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 Abstrak. This study investigates the effects of Corporate Social Responsibility 

(CSR), brand reputation, and consumer trust on the performance of 

entrepreneurial ventures. Utilizing a quantitative approach and surveying 250 

consumers who have recently interacted with entrepreneurial businesses, the 

research employs Structural Equation Modeling (SEM) to test hypothesized 

relationships. Results reveal that CSR significantly enhances brand reputation 

and consumer trust, with brand reputation partially mediating the relationship 

between CSR and consumer trust. Furthermore, consumer trust strongly predicts 

entrepreneurial venture performance, highlighting trust as a critical driver of 

business success in emerging ventures. These findings underscore the strategic 

importance of integrating CSR initiatives and actively managing brand 

reputation to foster consumer trust, which in turn improves venture outcomes. 

The study contributes to both academic literature and practical management by 

providing a comprehensive model of how responsible practices influence 

consumer perceptions and entrepreneurial performance. 

 

Keyword: Corporate Social Responsibility, Brand Reputation, Consumer Trust, 

Entrepreneurial Ventures, Structural Equation Modeling, Venture Performance. 

 

Abstrak. Penelitian ini menyelidiki pengaruh Tanggung Jawab Sosial 

Perusahaan (CSR), reputasi merek, dan kepercayaan konsumen terhadap kinerja 

usaha kewirausahaan. Dengan menggunakan pendekatan kuantitatif dan 

mensurvei 250 konsumen yang baru-baru ini berinteraksi dengan bisnis 

wirausaha, penelitian ini menggunakan Structural Equation Modeling (SEM) 

untuk menguji hubungan yang dihipotesiskan. Hasil penelitian menunjukkan 

bahwa CSR secara signifikan meningkatkan reputasi merek dan kepercayaan 

konsumen, dengan reputasi merek secara parsial memediasi hubungan antara 

CSR dan kepercayaan konsumen. Selain itu, kepercayaan konsumen secara kuat 

memprediksi kinerja usaha wirausaha, menyoroti kepercayaan sebagai 

pendorong utama keberhasilan bisnis dalam usaha baru. Temuan ini 

menggarisbawahi pentingnya strategi dalam mengintegrasikan inisiatif CSR dan 

secara aktif mengelola reputasi merek untuk menumbuhkan kepercayaan 

konsumen, yang pada gilirannya meningkatkan hasil usaha. Studi ini 

berkontribusi pada literatur akademis dan manajemen praktis dengan 

menyediakan model komprehensif tentang bagaimana praktik-praktik yang 

bertanggung jawab mempengaruhi persepsi konsumen dan kinerja 

kewirausahaan. 

 

Kata Kunci: Tanggung Jawab Sosial Perusahaan, Reputasi Merek, Kepercayaan 

Konsumen, Usaha Wirausaha, Pemodelan Persamaan Struktural, Kinerja Usaha. 

 

 

 

 

  

How to Cite: Jama, A.K. (2025). The Effects Of Corporate Social Responsibility, Brand Reputation, And 

Consumer Trust On Entrepreneurial Ventures. Indo-Fintech Intellectuals: Journal of Economics and Business, 5 

(3), 5876-5890. 10.54373/ifijeb.v5i3.3377 

 

mailto:kamalelbatavia@gmail.com
https://doi.org/10.54373/ifijeb.v5i3.3377


Jama, A.K. The Effects Of Corporate Social Responsibility …           5877 

 

INTRODUCTION 

In the dynamic and competitive landscape of modern business, entrepreneurial ventures 

are increasingly recognizing the critical role of intangible assets such as Corporate Social 

Responsibility (CSR), brand reputation, and consumer trust in ensuring sustainable growth and 

competitive advantage. Corporate Social Responsibility refers to the voluntary actions taken 

by businesses to operate ethically and contribute positively to society, beyond mere compliance 

with legal requirements (Carroll & Shabana, 2010). For entrepreneurial ventures, which often 

face resource constraints and market entry challenges, integrating CSR practices can enhance 

legitimacy, foster goodwill, and differentiate the brand in crowded marketplaces (Huda, 2021). 

Simultaneously, brand reputation — the collective perception of a brand by consumers and 

stakeholders — acts as a vital signal of quality, reliability, and ethical conduct, which can 

significantly influence consumer behavior and loyalty (Kabadayi, S., Lerman, D., & Berg, 

2021). 

Consumer trust is intricately linked with both CSR and brand reputation. Trust is the 

willingness of consumers to rely on a business’s products and promises, grounded in the belief 

that the company will act in the consumer’s best interest (Morgan, 1994). For startups and small 

ventures, trust is particularly crucial, as it reduces the perceived risk associated with new or 

lesser-known market entrants and enhances the likelihood of repeat purchases and advocacy 

(Zhao, Y., He, W., & Yu, 2023). The convergence of CSR initiatives, positive brand reputation, 

and robust consumer trust forms a synergistic triad that can amplify entrepreneurial success, 

particularly in sectors where consumer awareness and social responsibility are increasingly 

valued (Paiola et al., 2021). 

Recent studies underscore the shifting consumer preferences toward ethical consumption, 

where consumers expect businesses to be socially responsible and transparent 

(Kusumowardani et al., 2022). Moreover, the rise of digital platforms and social media has 

accelerated the dissemination of information about brand practices, amplifying the impact of 

CSR and reputation on consumer perceptions (Sweeney, J. C., Soutar, G. N., & Mazzarol, 

2021). Entrepreneurial ventures that harness these elements effectively can build stronger 

relationships with consumers, achieve higher market penetration, and secure sustainable 

competitive advantage (Nguyen, T., Simkin, L., & Canhoto, 2023). 

Despite growing recognition of these constructs individually, there remains a gap in 

understanding how CSR, brand reputation, and consumer trust collectively influence the 

performance and resilience of entrepreneurial ventures. This research seeks to fill this gap by 

empirically investigating the interrelationships and effects of these factors on entrepreneurial 
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success metrics. By addressing this, the study aims to provide practical insights for 

entrepreneurs, investors, and policymakers on leveraging CSR and brand-related strategies to 

foster consumer trust and drive business growth. 

Entrepreneurial ventures operate in an increasingly complex and socially conscious 

marketplace, where traditional factors of business success such as product quality and price are 

no longer sufficient to sustain growth and competitive differentiation. While prior research 

highlights the positive impact of Corporate Social Responsibility on organizational outcomes, 

many startups and new ventures struggle to effectively implement CSR practices due to limited 

resources, unclear strategic alignment, or lack of consumer awareness (Del Baldo, M., Barros, 

C., & Mendes, 2021). Moreover, the development of a strong brand reputation remains a 

daunting challenge for nascent businesses that often face difficulties in establishing credibility 

and recognition in competitive environments (Kim, S., & Park, 2020).  

This challenge is compounded by the growing skepticism among consumers, who 

increasingly demand transparency and ethical conduct from brands. Consumer trust, while 

essential for long-term customer relationships and venture sustainability, is fragile and easily 

eroded by negative brand experiences or perceived insincerity in CSR efforts (Thompson et al., 

2023). The interplay among these constructs—CSR, brand reputation, and consumer trust—

and their combined influence on entrepreneurial ventures has not been sufficiently explored, 

leaving entrepreneurs without clear guidance on how to strategically manage these factors to 

enhance performance and survival. Consequently, there is an urgent need to investigate the 

dynamics of these relationships to help entrepreneurial ventures build resilience, enhance 

consumer loyalty, and improve business outcomes in an era of heightened social responsibility 

and consumer awareness. 

The primary objective of this study is to examine the effects of Corporate Social 

Responsibility, brand reputation, and consumer trust on the performance and sustainability of 

entrepreneurial ventures. Specifically, the research aims to: 

1. Assess the direct impact of Corporate Social Responsibility initiatives on 

consumer trust within entrepreneurial ventures. 

2. Investigate the role of brand reputation as a mediating factor between CSR 

practices and consumer trust. 

3. Analyze the influence of consumer trust on the overall success and market 

performance of entrepreneurial ventures. 

4. Explore the combined effects of CSR, brand reputation, and consumer trust on 

entrepreneurial venture resilience and growth. 
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Through these objectives, the study intends to provide actionable insights and strategic 

recommendations for entrepreneurs to effectively integrate CSR into their business models, 

build a positive brand reputation, and foster robust consumer trust. Ultimately, this research 

seeks to contribute to the literature by elucidating the interconnected pathways through which 

socially responsible practices translate into tangible entrepreneurial success.  

 

LITERATURE REVIEW  

1. Corporate Social Responsibility (CSR) in Entrepreneurial Ventures 

Corporate Social Responsibility (CSR) has emerged as a vital strategic approach for 

businesses, including entrepreneurial ventures, seeking to align their operations with societal 

values and expectations (Carroll & Shabana, 2010). CSR encompasses activities related to 

environmental sustainability, ethical labor practices, philanthropy, and community 

engagement, all designed to generate social and environmental benefits beyond financial 

profits (Huda, 2021). For entrepreneurial ventures, adopting CSR is not merely a moral 

obligation but also a strategic tool that can enhance legitimacy, attract socially conscious 

consumers, and differentiate the brand in competitive markets (Del Baldo, M., Barros, C., & 

Mendes, 2021). 

Recent empirical evidence suggests that CSR practices positively influence consumers’ 

perceptions of startups by signaling ethical behavior and long-term orientation, which can 

reduce the perceived risks associated with new market entrants (Kusumowardani et al., 2022). 

Furthermore, digital platforms enable entrepreneurial ventures to communicate their CSR 

initiatives effectively, increasing consumer awareness and engagement (Nguyen, T., Simkin, 

L., & Canhoto, 2023). However, the implementation of CSR in startups can face resource 

constraints and the challenge of balancing social objectives with profit goals, which may affect 

the consistency and authenticity of CSR efforts (Paiola et al., 2021). Thus, understanding how 

CSR impacts consumer trust and subsequent business outcomes in entrepreneurial contexts is 

critical. 

2. Brand Reputation 

Brand reputation refers to the collective evaluations and beliefs held by consumers, 

stakeholders, and the public about a brand's quality, reliability, and ethical standing (Kabadayi, 

S., Lerman, D., & Berg, 2021). It is a powerful intangible asset that shapes consumer behavior 

and can provide a sustainable competitive advantage, particularly for entrepreneurial ventures 

striving to build market presence. A strong brand reputation increases customer loyalty, 
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facilitates premium pricing, and supports resilience against market shocks (Kim, S., & Park, 

2020). 

The relationship between CSR and brand reputation has been extensively studied. CSR 

initiatives can enhance brand reputation by demonstrating a firm's commitment to social values, 

fostering positive emotional connections with consumers (Thompson et al., 2023). Moreover, 

brands perceived as socially responsible often enjoy enhanced credibility and consumer 

goodwill, which translates into stronger reputational capital (Sweeney, J. C., Soutar, G. N., & 

Mazzarol, 2021). However, consumers are increasingly vigilant and skeptical of superficial 

CSR claims or “greenwashing,” which can damage reputation if CSR efforts are perceived as 

insincere or inconsistent (Kusumowardani et al., 2022). Hence, for entrepreneurial ventures, 

maintaining authenticity in CSR communication is essential for reputation building. 

3. Consumer Trust 

Consumer trust is defined as the confidence consumers have in a brand’s reliability, 

integrity, and benevolence (Morgan, 1994). Trust plays a crucial role in reducing consumers’ 

perceived risk, especially when dealing with entrepreneurial ventures that might lack an 

established track record or strong brand equity (Zhao, Y., He, W., & Yu, 2023). High levels of 

trust foster stronger customer relationships, increase willingness to purchase and recommend, 

and support long-term business sustainability (Thompson et al., 2023). 

Research indicates that CSR initiatives positively influence consumer trust by signaling 

that the firm acts responsibly and ethically (Paiola et al., 2021). Furthermore, brand reputation 

acts as a key antecedent to consumer trust, as positive reputational perceptions reinforce 

consumers' belief that the brand will meet their expectations (Kabadayi, S., Lerman, D., & 

Berg, 2021). In entrepreneurial settings, where consumers may be more cautious, the triadic 

relationship among CSR, brand reputation, and trust becomes even more critical to securing 

market acceptance and growth (Nguyen, T., Simkin, L., & Canhoto, 2023). 

4. Interrelationships and Impact on Entrepreneurial Ventures 

The interrelationships among CSR, brand reputation, and consumer trust have been 

examined predominantly in established firms but are less explored in entrepreneurial ventures. 

Existing studies suggest that CSR positively influences brand reputation, which in turn 

enhances consumer trust, creating a virtuous cycle that promotes customer loyalty and venture 

growth (Huda, 2021) ; (Thompson et al., 2023). Entrepreneurial ventures that can successfully 

integrate these constructs are likely to experience improved market positioning, higher 

consumer engagement, and increased resilience (Kim, S., & Park, 2020). 
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However, the unique challenges faced by startups, such as limited resources, lack of brand 

recognition, and heightened consumer skepticism, require empirical investigation to validate 

these relationships in the entrepreneurial context (Del Baldo, M., Barros, C., & Mendes, 2021). 

Additionally, understanding whether brand reputation mediates the relationship between CSR 

and consumer trust can help entrepreneurs allocate resources efficiently and design better 

communication strategies. 

HYPOTHESIS DEVELOPMENT 

Hypothesis 1 (H1): Corporate Social Responsibility has a positive effect on Consumer 

Trust. 

CSR initiatives demonstrate a company’s ethical commitment and social responsibility, 

which positively influence consumer perceptions and foster trust (Paiola et al., 2021) ; 

(Kusumowardani et al., 2022). For entrepreneurial ventures, CSR signals reliability and care 

for stakeholder interests, reducing consumers’ perceived risks associated with new or lesser-

known brands (Zhao, Y., He, W., & Yu, 2023). Therefore, it is hypothesized that CSR 

positively influences consumer trust. 

Hypothesis 2 (H2): Corporate Social Responsibility has a positive effect on Brand 

Reputation. 

Research has established that CSR strengthens brand reputation by associating the brand 

with socially responsible values, enhancing public goodwill and stakeholder support (Huda, 

2021) ; (Kabadayi, S., Lerman, D., & Berg, 2021). Entrepreneurial ventures that actively 

engage in CSR are more likely to be perceived favorably by consumers and the market. Hence, 

CSR is expected to have a significant positive impact on brand reputation. 

Hypothesis 3 (H3): Brand Reputation has a positive effect on Consumer Trust. 

Brand reputation acts as an important antecedent of consumer trust because it reflects a 

brand’s reliability and integrity over time (Kim, S., & Park, 2020) ; (Thompson et al., 2023). 

A reputable brand reduces uncertainty and assures consumers about product quality and ethical 

practices, thereby fostering trust (Morgan, 1994). Thus, brand reputation is hypothesized to 

positively affect consumer trust. 

Hypothesis 4 (H4): Brand Reputation mediates the relationship between Corporate Social 

Responsibility and Consumer Trust. 

While CSR directly influences consumer trust, it also enhances trust indirectly by 

improving brand reputation. This mediating role of brand reputation helps explain how CSR 

translates into trust through the perception of a credible and responsible brand (Sweeney, J. C., 
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Soutar, G. N., & Mazzarol, 2021) ; (Nguyen, T., Simkin, L., & Canhoto, 2023). Therefore, 

brand reputation is proposed to mediate the CSR–consumer trust relationship. 

Hypothesis 5 (H5): Consumer Trust positively influences Entrepreneurial Venture 

Performance. 

Consumer trust leads to increased customer loyalty, repeat purchases, and positive word-

of-mouth, which are crucial for the success and growth of entrepreneurial ventures (Thompson 

et al., 2023) ; (Zhao, Y., He, W., & Yu, 2023). Trust reduces the risk for consumers and 

encourages deeper engagement with the venture’s offerings. Therefore, consumer trust is 

expected to have a positive impact on entrepreneurial venture performance. 

This structured theoretical framework and hypothesis development provide a 

comprehensive understanding of how CSR, brand reputation, and consumer trust collectively 

impact entrepreneurial ventures. The next step is empirical testing to validate these 

relationships in entrepreneurial settings, contributing valuable insights to both academic 

research and practical business strategy. 

 

METHODOLOGY 

This study employs a quantitative research design utilizing a cross-sectional survey to 

investigate the effects of Corporate Social Responsibility (CSR), brand reputation, and 

consumer trust on entrepreneurial ventures. The cross-sectional approach allows data to be 

collected at a single point in time, enabling the examination of relationships among the 

variables under study (Creswell & Creswell, 2018). 

The target population consists of consumers who have engaged with entrepreneurial 

ventures—such as startups and small businesses—within the past six months. Given the focus 

on consumer perceptions, purposive sampling is employed to select respondents aged 18 years 

and older who have relevant recent experience interacting with entrepreneurial ventures (Etikan 

et al., 2016). To ensure sufficient statistical power for Structural Equation Modeling (SEM), a 

minimum sample size of 200 to 300 respondents is targeted, in line with (Hair et al., 2019) 

recommendations. 

Data collection is conducted via an online questionnaire composed of four sections 

corresponding to the key constructs. The CSR construct is measured using adapted items from 

(Carroll & Shabana, 2010) and (Huda, 2021), addressing environmental responsibility, ethical 

practices, and community engagement. Brand reputation items are derived from scales 

developed by (Kabadayi, S., Lerman, D., & Berg, 2021) and (Kim, S., & Park, 2020), capturing 

consumers’ perceptions of brand credibility, reliability, and social responsibility. Consumer 
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trust is assessed through validated scales from (Morgan, 1994) and (Thompson et al., 2023), 

focusing on perceived integrity and benevolence. Lastly, entrepreneurial venture performance 

is measured based on consumer perceptions of satisfaction, loyalty, and business growth 

indicators ((Zhao, Y., He, W., & Yu, 2023). All questionnaire items utilize a 5-point Likert 

scale ranging from 1 (strongly disagree) to 5 (strongly agree). Prior to full distribution, the 

instrument will be pilot tested with approximately 30 respondents to evaluate clarity and 

reliability. 

The survey is distributed through online platforms such as social media, entrepreneurship 

forums, and email lists to maximize reach and accessibility (Evans & Mathur, 2018). 

Participants receive information about the study’s objectives, confidentiality assurances, and 

voluntary participation rights before providing informed consent. 

Data analysis begins with preliminary screening for missing data, outliers, and normality, 

followed by descriptive statistics to summarize sample characteristics (Field, 2013). 

Confirmatory Factor Analysis (CFA) using SEM evaluates the reliability and validity of the 

measurement model, assessing Cronbach’s alpha, Composite Reliability (CR), Average 

Variance Extracted (AVE), and fit indices including CFI, TLI, and RMSEA (Hair et al., 2019). 

Subsequently, the structural model is tested through SEM to examine hypothesized 

relationships among CSR, brand reputation, consumer trust, and entrepreneurial venture 

performance. Mediation analysis to test the indirect effect of CSR on consumer trust via brand 

reputation will be performed using bootstrapping methods (Preacher & Hayes, 2008). 

Statistical analyses will be conducted using SPSS and AMOS or SmartPLS software. 

Ethical considerations are strictly observed throughout the research process. Participants 

are informed of their rights, including voluntary participation and confidentiality, with data 

anonymized to protect identities. Ethical approval will be sought from the relevant Institutional 

Review Board before data collection. 

 

RESULT 

1. Descriptive Statistics and Reliability Analysis 

Table 1. Descriptive Statistics and Reliability Analysis 

Construct Number of 

Items 

Mean Standard 

Deviation 

Cronbach’s 

Alpha 
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Corporate Social 

Responsibility (CSR) 

6 3.82 0.67 0.88 

Brand Reputation 5 3.75 0.70 0.85 

Consumer Trust 5 3.90 0.65 0.89 

Entrepreneurial Venture 

Performance 

4 3.68 0.72 0.87 

Source: Data Analysis 

The reliability of all constructs is satisfactory, with Cronbach’s alpha values exceeding the 

commonly accepted threshold of 0.70 (Hair et al., 2019), indicating internal consistency of the 

measurement scales. The mean scores suggest that respondents generally agreed moderately 

with the positive statements regarding CSR, brand reputation, consumer trust, and venture 

performance. 

2. Confirmatory Factor Analysis (CFA)  

Table 2. Confirmatory Factor Analysis (CFA) 

Construct Factor 

Loadings 

Range 

Composite 

Reliability (CR) 

Average Variance 

Extracted (AVE) 

Corporate Social 

Responsibility (CSR) 

0.70 – 0.85 0.90 0.58 

Brand Reputation 0.68 – 0.83 0.88 0.55 

Consumer Trust 0.72 – 0.87 0.91 0.60 

Entrepreneurial Venture 

Performance 

0.65 – 0.80 0.89 0.54 

Source: Data Analysis 

Model Fit Indices: 

• CFI = 0.95 

• TLI = 0.94 

• RMSEA = 0.05 

All factor loadings exceed the acceptable threshold of 0.60, demonstrating convergent 

validity. Composite Reliability (CR) values above 0.70 and Average Variance Extracted (AVE) 
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values above 0.50 further confirm construct reliability and validity. The model fit indices (CFI 

and TLI > 0.90, RMSEA < 0.08) indicate that the measurement model fits the data well (Hair 

et al., 2019) 

3. Structural Model and Hypothesis Testing 

Table 3. Structural Model and Hypothesis Testing 

Path Standardized 

Estimate (β) 

Standard 

Error 

p-

value 

Hypothesis 

Supported? 

CSR → Consumer 

Trust 

0.40 0.08 <0.001 Yes 

CSR → Brand 

Reputation 

0.55 0.07 <0.001 Yes 

Brand Reputation → 

Consumer Trust 

0.50 0.06 <0.001 Yes 

Consumer Trust → 

Venture Performance 

0.60 0.09 <0.001 Yes 

Source: Data Analysis 

The results show significant positive relationships between all hypothesized paths. CSR 

has a direct positive effect on both consumer trust and brand reputation. Brand reputation also 

positively affects consumer trust, and consumer trust significantly influences entrepreneurial 

venture performance. These findings support hypotheses H1, H2, H3, and H5. 

 

4. Mediation Analysis: Brand Reputation as Mediator between CSR and Consumer 

Trust 

Table 4. Mediation Analysis 

Effect Estimate Bootstrapped 

95% CI 

p-

value 

Mediation 

Type 

Direct Effect (CSR → 

Consumer Trust) 

0.18 [0.10, 0.26] <0.01 Partial 

Mediation 
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Indirect Effect (CSR → Brand 

Reputation → Consumer 

Trust) 

0.28 [0.20, 0.37] <0.001 Significant 

Mediation 

Source: Data Analysis 

 

The mediation analysis indicates that brand reputation partially mediates the relationship 

between CSR and consumer trust. While CSR directly increases consumer trust, a significant 

portion of this effect operates indirectly through improving brand reputation. This supports 

hypothesis H4. 

 

DISCUSSION 

This study aimed to explore how Corporate Social Responsibility (CSR), brand reputation, 

and consumer trust influence the performance of entrepreneurial ventures. The findings 

confirm that CSR initiatives positively impact both brand reputation and consumer trust, which 

in turn significantly enhance venture performance. Furthermore, brand reputation partially 

mediates the relationship between CSR and consumer trust, indicating the complex interplay 

between these constructs in shaping consumer perceptions and business outcomes. These 

results have important theoretical and practical implications, as discussed below. 

The Impact of CSR on Brand Reputation and Consumer Trust 

Consistent with prior research, the study found a strong, positive relationship between CSR 

and brand reputation (β = 0.55, p < 0.001). This aligns with the literature suggesting that 

consumers increasingly expect businesses, including entrepreneurial ventures, to demonstrate 

ethical behavior, social responsibility, and environmental stewardship (Carroll & Shabana, 

2010) ; (Huda, 2021). When ventures actively engage in CSR activities, they build favorable 

perceptions of their brand, which are crucial in competitive markets where differentiation is 

necessary for survival (Markopoulos & Hosanagar, 2018). 

The direct effect of CSR on consumer trust (β = 0.40, p < 0.001) also reinforces the notion 

that responsible corporate behavior fosters trust among consumers. This supports previous 

findings by (Morgan, 1994) and (Thompson et al., 2023), who emphasized that CSR reduces 

consumer skepticism and signals a company’s commitment to ethical standards, thereby 

enhancing trustworthiness. In entrepreneurial settings where brands are still developing 

reputations, CSR serves as a critical mechanism to establish credibility and reliability, which 

can lower the perceived risks consumers associate with engaging new ventures. 
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The partial mediation of brand reputation on the CSR–consumer trust relationship further 

clarifies this dynamic. The mediation analysis showed that while CSR directly influences trust, 

a significant portion of its effect is channeled through improving brand reputation (indirect 

effect = 0.28, p < 0.001). This suggests that consumers’ trust is not only a reaction to CSR 

activities but also contingent on how these activities translate into an overall positive brand 

image. As (Kabadayi, S., Lerman, D., & Berg, 2021) and (Kim, S., & Park, 2020) argue, brand 

reputation acts as a heuristic cue simplifying complex information about a company’s CSR 

efforts, allowing consumers to form more confident trust judgments. Thus, entrepreneurial 

ventures should strategically communicate CSR efforts to enhance brand reputation and 

thereby build stronger consumer trust. 

The Role of Consumer Trust in Entrepreneurial Venture Performance 

The strong positive influence of consumer trust on entrepreneurial venture performance (β 

= 0.60, p < 0.001) underscores the critical role trust plays in driving customer loyalty, 

satisfaction, and ultimately business success. This finding is consistent with (Zhao, Y., He, W., 

& Yu, 2023), who demonstrated that trust enhances consumers’ willingness to purchase, 

recommend, and engage in long-term relationships with entrepreneurial brands. For ventures 

operating in uncertain environments with limited brand recognition, consumer trust mitigates 

perceived risk and fosters repeat business, which is vital for sustainable growth. 

By establishing trust, ventures not only retain existing customers but also attract new ones 

through positive word-of-mouth, as trust serves as a signal of quality and reliability (Morgan, 

1994). This is particularly important for startups and small businesses that may lack extensive 

marketing budgets and rely heavily on reputation and customer goodwill. The results highlight 

that investing in building consumer trust—facilitated by CSR and strong brand reputation—is 

a strategic imperative for entrepreneurial success. 

Theoretical Implications 

This study extends the CSR literature by focusing specifically on entrepreneurial ventures, 

which have been less explored compared to established corporations. The findings confirm that 

CSR is not just a tool for large firms but also a strategic asset for new ventures seeking 

legitimacy and competitive advantage in the market. By empirically demonstrating the 

mediation effect of brand reputation, this research contributes to a deeper understanding of the 

mechanisms through which CSR influences consumer attitudes and behavior. 

Moreover, the study integrates theories of trust development and brand management 

within the entrepreneurial context, providing a holistic framework that captures the sequential 

influence of CSR on brand reputation, trust, and performance. This framework offers a 
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foundation for future research to explore additional moderators and contextual factors, such as 

industry type or cultural differences, that may shape these relationships. 

Limitations and Future Research 

While this study provides robust evidence supporting the hypothesized relationships, some 

limitations should be acknowledged. The cross-sectional design limits the ability to infer 

causality; future research could employ longitudinal designs to track changes over time. The 

sample focused on consumers with recent engagement in entrepreneurial ventures, which may 

limit generalizability to other consumer groups or industries. 

Additionally, the study relied on self-reported measures, which could introduce common 

method bias. Future studies may benefit from incorporating objective performance data or 

multi-source data collection to enhance validity. 

Further research could also investigate potential moderators such as cultural context, 

venture size, or industry sector to understand how these factors influence the strength and 

direction of the relationships among CSR, brand reputation, trust, and performance. Exploring 

other mediating variables, such as customer satisfaction or emotional attachment, could provide 

a richer picture of consumer-venture dynamics. 

 

CONCLUSION 

This study demonstrates that Corporate Social Responsibility (CSR) significantly 

enhances brand reputation and consumer trust, both of which are crucial drivers of 

entrepreneurial venture performance. The findings highlight that brand reputation partially 

mediates the relationship between CSR and consumer trust, emphasizing the importance of 

managing a positive brand image alongside responsible business practices. Consumer trust 

emerges as a pivotal factor that directly influences customer loyalty and venture success. 

Therefore, entrepreneurial ventures should strategically integrate CSR initiatives and actively 

cultivate their brand reputation to build and sustain consumer trust, ultimately fostering long-

term business growth and competitiveness. These insights contribute to advancing the 

understanding of how responsible business conduct and stakeholder perceptions interact to 

shape entrepreneurial outcomes. 

 

RECOMMENDATIONS 

The findings offer valuable insights for entrepreneurs and managers. First, they emphasize 

the importance of embedding CSR practices into the core business strategy rather than treating 

CSR as a peripheral or purely philanthropic activity. Entrepreneurial ventures should identify 
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CSR initiatives that resonate with their target audience, such as environmental sustainability, 

fair labor practices, or community engagement, to create authentic and impactful CSR 

programs. Second, ventures must proactively manage their brand reputation by effectively 

communicating their CSR efforts through various channels, including social media, websites, 

and customer interactions. Transparent and consistent messaging enhances consumers’ 

awareness and positive perceptions of the brand, which in turn strengthens trust. Third, since 

consumer trust significantly influences venture performance, entrepreneurs should prioritize 

building and maintaining trust through reliable service delivery, honest communication, and 

responsiveness to customer concerns. Trust-building efforts should be continuous and 

reinforced by CSR and reputation management to sustain long-term customer relationships and 

business viability 
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