing, and availability—also play a significant role in shaping overall consumer 
satisfaction (Wang & Li, 2018). 
CSR also plays a significant role in fostering consumer loyalty. The data highlights that a 
notable 33.5% of respondents were "very much" influenced by CSR activities in their loyalty 
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to dairy brands, while 15.25% reported that CSR efforts completely shaped their loyalty. These 
findings support the work of Aaker and Joachimsthaler (2000) and Lichtenstein, Drumwright, 
and Braig (2004), who suggested that CSR strengthens consumer attachment to brands, 
particularly when CSR initiatives align with consumer values. Additionally, CSR-driven 
loyalty is not limited to short-term purchases but extends to long-term brand commitment, as 
brands that actively engage in CSR create stronger emotional connections with consumers 
(Pirsch, Gupta, & Grau, 2007). Nonetheless, some consumers (17.75%) were moderately 
influenced by CSR in their loyalty decisions, indicating that factors such as product 
convenience and price still play significant roles in brand loyalty (Homburg & Giering, 2001). 
Finally, the study examined the importance of ethical sourcing as part of CSR initiatives. 
Ethical sourcing, encompassing environmental sustainability, fair labor practices, and animal 
welfare, was deemed "moderately to extremely important" by 77% of respondents, confirming 
the growing demand for ethical practices in the dairy industry (Elkington, 1997; Maignan & 
Ferrell, 2004). Consumers are increasingly willing to pay a premium for products from socially 
responsible companies, with 61% of respondents expressing a willingness to financially 
support CSR-active dairy brands. This willingness to pay more for ethically sourced products 
underscores the financial benefits for brands that align their operations with consumer values 
(Xie & Lee, 2013; Kotler & Lee, 2005). However, it is important to note that the price 
sensitivity of some consumers (18.75%) remains a challenge, highlighting the need for brands 
to balance CSR efforts with cost-effectiveness. 
CSR significantly impacts consumer trust, satisfaction, and loyalty within the dairy industry. 
The findings demonstrate that CSR initiatives, particularly those related to ethical sourcing and 
sustainability, play a crucial role in shaping consumer perceptions and driving brand loyalty. 
However, the results also indicate that CSR is not a standalone factor in consumer decision-
making. Other elements such as product quality, pricing, and brand reputation continue to 
influence consumer choices. Therefore, dairy brands should integrate CSR into their core 
identity and clearly communicate their ethical practices to build stronger relationships with 
consumers. The growing importance of CSR in consumer behavior calls for a more 
comprehensive approach, where brands not only focus on their social responsibility initiatives 
but also ensure that they align with broader consumer expectations and values (Sen & 
Bhattacharya, 2001). 
6. Conclusion 
CSR has a significant influence on consumer trust, satisfaction, and loyalty within the dairy 
sector of the Tricity region. The findings highlight that CSR initiatives, particularly those 
focused on ethical sourcing and sustainability, are crucial in shaping consumer perceptions and 
fostering long-term brand commitment. Consumers are increasingly aware of and responsive 
to brands that engage in socially responsible practices, with a marked preference for ethical 
sourcing and environmental sustainability. However, while CSR positively impacts consumer 
satisfaction and loyalty, product quality and pricing still play vital roles in consumer decision-
making. Therefore, dairy brands should not only focus on enhancing CSR efforts but also 
ensure that these initiatives align with consumer expectations and values. By transparently 
communicating their CSR commitments, brands can differentiate themselves, build trust, and 
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ultimately enhance consumer loyalty, positioning CSR as a strategic asset that supports both 
brand reputation and profitability in an increasingly competitive market. 
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