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Abstract: Corporate social responsibility (CSR) is a trend that manifests on a global level. The
positive effects of CSR initiatives depend on the reaction of stakeholders, among which customers
represent an important category. The purpose of this paper was to analyse the impact that CSR
initiatives of cosmetics companies have on customer behaviour in both the short-term (buying
intention) and the long-term (client loyalty) in the case of electronic commerce. Starting from the
existing literature, the conceptual model proposed different dimensions of CSR as influencers (legal
and ethical, philanthropic and community services, respect for environment, respect for consumers),
and as mediators, which were considered as the brand trust and the competitive advantage of the
company. The research method used was quantitative with the empirical data being collected from
1265 actual and potential consumers of cosmetic products. The hypotheses were tested using the
partial least squares structural equation modelling (PLS-SEM). The main findings illustrated positive
relationships between CSR and both buying intention and client loyalty, as the two facets of consumer
behaviour. The interpretation is that CSR activities can increase both the consumer intentions to
buy cosmetics products provided by CSR-involved companies, and increase the long-term customer
loyalty for these companies. The research also provided evidence for a strong mediation effect of
brand trust for both sides of customer behaviour. This illustrates that when brand trust is higher
the effect of CSR initiatives on customer behaviour increases. The paper includes theoretical and
practical contributions associated to the results of the research.

Keywords: brand trust; buying intention; client loyalty; competitive advantage; corporate social
responsibility; customer behaviour; PLS-SEM

1. Introduction

In recent years, corporate social responsibility (CSR) became a topic that drew in-
creased attention from both researchers and practitioners. Although it is not a new topic, as
it was first conceptualized by Bowen and Johnson in 1953 [1], since then, it is considered to
have become a global issue [2]. Its ever-evolving boundaries [3] makes it a topic that needs
further research, even at present.

Many studies concentrate on the effects that CSR has on the company, either from
economic and financial perspectives [4,5], the market value point of view [6,7] or from
the perspective of other organizational-related outcomes [3]. Researchers agree that other
perspectives on the effects of CSR initiatives also need to be included in studies: the
importance of CSR in influencing consumers [3] or the perspective of internal partners such
as investors, employees, clients and suppliers [8].

The present paper considers the stakeholder theory [9], according to which the success
of an organization is dependent on how the respective organization manages its stakehold-
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ers and how it develops business strategies that receive the stakeholders’ approval [10].
Accordingly, CSRs are seen as “the practices of socially responsible management towards
different stakeholders” [11].

One main category of stakeholders that needs to be considered when analysing the
effects of CSR is represented by consumers [12,13]. Only by understanding how consumers
react to CSR can companies develop CSR strategies that fulfil both normative and business
purposes [14], given that CSR nowadays is starting to be seen as a strategic managerial
tool in companies [7]. As CSR is developed based on the stakeholder theory, the three
uses and purposes of the stakeholder theory, as depicted by [15], are of interest in the
CSR context: (a) the descriptive/empirical use in which the theory is used to describe the
specific CSR initiatives and activities that are implemented by the company’s management;
(b) the instrumental use in which the theory is used to identify the existence or not of
connections between stakeholder management and the achievement of corporate objectives;
(c) the normative use in which the theory is used to interpret the function of the company,
including the identification of moral and philosophical guidelines for management. The
present research rather focuses on the instrumental and normative uses of the stakeholder
theory. The instrumental aspect relates to the purpose of the study, which is to identify
the relationship between CSR activities and consumers as one main type of stakeholder
and consumer behaviour, as one way to measure corporate achievements. The norma-
tive use relates to the main principles that guide the CSR orientation in the relationship
with all stakeholders, including the consumers: ethical, legal, environmental, economic,
and philanthropic.

The existent literature approaches the topic of the relationship between CSR initiatives
and consumers by studying different aspects related to the effects of CSR on consumers,
such as brand loyalty [7], consumer commitment [2], brand admiration [3], consumer
ethics [16] or purchase intention [13]. However, the literature acknowledges that there is a
high level of heterogeneity of consumers’ reactions to CSR initiatives [14], and, therefore,
there is the need to research consumers’ responses to CSR for different businesses in
different industries and in different countries. The need for further study of the effects of
consumers’ reactions to CSR activities was re-acknowledged as soon as 2021 [13].

Most studies considered only one facet of the relationship between CSR and consumers,
such as customer loyalty [17,18], purchase intention [8,13], or customer satisfaction [19,20].
The present research attempts to shed more light on the relationship between CSR ini-
tiatives and consumer behaviour from a new, integrated view that includes at the same
time both short-term (buying intention) and long-term (customer loyalty) perspectives of
the relationship.

Furthermore, researchers [2] consider that there is a scarcity of current publications
that address the relationship between CSR and the purchase intentions of consumers in
the online context. In the case of e-commerce, customers can be better understood by
estimating customer intent and, in doing so, customers profiles can be generated—profiles
that include personal preferences, satisfaction levels and purchasing behaviours [20,21] that
can all be influenced by the level of company responsible behaviour. This study attempts
to fill this research gap by focusing on the online commerce with cosmetics products.

Different industries have been studied from the perspective of CSR initiatives’ effects
on consumer behaviour; for example, the banking industry [3,22], telecommunication
industry [23], sportswear industry [7], automotive industry [24], hoteling industry [25],
food industry [26], and jewellery industry [27]. To the extent of the authors’ knowledge,
there is limited research addressing CSR actions in the context of cosmetics products, and
most of it takes the company’s perspective by describing different CSR initiatives that are
employed by cosmetics companies [28–30] with less focus on the consumer response to
CSR activities. Therefore, the present study aims to fill this gap by questioning consumers
about their reactions to CSR activities conducted by companies from cosmetics industry.

Various authors also emphasize the need to research the CSR domain in different types
of economies, such as the emerging economies [7], along with developed economies [13].
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This study contributes to filling this research gap by conducting research in Romania, a
transition market from Central and Eastern Europe. Some studies approached CSR subjects
in the Romanian context, but from other perspectives such as the company’s view [31], and
in other industries such as the telecom industry [32], banking sector [33], and traditional
retail [17].

The literature emphasizes that consumers reward companies that are involved in CSR
activities [3] and that the benefits of CSR actions can be seen as both transactional and
relational. The transactional perspective refers to the increased likelihood of consumers
purchasing the company’s products [34]. The relational perspective refers to the long-term
company–consumer relationship [35].

The present study addresses both types of perspectives on the relationship between
CSR activities and consumer behaviour, in order to offer a broad overview on how perceived
CSR influences consumer behaviour [12]. Therefore, the current research aims to study
how the consumers’ perceptions on CSR impact their behaviour, both in the short-term
(transactional perspective) and in the long-term (relational perspective). For the short-term
consumer behaviour, buying intention was used as a proxy, and for the long-term consumer
behaviour client loyalty was used as a proxy.

The study also considers two additional factors as possible influencers of the relation-
ship between CSR initiatives and consumer behaviour. One refers to brand trust, as on
the one hand, CSR is expected to contribute to building brand trust [36], and on the other
hand, brand trust is recognized as a precursor of customer loyalty [14]. At the same time,
CSR activities can constitute competitive advantages for companies that use them [19],
as compared to companies that do not, and the perceived competitive advantage can
further positively influence consumer behaviour [13]. The use of both the transactional
and the relational approaches to consumer behaviour as determined by the CSR activi-
ties of cosmetics companies can be associated to the instrumental perspective [15] of the
stakeholder theory, which focuses on identifying the connection between CSR activities, as
one form of stakeholder management and consumer behaviour, as a potential measure of
company achievement.

Our study contributes to the understanding of CSR’s expected impact on corporate
performance and success via its effects on consumer behaviour (as buying intention and
client loyalty) in a context with three particular characteristics: (a) the specific cosmetics
industry; (b) commercialized via online commerce; (c) during a particular period of the
COVID-19 pandemic. The research also contributed by providing more insight into the
relationship between CSR and consumer behaviour in the context of a transitional economy,
such as the Romanian economy.

The remaining paper is organized as follows: Section 2 approaches the theoretical
background, hypotheses formulation and research model development; Section 3 presents
the methodology used to conduct the study; Section 4 focuses on the results of the empirical
research, Section 5 includes discussion and Section 6 the conclusions.

2. Theoretical Background and Hypotheses Development
2.1. CSR and Its Dimensions

CSR has been defined in different ways, but there is no one universally accepted
definition [23]. Sharma et al. [8] quoted a study that identified 37 different definitions
of CSR depending on the country, industry, company, as well as perspective. One broad
and highly accepted definition of CSR belongs to Brown and Dacin [37], who see CSR
as “the company’s status and activities with respect to its perceived societal obligations”.
Another known definition belongs to Matten and Moon [38,39], stating that “CSR consists
of policies and practices of corporations that reflect business responsibility for some wider
societal good”. Other various definitions were given to CSR by different authors [40,41].
The definitions of CSR are diversified and complex [13], but there are numerous elements
of commonality among them. Basically, the recent definitions of CSR emphasize that the
concept refers to those initiatives that a company commits to, in order to serve social
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and environmental causes that are also communicated to the stakeholders to obtain their
support [12,42].

In recent years, consumers have become more aware of issues related to sustainability,
and, consequently, they assess the socially responsible behaviour of companies [2,43]. For
example, [2,44] illustrate that numerous consumers prefer to buy products from sustainable
sources (such as eco-friendly products) as opposed to conventional products. At the same
time, consumers have the tendency to punish those companies that do not enrol in CSR
activities [44], as there is a negative attitude of consumers towards companies that do not
pursue social purposes [4].

The seminal work of Carroll [45] developed four dimensions of CSR, known as the
pyramid of CSR, including the economic, legal, ethical and discretionary (philanthropic) re-
sponsibilities of companies. The economic responsibility depicts the obligation to generate
profit and expand. The legal responsibility underlines compliance with laws and regula-
tions. Ethical responsibility refers to incorporating the principles of fairness, justice, no
harm, morality and other social ethics principles that are applied to different stakeholders
such as shareholders, employees, consumers and the community at large. Philanthropic
responsibilities illustrate participation in charity work, the promotion of goodwill, and
giving back to society by improving people’s quality of life.

Additionally, in recent years, environmental CSR was approached by authors [8,46] as
another important component of modern CSR [47], which envisages the preservation of the
environment and includes an ecological perspective of different companies’ activities [48].

In recent studies, researchers approached CSR as a whole composite construct [2,7,13],
or they used as dimensions of CSR different combinations of the above components or
others, depending on the focus of the research. For example, Bianchi, Bruno and Sarabia-
Sanchez [12] measured CSR through the following dimensions: economic, social, phil-
anthropic, environmental, ethical and legal; or, in the case of Sharma, Poulose and Mo-
hanta [8], they measured CSR through loyalty, morality, awareness, environment and
behaviour. Moreover, Herrera Madueño et al. [11] analysed CSR initiatives through the
lens of environmental practices, practices related to employees, practices related to local
communities and practices related to consumers.

The present paper considers the following dimensions of CSR, which are used to
operationalize the concept: the legal and ethical dimension, philanthropic and community
services activities, respect for the environment and respect for consumers.

2.2. CSR and Brand Trust

One classical definition notes that trust takes place when one party is confident in the
exchange partner’s reliability and integrity [49]. Brand trust, therefore, refers to the fact
that “consumers are willing to believe in and rely on the brand in question” [50].

Among the different ways in which companies can gain customers’ trust, the de-
velopment of good reputations based on features such as credibility, responsibility and
trustworthiness is acknowledged [51]. In this direction, one of the major results for the
performance in social responsibility activities of an organization is considered to be cus-
tomer trust in the organization, but also trust in the brands of the organization [52]. A firm
that is socially responsible shows that it has values that help to build trust in the respective
organization [37] and its brands.

Studies identified a connection between different types of CSR activities and the trust
that consumers have in brands. For instance, Sharma and Jain [7] found that perceived CSR
initiatives manifested a direct impact on brand trust. Further, Gilal et al. [36] proved that
an increase in CSR activities enriched in a positive manner the trust among customers. In
the banking sector, Irfan et al. [22], when testing the influence of CSR image on customer
trust, identified a positive relationship.

Based on previous literature findings, we also assume that:

H1. Perceived CSR leads to higher brand trust.
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2.3. CSR and Competitive Advantage

Competitive advantage refers to what a company does exceptionally well in terms of
activities or assets, aspects in which the company is strong relative to competitors and that
have a strategic importance for the company [53]. CSR initiatives represent a candidate of
being a competitive advantage for companies, as it is acknowledged that companies that
focus on CSR activities for their overall operations usually gain competitive advantage [19].

The vast literature considers that CSR can be seen as both a strategy, but also a
management system that contributes to the development of competitive advantages for the
company [54]. Porter and Kramer [55] appreciate that both social as well as environmental
issues become part of the core of a business. Strengthening a company’s competitive
advantage is seen as “a key impetus for firms to engage in strategic CSR” [56]. When
consumers are aware of the company’s CSR activities they react favourably towards the
company, as opposed to companies that are not involved in CSR activities [13].

Therefore, perceived CSR contributes to the company’s competitive advantage, and
we posit that:

H2. Perceived CSR leads to a higher competitive advantage.

Trust is a fundamental asset for any business or non-business relationship [52]; trust
becomes crucial for the customer relationship marketing of a company. At the same time,
CSR actions play a role in both building trust and developing efficient customer relationship
marketing. Findings of studies revealed that there are positive associations between CSR
and brand trust [13]. Further on, the authors also showed that trust and brand image offer
a strategic advantage to the company. Therefore, we hypothesize that:

H3. Brand trust positively mediates the relationship between perceived CSR and competitive advantage.

2.4. CSR and Buying Intention

Buying intention or purchase intention stands for what consumers would like to buy
in the future [13]. It is seen as a key indicator for companies [12] and is used as a proxy for
the actual behaviour of consumers, as it predicts the probability of the consumer making a
purchase in a given period of time [57]. The purchase intention is defined in the literature as
both the preference of re-purchasing a product and the probability that a particular product
will be chosen by the consumer [12] against others.

Studies illustrated that consumers have positive evaluations of the companies that are
involved in CSR activities, and this leads to positive influences on the consumers’ purchase
decisions (both present and future purchase decision). Numerous studies identified positive
relationships between CSR activities and the purchase intentions of consumers [2,12,16].

Accordingly, we also assume that this relationship is true and propose the following
hypothesis:

H4. Perceived CSR leads to a higher buying intention.

Studies [14,40] show that consumers do not react to CSR so directly as assumed
and that the relationship between CSR activities and consumers’ purchases is affected by
numerous factors. For example, trust and commitment are seen as behavioural mechanisms
through which to identify the effects of CSR on customer behavioural intentions [51].
Moreover, brand admiration mediates the relationship between CSR through social media
and purchase intention [3]. Other mediating variables studied by researchers were customer
trust, customer identification and customer commitment [51], brand image [13] and others.
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On the other hand, internal customer outcomes [14] of the CSR activities (such as
awareness and attitudes) can lead to customer trust in the brand and further encourage
external customer outcomes of CSR, such as purchase and customer loyalty. Trust is
seen as a central factor that contributes to the success of relationship marketing, mainly
because it has the ability to indirectly elicit cooperative behaviour from consumers [49,51].
Building trust relationships with the consumer can constitute a competitive advantage for
the company [58].

In this regard, we look at brand trust and competitive advantage as mediating factors
between perceived CSR and buying intention, and we hypothesize that:

H5. Brand trust (H5a), competitive advantage (H5b) and, sequentially, both (H5c) positively
mediate the relationship between perceived CSR and buying intention.

2.5. CSR and Customer Loyalty

Customer loyalty can be defined as a process (repeat purchasing), and can also be
defined from a psychological point of view (commitment and attitude) [58]. Therefore,
customer loyalty includes both the decision to repurchase a product and the moral belief
about that respective product [8].

Stakeholders in general, and consumers especially, expect brands to display genuine
ethical behaviours. When they do, increased levels of brand loyalty are manifested, as
identified by Sharma and Jain [7] in their study. Moreover, Bhattacharya and Sen [14] found
that those companies that can individualize themselves through their CSR initiatives can
benefit from the loyalty of their consumers, mainly based on consumer-company (C-C)
identification. Therefore, we posit that:

H6. Perceived CSR leads to higher customer loyalty.

Usually, socially responsible behaviours of companies lead to improved brand trust,
which further increases brand loyalty, as found by Sharma and Jain [7] in the case of
sportwear products. Authors consider that trust has a significant influence on the purchase
intention of the customers and that customers with deep trust in their providers have
the tendency to continue the relationship [51], depicting in this way loyalty. In another
study [56], it was found that CSR initiatives can be used as a competitive weapon by
challenger companies against market leaders, mainly based on trust-based relationships,
and they can use CSR as a competitive advantage in changing the customers’ loyal status
towards the market leader. So, CSR initiatives in their different forms become important
channels to build customer loyalty [58]. In the present study, we assume the positive influ-
ences of brand trust and competitive advantage (individually and together) on customer
loyalty, and we hypothesize:

H7. Brand trust (H7a), competitive advantage (H7b) and, sequentially, both (H7c) positively
mediate the relationship between perceived CSR and customer loyalty.

Based on the theoretical considerations presented above, the conceptual model for the
research starts from the proposed dimension for the CSRs (the legal and ethical dimension,
philanthropic and community services activities, respect for the environment and respect
for consumers) that are assumed to influence consumer behaviour in the short term (buying
intention) and the long term (client loyalty), both directly and indirectly. We also test
if these relationships are mediated by the company’s competitive advantage and by the
trust that consumers have in the brands they acquire. The eight latent variables and the
relationships between them are presented in the conceptual model illustrated in Figure 1.
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Table 1 presents a summary of the main literature used as theoretical background for
the present study.

Table 1. Summary of the main literature.

Theoretical
Concept Main Ideas Bibliographical

Sources

Corporate social
responsibility

(CSR)

Definition: socially responsible managerial practices directed towards stakeholders.
Dimensions of CSR: economic, legal, ethical, philanthropic, environmental.

CSR purposes and uses: descriptive, instrumental, normative.
Perspectives on CSR benefits: transactional, relational.

Consumers represent one main stakeholder category of interest in the present research
Examples of research studies:

Theoretical approaches: collection of definitions of CSR, stakeholder theory [59]; Carroll’s
and Luo’s frameworks of CSR, information processing theory [60,61]; attribution theory

and norm of reciprocity theory [3].
Measurement: global CSR indicator: exploratory (interviews and group discussion) and
questionnaires with 179 consumers, Likert Scale 1-7 [59]; four CSR building blocks, Likert

Scale 1-7, 417 respondents [61]; survey with 463 responses, items measured on Likert
Scale 1-5 [3].

Conclusion: CSR policies can be used to measure consumer perceptions of the company
[59]; the authenticity of CSR activities is essential for influencing consumer behaviour [61];
CSR in the banking system positively influences consumers to increase their probability to

purchase from the bank [3].
Contribution: Managerial—CSR can be used to differentiate the company’s products in
the consumers’ eyes [59]; the need for effective communication and implementation of
CSR activities by companies to avoid mismatch between promoted values and actual

practices [61]; practical: a bank of well-planned CSR communications via social media can
produce multiple outcomes related to consumers [3].

[1–3,11,13,14,37,
45,47,59–62]
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Table 1. Cont.

Theoretical
Concept Main Ideas Bibliographical

Sources

Buying
intention

Definition: the consumer’s willingness and readiness to pay for products (CSR offerings).
Synonyms: purchase intention.

Influencing factors: product quality, product price, brand trust, brand image.
CSR activities create a general positive context for product evaluation.

Examples of research studies:
Theoretical approaches: Carroll’s framework of CSR [40]; stakeholder theory and

consumer behaviour [8].
Measurement: 3 surveys—respondents: 120 Germany, 169 France and 145 US; measured

on Likert Scale, 1-5 [40]; survey with 319 responses, Likert Scale 1-5 [8].
Conclusion: European consumers are more likely than US consumers to support

responsible organizations; differences in perceptions of the consumers on the different
dimensions of CSR [40]; various dimensions of CSR influence consumer purchase

intention [8].
Contribution: international comparative analysis in 3 countries [40]; customer is

influenced by the company’s use of CSR, which further impacts on the profitability of the
organization and its development as a socially responsible entity [8].

[8,13,14,40,49,51,
61,63]

Client
loyalty

Definition: two perspectives of loyalty: process and psychological.
Process: what consumers do to become loyal: repeat purchase frequency in a given period

of time and volume of the same brand purchase.
Psychological: the commitment and the internal disposition of the consumer to look for

the same brand in a repeat purchase.
Synonyms: customer loyalty.

CSR is seen as an antecedent of customer loyalty.
Examples of research studies:

Theoretical approaches: stakeholder theory and resource-based view [64]; stakeholder
theory [8].

Measurement: survey with 313 responses, Likert Scale 1-5 [64]; survey with 319 responses,
Likert Scale 1-5 [8].

Conclusion: CSR is the right strategy to satisfy customers that later become loyal to the
company [64]; CSR is imperative for sustainable development that can be assured through

client loyalty [8].
Contribution: Theoretical—testing a new model that links various determinants of

customer loyalty with CSR; practical: importance of CSR activities among the factors that
influence customer shopping in a certain industry (telecom) [64]; practical: socially

responsible companies build customer loyalty [8].

[7,8,14,51,58,64,
65]

Competitive
advantage (CA)

Definition: actions that have strategic importance for the company, as they represent what
a company does exceptionally well (assets and activities) as compared to competitors.

CSR is seen as a strategic weapon for a company. Companies get involved in CSR
activities in order to strengthen their competitive advantage.

Examples of research studies:
Theoretical approaches: CA mediates the relationship between CSR and financial

performance of companies [66]; entrepreneurial orientation, firm performance and
CA [67].

Measurement: survey with 384 SMEs, Likert Scale 1-5 [66]; survey with 165 respondents,
Likert Scale 1-5 [67].

Conclusion: CA mediates the relationship between CSR and financial performance [66].
Contribution: practitioners can materialize the payback of CSR on CA when CSR becomes

part of the main business agenda rather than being an ad hoc social activity [66].

[7,58,66–68]
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Table 1. Cont.

Theoretical
Concept Main Ideas Bibliographical

Sources

Brand trust

Definition: the degree of confidence in an exchange partner’s reliability and integrity.
Brand trust is the belief that the brand can be relied on in a way in which the long-term

interests of the consumers are fulfilled.
Trust is seen as a mediator between companies’ activities and customer loyalty.

Examples of research studies:
Theoretical approaches: collection of definitions of trust in marketing [59]; stakeholders’

view, theory of social exchange [19].
Measurement: exploratory (interviews and group discussion) and questionnaires with

179 consumers, Likert Scale 1-7 [59]; survey with 1002 respondents, Likert Scale 1-5 [19].
Conclusion: brand trust can be increased via CSR as a communication tool [59]; there are

favourable associations between CSR and brand trust [19].
Contribution: Managerial—brand trust contributes to a long term relationship with

customers and it can be built by employing CSR initiatives [59]; conceptual—brand trust
and brand image mediate the relationship between CSR and purchase intention [19].

[13,19,35,53,54,
59,69]

3. Materials and Methods

The aim of this paper is to understand the mechanism explaining the perceived CSR of
cosmetic manufacturers effects on their success in online commerce. Success was measured
as the consumers’ positive reactions to CSR. In order to collect the data necessary to
achieve this goal and to test the proposed hypotheses, a survey was conducted, in which
potential consumers of these products participated. The questionnaire was distributed
and completed in an online format using a snowball sampling procedure (on the one
hand because this form was considered as the most suitable for the researched population
(consumers of cosmetics who purchase online these products), and on the other hand,
because the survey was conducted between March and June 2021, a period in which the
effects of the COVID-19 pandemic were felt, including measures of social distancing).

Within 3 months, 1318 responses were received. Of these, 53 were eliminated because
the respondents did not express their consent to participate in the survey, were not part of
the surveyed population (stated that they did not purchase cosmetics online) or the analysis
of the answers provided revealed that they were unengaged respondents. Therefore, 1265
complete questionnaires were retained for further analysis.

As expected, given the purpose of the paper, the majority of respondents (78.81%)
were young women (M = 28.21, SD = 8.465) with at least a bachelor’s degree (81.03%) and
living in urban areas (87.27%). Further, regarding the profile of the respondents (Table 2),
it can be noticed that almost half (47.98%) of them spend between 1% and 5% of their
monthly income on cosmetics, while more than a third (39.60%) dedicate more than 5% of
their income to this end.

The measurements for the interest research variables were built with items that were
adopted and adapted from previous studies. All the items were measured on a Likert scale
with values between 1 (total disagree) and 5 (total agree). All the scales, together with the
corresponding references and Cronbach Alpha coefficients calculated for this research are
included in Appendix A.

To ensure the variability of the data set and that the respondents’ assessment of all
the analysed concepts referred to one and the same cosmetics brand, this research did
not consider only one cosmetics brand or a predefined set of brands. Therefore, at the
beginning of the questionnaire, the respondents were asked which was their favourite
cosmetics brand and then instructed that answers to all the subsequent questions should
consider the mentioned brand.
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Table 2. Demographic characteristics of the sample.

Respondents’ Characteristics N/Mean %//SD

Age 28.21 8.465

Gender
Female 997 78.81%
Male 268 21.19%

Last degree

High school 240 18.97%
Bachelor’s degree 603 47.67%
Master’s degree 376 29.72%

Postgraduate studies/PhD 46 3.64%

Environment
Urban 1104 87.27%
Rural 161 12.73%

Share of cosmetic
expenditure

Less than 1% 157 12.41%
Between 1% and 5% 607 47.98%

Between 6% and 10% 356 28.14%
More than 10% 145 11.46%

We employed PLS-SEM methodology for the statistical analysis, by means of the
SmartPLS 3.3.3 [70] application. In the PLS-SEM model, the perceived CSR was specified
as a 2nd order hierarchical construct with four dimensions represented by the first order
constructs: legal and ethical dimension (LED); philanthropic and community service
activities (PCSA); respect for the environment (RENV); and respect for consumers (RCON).
In order to test the research hypotheses, the model included four other first-order constructs
(brand trust—BTRU, competitive advantage—CADV, buying intention—BINT and client
loyalty—CLOY), as well as the structural relationships between them. Based on the research
hypotheses underlying the model specification, perceived CSR is expected to have positive
effects on BTRU, CADV, BINT and CLOY, the effects on the latter constructs being mediated
by BTRU, CADV and sequentially, both. The analysis involved a two-step approach [71]
including the examination of the validity and reliability of the measurement model and the
evaluation of the structural model, with the aim of testing the research hypotheses.

4. Analysis and Results
4.1. Measurement Model

The measurement model evaluation considered indicator reliability, internal consis-
tency reliability, convergent validity and discriminant validity [72]. As shown in Table 3,
all outer loadings are above 0.708 [73], which means that the constructs may explain more
than half of indicator variance, thus, illustrating a satisfactory indicator reliability. Further-
more, the constructs’ internal consistency reliability was assessed by means of convergent
reliability (CR) and Cronbach Alpha coefficients. Average variance extracted (AVE) values
ranging from 0.561 to 0.856 support the construct convergent validity, as they are higher
than the 0.5 recommendation [73].

The final step in the measurement model evaluation was the assessment of convergent
validity, involving an examination of cross loadings, Fornell–Larcker [74] criterion and the
heterotrait–monotrait ratio (HTMT) of correlations [75]. To this end, the results presented in
Tables 4 and 5 reveal that no square root of AVE is larger than the interconstruct correlations,
and only one HTMT ratio (between BINT and CLOY) is larger than the 0.9 upper value
recommended [75]. However, it was decided that the two constructs would be kept
separate since the relatively high value of HTMT may be explained by the conceptual
similarities between the concepts, and that we were interested in whether perceived CSR
had different effects on consumer behaviour in the short-term (buying intention) and
long-term (customer loyalty).
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Table 3. Construct reliability and validity.

Latent Construct
(reflective/formative) Items Loadings α Rho_A CR AVE

Legal and ethical
dimension

—LED

LegEtic1 0.894

0.945 0.946 0.958 0.821
Legetic2 0.907
Legetic3 0.924
Legetic4 0.892
Legetic5 0.914

Philanthropic and
community service

activities
—PCSA

FilantrCom1 0.841

0.962 0.963 0.968 0.792

FilantrCom2 0.882
FilantrCom3 0.900
FilantrCom4 0.914
FilantrCom5 0.914
FilantrCom6 0.917
FilantrCom7 0.901
FilantrCom8 0.848

Respect for the
environment

—RENV

RespMediu1 0.876

0.949 0.949 0.959 0.796

RespMediu2 0.911
RespMediu3 0.910
RespMediu4 0.900
RespMediu5 0.885
RespMediu6 0.871

Respect for
consumers
—RCON

RespCons1 0.924

0.944 0.944 0.960 0.857
RespCons2 0.941
RespCons3 0.923
RespCons4 0.915

Corporate social
responsibility

—CSR
(Second-order construct)

LED 0.831

0.965 0.966 0.967 0.561
PCSA 0.808
RENV 0.863
RCON 0.831

Brand trust
—BTRU

Brandtrust1 0.934

0.942 0.942 0.959 0.853
Brandtrust2 0.926
Brandtrust3 0.933
Brandtrust4 0.901

Competitive
advantage
—CADV

CompAdv1 0.895

0.937 0.940 0.950 0.760

CompAdv2 0.883
CompAdv3 0.872
CompAdv4 0.887
CompAdv5 0.871
CompAdv6 0.821

Buying intention
—BINT

BuyIntent1 0.942
0.901 0.909 0.938 0.835BuyIntent2 0.925

BuyIntent3 0.872

Client loyalty
—CLOY

ClientLoialty1 0.916

0.935 0.936 0.953 0.837
ClientLoialty2 0.906
ClientLoialty3 0.920
ClientLoialty4 0.917

α, Cronbach’s Alpha; AVE, average variance extracted; and CR, composite reliability. Source: computation with
SmartPLS 3.3.3 [70].
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Table 4. Fornell–Larcker criterion.

Constructs BTRU BINT CLOY CADV LED PCEA RCON RENV

BTRU 0.923
BINT 0.780 0.914
CLOY 0.816 0.868 0.915
CADV 0.767 0.790 0.810 0.872
LED 0.658 0.627 0.635 0.631 0.906

PCEA 0.344 0.360 0.350 0.378 0.459 0.890
RCON 0.683 0.641 0.652 0.636 0.791 0.469 0.926
RENV 0.439 0.450 0.451 0.498 0.581 0.672 0.599 0.892

Source: Authors computation with SmartPLS 3.3.3 [70].

Table 5. HTMT ratio.

Constructs BTRU BINT CLOY CADV LED PCEA RCON RENV

BTRU
BINT 0.844
CLOY 0.869 0.942
CADV 0.812 0.855 0.863
LED 0.698 0.676 0.675 0.669

PCEA 0.361 0.387 0.368 0.399 0.480
RCON 0.724 0.690 0.693 0.673 0.838 0.491
RENV 0.464 0.485 0.479 0.529 0.613 0.702 0.632

Source: Authors computation with SmartPLS 3.3.3 [70].

4.2. Structural Model

The inner model’s quality evaluation is based on its ability to predict the endogenous
constructs, including an assessment of the coefficient of determination (R2), path coefficients,
and the effect size (f 2) [71]. Prior to this assessment, it was checked whether there were
multicollinearity issues between the structural model constructs. For this model, all VIF
coefficients had values lower than 5, which suggests that collinearity is not a problem for
the structural model.

The R2 values (see Figure 2) of the endogenous construct, ranging from 0.384 to
0.751, suggest a medium to high predictive accuracy of the structural model. It might
be interpreted that perceived CSR explains 38.4% of the brand trust (BTRU) variance
(R2 = 0.384), they both explain almost two-thirds of the competitive advantage’s (CADV)
variation (R2 = 0.627), while about three quarters of the variance of buying intention (BINT)
and client loyalty (CLOY) may be explained by the model (all the considered antecedents).

4.3. Testing Direct and Indirect Effects

In order to evaluate the direct effects and validate the corresponding hypotheses, the
value and significance of the path coefficients was determined. As can be seen in Table 6,
perceived CSR has a strong positive effect on brand trust (BTRU) (β = 0.620, t = 31.376,
p < 0.001, f 2 = 0.624) and a small positive one on competitive advantage (CADV) (β = 0.252,
t = 10.656, p < 0.001, f 2 = 0.105), supporting H1 and H2. Moreover, perceived CSR has
positive effects on both short- and long-term customer behaviour (buying intention—BINT
and client loyalty—CLOY, respectively), supporting H4 and H6—respectively, (β = 0.096,
t = 4.130, p < 0.001, f 2 = 0.017) and (β = 0.064, t = 2.953, p < 0.01, f 2 = 0.009). However, even
the path coefficients are statistically significant; the effect size (f 2) may be considered as
almost small for the CSR → BINT effect and not significant in the case of CSR → CLOY [76].
Considering the above, to outline the complete mechanism of action of perceived CSR
on customer behaviour, alongside the direct effects, the indirect (mediated) ones should
be considered.
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Table 6. Testing for direct effects.

Hypotheses Relationships β SE t
95% BC CI

f 2

CIlow CIhigh

H1 CSR → BTRU 0.620 *** 0.020 31.376 0.580 0.657 0.624 ***
H2 CSR → CADV 0.252 *** 0.024 10.656 0.203 0.297 0.105 ***
H4 CSR → BINT 0.096 *** 0.023 4.130 0.051 0.144 0.017 *
H6 CSR → CLOY 0.064 ** 0.022 2.953 0.022 0.109 0.009

Note: *** p < 0.001; ** p < 0.01; * p < 0.05; β, standard coefficients; SE, standard error; BC CI, bias-corrected
confidence intervals. Source: authors computation with SmartPLS 3.3.3 [70].

To establish the mediation effects (see Table 6), first, the significance of the indirect
effects was determined by means of a bootstrapping procedure with 5000 samples. Further-
more, to determine the type of mediation, they were analysed alongside with the direct
effects [77,78]. In addition, the variance accounted for (VAF) values were computed in order
to determine the portion of the total effects accounted for each indirect effect, supporting
its relevance and practical significance [79]. The VAF values are presented in Table 7 and
Figures 3–5.

Table 7. Testing for indirect effects.

Hypotheses Relationships β SE t
95% BC CI

VAF
CIlow CIhigh

H3 CSR → BTRU → CADV 0.379 *** 0.017 21.671 0.346 0.414 60.08%

H5
CSR → BTRU → BINT 0.243 *** 0.022 11.081 0.201 0.287 39.93%
CSR → CADV → BINT 0.108 *** 0.014 7.982 0.082 0.136 17.70%

CSR → BTRU → CADV → BINT 0.162 *** 0.014 11.302 0.136 0.193 26.63%

H7
CSR → BTRU → CLOY 0.280 *** 0.022 12.829 0.237 0.325 45.73%
CSR → CADV → CLOY 0.107 *** 0.013 8.240 0.082 0.134 17.46%

CSR → BTRU → CADV → CLOY 0.161 *** 0.014 11.430 0.135 0.190 26.27%

Note: *** p < 0.001; β, standard coefficients; SE, standard error; BC CI, bias-corrected confidence intervals;
VAF—variance accounted for. Source: authors computation with SmartPLS 3.3.3 [70].
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Figure 3. VAF the direct and indirect effects of perceived CSR on competitive advantage. Note: (a) =
VAF the direct effect; (b) = VAF the specific indirect effect.
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As may be seen, brand trust (BTRU) mediates the CSR → CADV relationship in a
complementary manner, thus, supporting H3. Moreover, the VAF value revealed that the
indirect effect, mediated by brand trust (BTRU), accounts for more than 60% of the variance
in competitive advantage (CADV).

Furthermore, both the positive direct and specific indirect effects through (a) brand
trust—BTRU; (b) competitive advantage—CADV; (c) sequentially, both BTRU and CADV,
support their complex complementary mediation in the relationship between CSR → BINT
and CSR → CLOY, thus supporting H5 and H7. Additional insight into the relevance
and practical significance of the indirect effects may be revealed by computing the VAF
values. Thus, as may be seen in Table 7 and Figure 4, even the direct effect of perceived
CSR on BINT is statistically significant; the total indirect effect accounts for more than
80% of the total effect, arguing for the practical total mediation of (a) brand trust—BTRU;
(b) competitive advantage—CADV; (c) sequentially, both BTRU and CADV [80]. Moreover,
it is worth mentioning that the highest ratio of the total effect of perceived CSR on BINT
(39.93%) is accounted for by the BTRU mediation.

As concerns the perceived CSR effect on client loyalty (CLOY) (Figure 5), the situation
is quite similar: an even lower share of the total effect explained by the direct relationship
can be observed, alongside a higher share (45.73%) out of the total effect, explained by the
specific indirect effect, mediated by brand trust (BTRU). Thus, one can observe the major
effect of CADV, but especially of BTRU, in explaining the relationship between perceived
CSR and customer behaviour, especially in the long-term (CLOY).

4.4. Importance-Performance Analysis (IPA)

In order to gain more insight into cosmetics brands’ perceived CSR effects on customer
purchasing behaviour, we further considered Importance–Performance Analysis (IPA) [81].
For each target construct, by contrasting the unstandardized total effects of its antecedents
with their performance scores, rescaled on 0 to 100, those antecedents with high importance
(high total effect) and relatively low performance may be discovered. Concentrated in
those areas, managerial interventions aiming to increase the construct’s performance would
determine a higher target construct performance.

The results of IPA for each target construct of interest for the research is presented in
Table 8, alongside the managerial interventions necessary to enhance them.

Table 8. Importance–Performance Analysis.

Antecedents

Target Construct

Competitive Advantage Buying Intention Customer Loyalty

Total Effect Performance Total Effect Performance Total Effect Performance

CSR 0.672 67.351 0.667 67.351 0.670 67.351
BTRU 0.608 78.852 0.669 78.852 0.727 78.852
CADV - - 0.440 73.356 0.436 73.356

Mean 0.640 73.101 0.592 73.186 0.611 73.186

Managerial Interventions

CSR Concentrate here Concentrate here Concentrate here
BTRU Low priority Keeps the good work Keeps the good work
CADV - Possible over skill Possible over skill

Source: Authors computation with SmartPLS 3.3.3 [70].

Thus, managers aiming to increase the competitive advantage in online commerce
of their cosmetics brands should concentrate their efforts on perceived CSR, while BTRU
would have low priority in this end. Moreover, in order to positively influence both short
and long-term customer purchasing behaviour (buying intention—BINT and client loyalty—
CLOY), they should “Keep the good work” in terms of BTRU and focus their efforts on
increasing the perceived CSR. Considering the above, an argument could be made for
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the importance of perceived CSR in online commerce for both the short- and long-term
customer purchasing behaviour and the need to take actions towards legal and ethical
behaviour, philanthropic and community service activities and respect for the environment
and consumers.

Table 9 includes a summary of the main findings of the research.

Table 9. Summary of main findings.

No. Finding

1.

CSR initiatives of cosmetics companies have a positive influence on the consumer
behaviour, both in terms of short-term behaviour (buying intention) and long-term
behaviour (client loyalty). Consumers intend to buy more from cosmetics companies

involved in CSR.

2.

The relationship between CSR activities and the buying intention of consumers is
positively mediated by brand trust and by competitive advantage. CSR activities
contribute more to the increase in the buying intention when consumers trust the
brand and when the company is perceived as having a competitive advantage as

compared to competitors. The influence of brand trust on buying intention is higher
than the influence of the competitive advantage.

3.

The relationship between CSR activities and client loyalty is positively mediated by
brand trust and by competitive advantage. CSR activities contribute more to the

increase in the long-term client loyalty when consumers trust the brand and when
the company is perceived as having a competitive advantage as compared to
competitors. The influence of brand trust on client loyalty is higher than the

influence of the competitive advantage. Moreover, brand trust explains a higher
share of the CSR activities effect on long-term customer behaviour.

4.

Importance–Performance Analysis suggests that in order to positively influence
both short and long-term customer purchasing behaviour in cosmetics e-commerce,

managerial interventions should aim to “keep the good work” in terms of brand
trust and focus their efforts on increasing the perceived CSR.

5. Discussion

The overall results support positive relationships between CSR and both buying
intention and client loyalty, but these relationships are also highly mediated by brand trust
and competitive advantage. The results of the study have both theoretical and practical
implications. The IPA offered more understanding of the mechanism that links CSR
activities and customer behaviour outcomes by determining for each type of behaviour
(short-term and long-term) the sphere of managerial interventions that can result in an
increased positive customer purchasing behaviour.

The discussion focuses on the effects of CSR and mediating factors on each of the cus-
tomer purchasing behaviours, both short-term (buying intention) and long-term (client loyalty).

5.1. CSR Initiatives and Buying Intention

In the present study, buying intention was considered a short-term form of customer
purchasing behaviour, and the research model tried to identify whether this was influenced
by the CSR activities of companies, as proposed in the literature either directly [2], or
through other factors [12,13]. The research results outline that the proposed structural
model explains to a large extent buying intention (70.3%), meaning that CSR activities
together with brand trust and competitive advantage can predict with high accuracy the
buying intention of customers. However, the effect size (f2) needs to be discussed. The
direct effect of CSR on buying intention exists, but it is small (f2 = 0.017, p < 0.001). This
confirms our assumed initial relationship and is in line with other previous studies that
illustrated that CSR initiatives are positively related to purchasing behaviour [3,12,58].
However, the indirect effects of CSR on buying intention need to be explained.

An important objective of this research was also to verify the mediating effect of
other possible factors. The two mediating factors considered were brand trust alone,
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competitive advantage alone and both together. The empirical results confirm that brand
trust mediates between CSR activities and buying intention (39.9%), even more than the
company’s competitive advantage that also mediates between CSR activities and buying
intention (17.6%), as well as more than their combined effect (26.6%). Therefore, this study
highlights the high importance of the indirect effects of CSR on buying intention, as the
mediating effect of brand trust, competitive advantage and their combination explains
84.25% of the influence of CSR on buying intention (see Figure 4). As presented, brand trust
is the main mediating factor between CSR activities and buying intention. In the first place,
CSR actions have positive influences on consumer trust, as in other studies [59]; further
on, consumer trust is a strong influencer of buying intention [13] and client loyalty [18],
suggesting the mediating effect of trust.

The present study illustrates that brand trust mediates on its own and, in subsequence
with competitive advantage, the relationship between CSR and buying intention. This
finding of the current research supports the results of other studies [50] that found that
once consumers trust a brand, they repurchase from it, but also recommend it to others; or
the study of [13], who emphasized the mediating role of brand trust and brand image with
the strong positive effect of CSR on purchase intentions.

5.2. CSR Initiatives and Client Loyalty

Client loyalty was used as the proxy for the long-term customer purchase behaviour,
and the assumption was that CSR initiatives have a positive impact on client loyalty. The
findings validate that CSR initiatives of cosmetics companies are positively related to client
loyalty, similar to the results of other studies conducted in other industries and geographical
locations [12,17,18,22,25,82]. However, the direct effect of CSR initiatives on client loyalty
was small (10.5%), illustrating again, as previously in the literature [51], that other factors
have a significant indirect effect on client loyalty. This is consistent with different other
studies that proposed mediated relationships [7,82,83] between CSR and customer loyalty.

We also predicted the mediating role of brand trust and competitive advantage on
the impact of CSR on customer loyalty, and this was confirmed by the research findings.
The mediating role of brand trust on the CSR–client loyalty linkage is somehow logically
expected. Brand trust is seen as having a significant influence on purchase intention;
moreover, “customers who have deep trust in their providers tend to continue the relation-
ship” [51]. The research findings illustrate a total high indirect influence of the considered
factors (brand trust, competitive advantage and both combined) on client loyalty (89.4%).
Moreover, brand trust resulted as the strongest mediator of the relationship between CSR
initiatives and client loyalty, similar to the findings of [7,18,25]. This result is also in
line with opinions in the extant literature that CSR represents an effective instrument for
building trust between companies and their consumers that further stimulates consumer
loyalty [25], and of [64], who found that trust is a key antecedent of customer loyalty, but
also mediates the relationship between CSR and customer loyalty.

The present research depicts the dual effect of CSR on customer purchasing behaviour
with positive impacts on both short-term behaviour (buying intention) and long-term
behaviour (client loyalty), as also found by other researchers [12] in different contexts.

Looking at both dimensions of the customer behaviour, the outcomes of this research
are in line with other studies [51] which found that the mediated connection offers a better
explanation of the relationship between CSR initiatives and both buying intention and client
loyalty than the direct one. However, it seems that CSR initiatives have a somewhat higher
impact on the long-term reaction of the consumer—client loyalty than on the short-term
reaction of the customer—buying intention.

It can be concluded that the CSR of cosmetics companies represents an important
antecedent for developing client loyalty and for encouraging buying intention, as also
found by other researchers [12], applying to the context of online commerce with cosmetics
products too.
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The CSR of cosmetics companies is also a way to ensure the sustainability of the sector
from both environmental and social perspectives [30], this being another contributor to
positive consumer behaviour.

6. Conclusions

This study aimed to analyse the effects of CSR initiatives of cosmetics companies
on consumer behaviour in the context of e-commerce during the COVID-19 pandemic.
In order to explain the influence of CSR activities on consumer behaviour we developed
a conceptual model that comprised nine first order and second order variables, which
included the different components of CSR and their influence on short-term consumer
behaviour (buying intention) and long-term consumer behaviour (client loyalty). The
mediating role of brand trust and company competitive advantage was also considered.
In total, we tested seven hypotheses. The testing of the relationships between these latent
constructs was conducted through the partial least square structural equations analysis
(PLS-SEM) using the SmartPLS version 3.3.3 statistical software [70].

There are a few main conclusions that can be drawn from this research. First, this
study comes to reinforce the general idea that CSR initiatives have a positive influence on
consumer behaviour [2,12], analysed this time simultaneously as both short-term behaviour
(buying intention) and long-term behaviour (consumer loyalty). Second, the results of the
study illustrate that the favourable effect of social responsibility on consumers’ reactions
can be extrapolated in the case of CSR activities conducted by companies from the cosmetics
industries that sell their products via electronic commerce. However, there are authors [84]
who draw attention to the potential vulnerability of electronic commerce websites, which
can be encountered in the case of online commerce with cosmetics. Third, brand trust was
found to be a factor that potentiates the effect of ethical, philanthropic, environmental and
consumer aware activities on consumer behaviour. The influence of the mentioned CSR
types of activities has a higher positive influence on consumer behaviour when consumers
trust the brands involved in CSR.

However, when companies decide on their CSR initiatives, they also contribute to
their sustainable orientation, which includes the classical three sustainability dimensions:
environmental, social and economic [30]. For the cosmetics industry, sustainability is a key
driver for development, and at the same time, the drivers of sustainability in the cosmetics
industry are highly associated with the rise in ethical consumerism, regulating legislation,
media pressure, environmental changes and resource limitations [68]. In this direction, our
findings reinforce the idea of consumers (through their behaviour) pushing towards the
sustainability of cosmetics companies by encouraging socially responsible practices that
are mainly seen as sustainable practices. CSR and design for sustainability are also seen by
authors as ways in which the cosmetics industry can qualify their actions for sustainable
practices [28].

6.1. Theoretical and Practical Implications

The findings in this study have theoretical contributions. First, the study comes
to reinforce the idea that effective CSR strategies attract consumers, as also found by
other researchers [19]. The study adds to exciting evidence on CSR from the customers’
perspective, and this is a relevant contribution to the literature, as many previous studies
focused on other aspects of CSR [3]. Second, the present study enhances the existing
literature from the perspective of the dimensions of customer behaviour, as the effects of
CSR were analysed for both short-term and long-term customer reactions, analysed at the
same time and with the same respondents. This allowed for a comparison between the
short-term and long-term reactions of customers to CSR, with the long-term reaction being
slightly more positively affected by CSR than the short-term customer reaction. Lastly,
the study supports the importance of brand trust as a mediator of the CSR–customer
behaviour relationship, as one important influencing factor of CSR. However, the study
also adds another influencing factor to the relationship, which was less studied previously
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as a mediator—namely, the company competitive advantage. Therefore, the relationship
between CSR initiatives and customer behaviour (intention and loyalty) is explained in a
better manner.

Together with the theoretical contributions, this research also has important practical
implications. The findings have ultimate importance for practitioners to understand
that well planned and communicated CSR initiatives can result in multiple outcomes
on the customer side. Different concrete actions can build the CSR orientation of cosmetic
companies, as also found by other researchers. Among those can be exemplified actions,
including: (a) environmental aspects in the design and sourcing stages, supporting in this
way the sustainable production of cosmetics (eco-products based on natural and organic
ingredients, eco-labels, eco-packaging) [28,29]; (b) socially responsible actions in the supply
chain by building fair trade relationships at the international level [68]; (c) involvement
in social campaigns (such as combating inaccurate social beliefs about people with skin
conditions) and cause-related marketing (e.g., helping children’s and seniors’ homes) [29].
Such CSR initiatives, when carried out by cosmetics companies involved in the production,
but also in the commercialization of cosmetics products (including via e-commerce), can
contribute to increased brand trust, buying intention and customer loyalty. As consumers
are attracted by companies involved in CSR, the environmental, societal and other CSR-
related activities need to be efficiently communicated to them. Therefore, managers of
companies from the cosmetics industry need to build consumers’ awareness of their CSR
activities, so as to foster client loyalty and encourage buying intention.

Moreover, further insight may be provided by an IPA analysis in terms of the area of
managerial interventions that are likely to result in favourable customer behaviour. To this
end, the study suggests that among the strategic options of cosmetics companies, which
consider online distribution, should be included those aimed at maintaining a high level
of brand trust, but especially those related to actions that denote compliance with legal
and ethical norms, respect for the consumer and the environment, and philanthropic and
community service activities. Last, given that the study considered consumers’ percep-
tions of companies’ socially responsible behaviour, it also highlights the importance of
communicating to consumers and raising their awareness of CSR actions.

6.2. Limitations and Future Directions for Research

The present study has a number of limitations that offer opportunities for future
directions of research. First, the study analysed CSR as a second-order construct, without
considering the influence of the different CSR dimensions on customer behaviour. Future
research can focus on the analysis of the effect of the different dimensions of CSR on
customer behaviour from the short and long-term perspectives. Second, the present
study did not consider the moderating effect of different variables, such as gender, age,
education, buying habits and the civic spirit, as such factors can have a say in explaining
the relationship between CSR and customer behaviour. Future research can include such
moderators in the model for a more thorough explanation of the relationship between
variables. Third, the data collected for this research were cross-sectional and, therefore, the
study of causal relationships is limited. As other authors acknowledge in the literature [3],
future research can consider longitudinal data collection that would allow for another
type of analysis. Fourth, since the target population of the study prevented us from
implementing a probabilistic sampling procedure, and social distancing conditions were
present in the period of data collection, the generalizability of the study findings could not
be established. In this end, to support these findings, future research may replicate the
survey in different cultural settings.
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Appendix A

Code Items *
Cronbach’s

Alpha
References

Legal and ethical dimension—LED

The company that produces the brand of favourite cosmetics is making
efforts to...

0.945 [59,60]
LegEtic1 ... act in accordance with the laws and legislation in force.
Legetic2 ... comply with the provisions of the concluded contracts.
Legetic3 ...comply with the legal provisions, even if it means a decrease in profit.
Legetic4 ...put the principles of ethics above financial gain.
Legetic5 ...always act in an ethical manner.

Philanthropic and community service activities—PCSA

FilantrCom1 ...help developing countries.

0.962 [59–62]

FilantrCom2
...support social and cultural activities (art, culture, sports) in the regions

where it operates.
FilantrCom3 ...develop projects in poor countries.
FilantrCom4 ...support humanitarian causes.
FilantrCom5 ...participate in charities.
FilantrCom6 ...fund charities.
FilantrCom7 ...participate in activities for the benefit of the local community.
FilantrCom8 ...assumes a role in the society to which it belongs.

Respect for the environment—RENV

RespMediu1 ...reduce the consumption of natural resources.

0.949 [59,66]

RespMediu2 ...have a production process that is as environmentally friendly as possible.
RespMediu3 ...manufacture products that are as environmentally friendly as possible.
RespMediu4 ...reduce energy consumption in the production process.

RespMediu5
...pack the products in packaging that is as environmentally friendly

as possible.
RespMediu6 ...use natural raw materials.

Respect for consumers—RCON

RespCons1
...respect the rights of consumers (in terms of after-sales services, product

warranty, available information).
0.944 [59,66]RespCons2 ...treat customers correctly.

RespCons3
...provide consumers with accurate information on the composition of

the products.
RespCons4 ...resolve customer complaints in a timely and efficient manner.
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Code Items *
Cronbach’s

Alpha
References

Brand trust—BTRU

Brandtrust1 I trust the quality of these products.

0.942 [59,69]
Brandtrust2 I use these cosmetics with confidence.
Brandtrust3 By purchasing this brand of products, I will have a guaranteed quality.
Brandtrust4 I have never doubted the quality of these products.

Competitive advantage—CADV

CompAdv1 These products are distinguished by a superior quality.

0.937 [66,67]

CompAdv2 The products enjoy a favourable image among customers.
CompAdv3 The market share for these products has increased in recent years.
CompAdv4 The market share of these products is higher than that of similar products.

CompAdv5
The features that make these products unique are hard to imitate

by competitors.
CompAdv6 The products have a unique design.

Buying intention—BINT

BuyIntent1 If I am going to buy cosmetics, I will choose this brand.
0.901 [61,63]BuyIntent2 It is very likely that I will buy products from this brand.

BuyIntent3 I’m willing to pay a little more for this brand.

Client loyalty—CLOY

ClientLoialty1 I will continue to use the products in this range.

0.935 [64,65]
ClientLoialty2 I also advise my friends to use the products in this range.
ClientLoialty3 I can only make positive remarks about this brand.
ClientLoialty4 I will use these products for many years to come.

* Items were measured on a Likert scale from 1 (=totally disagree) to 5 (totally agree).
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