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The purpose of this study is to examine whether corporate social responsibility (CSR) activities perceived by consumers affect brand trust and corporate sustainability management (CSM). In other words, this study tried to examine whether the compatibility and authenticity of CSR influences brand trust, thereby affecting CSM including economic viability, environmental soundness, and social responsibility. To measure this, an empirical analysis was conducted on 479 consumers who had experience purchasing products from cosmetic companies that are carrying out CSR. As a result of the analysis, it was found that the compatibility and authenticity of CSR have a positive effect on brand trust. Also, it was found that brand trust had a positive effect on social responsibility among the sub-concepts of CSM, but did not affect economic viability and environmental soundness. The results of this study are expected to provide strategic implications for social responsibility performance and brand trust building necessary for cosmetics companies to grow continuously.
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INTRODUCTION

As companies’ influence on society increases, corporate social responsibility (CSR) has become an essential factor that companies must choose to realize sustainable management. CSR is a process of fulfilling economic and environmental responsibilities required by society to realize human values as well as maximize profits (Clark, 2000). CSR can have a direct effect on the formation of positive attitudes toward companies and products by consumers, thereby enhancing customer loyalty and business performance (Sen et al., 2006). Therefore, it is necessary for companies to consider CSR as a key means to enable corporate sustainability management and to strengthen strategic approaches using it (Konrad et al., 2006).

As sustainable development for mankind and social awareness become more important, corporate sustainability is emerging as an important issue (Lloret, 2016). In addition, as problems such as global economic crisis, social conflict, climate change and environmental pollution continued, “sustainability” became the most fundamental goal in corporate management (Benessia and Funtowicz, 2015). Unilever (2017) reported that the sustainable market is worth about 3,200 trillion won, of which 125 trillion won is a potential market that has not yet been developed. Accordingly, as a part of sustainable management, companies have come up with various strategies to increase social interest in eco-friendliness.

Corporate Sustainability Management (CSM) refers to management activities that do not harm current and future generations and secure corporate economic outcomes as well as striving for ethical, environmental, and socially sustainable development (Benessia and Funtowicz, 2015). CSM is based on environmental responsibilities, including producing eco-friendly products and participating in environmental movements, and social responsibilities, including creating jobs and improving human resources with the profits generated by the company (Elkington, 1997). These activities yield ethical management, innovative management, social responsibility management, environmental management, and creative management within the company. Outside the company, they enhance consumers’ knowledge or perceived value of the company and positively affect trust, corporate image, and customer loyalty, thereby strengthening a company’s competitive edge (Forehand and Grier, 2003; Luo and Bhattacharya, 2006).

Amid the changing business environment, companies are carrying out CSR that create economic and social values for sustainable growth (Matten and Moon, 2008). However, CSR was perceived by consumers as an activity for business to generate profits, resulting in negative attitudes of consumers (Webb and Mohr, 1998). Therefore, the compatibility and authenticity of CSR that can attract consumers’ participation and interest is important (Becker-Olsen and Hill, 2006). These concepts have an important effect on consumers’ assessment of CSR as well as attitudes toward companies (Sen et al., 2006).

Corporate social responsibility compatibility refers to the degree to which consumers recognize whether there is a correlation between a company’s characteristics, such as brand image and products, and CSR (Gupta and Pirsch, 2006). Should there be a high compatibility between the company’s features and CSR, consumers can establish trust in the company, ultimately forming commitment and loyalty between the company and the consumer (Becker-Olsen and Hill, 2006; Koschate-Fischer et al., 2012). In addition, high compatibility creates a positive corporate and brand image (O’Connor and Meister, 2008).

Corporate social responsibility authenticity means that a company carries it out with pure intentions (Price et al., 1995). Even if the company and CSR are compatible, the company cannot achieve any outcome should consumers recognize CSR as profit-seeking, hypocritical activities (Price et al., 1995). Sincere CSR with authenticity results in favorable responses from consumers and has a positive effect on consumers’ trust in and attitude toward the company, as well as their purchase intention (Alhouti et al., 2016). Therefore, should consumers feel that CSR is authentic, they will positively evaluate corporate activities and recognize them as ethical companies, establishing trust in the company and brand (Sen and Bhattacharya, 2001; Becker-Olsen and Hill, 2006).

Brand trust refers to the belief that a brand will fulfill consumers’ best interests for goals or values shared by the consumers (Chaudhuri and Holbrook, 2001). Since brand trust affects the relationship between consumers and the brand, it is one of the factors that promote the continuous growth of a company (Erdem and Swait, 2004; Sichtmann, 2007). Therefore, companies must build brand trust in order to form a positive relationship with consumers. In other words, should a company carry out compatible and genuine CSR activities, it can establish a successful relationship with consumers, thereby raising brand trust.

This study aims to examine whether the CSR of cosmetics companies perceived by consumers affect brand trust and CSM. In other words, this study aims to examine whether the compatibility and authenticity of CSR affects brand trust, and whether the aforementioned brand trust affects CSM, which is comprised of economic viability, environmental soundness, and social responsibility. Cosmetics companies were selected as the subject in this study because they used chemical stock and plastic containers in the past, and as these materials have become one of the main causes of environmental destruction, cosmetics companies have started to invest in and research sustainable development, including eco-friendly packaging, reduction of waste and carbon emissions, and research on alternative substances, to protect the natural environment (Bom et al., 2020). For example, The Body Shop, a Korean cosmetics company, promotes anti-animal testing, promoting self-respect, protecting human rights, supporting fair trade, and protecting the global environment as sustainable management. Amore Pacific also promotes a sustainable lifestyle, grows together with economic and social communities, and contributes to a circular economy for future generations (Lassk, 2019). The outcome of this study is expected to provide strategic implications for establishing the CSR and brand trust necessary for the continuous growth of cosmetics companies.



THEORETICAL BACKGROUND


Corporate Social Responsibility Compatibility and Authenticity

Corporate social responsibility (hereinafter referred to as CSR), a term first used by Bowen in the 1950s, refers to pure supporting activities that do not have commercial purposes and it is the duty of entrepreneurs to make policies and decisions that fit the purpose and value of society and are considered desirable (Bowen, 1953). Since then, studies on CSR have presented ethical as well as social aspects and defined social responsibility more broadly and comprehensively. Carroll (1983) stated that CSR includes economic, legal, ethical, and benevolent expectations that society has for a company. In other words, CSR fulfills the economic and environmental responsibilities required by society by prioritizing profit maximization along with human value realization (Clark, 2000). CSR is carried out in various ways, including research on its purpose and research on factors that affect performance (Joyner and Payne, 2002). Recently, studies have been conducted to find out whether CSR has a direct effect on consumers’ attitude and behaviors toward companies (Backhaus et al., 2002). CSR establishes a positive image of a company, and as it increases consumer loyalty by inducing a caring reputation, CSR promotes the improvement of corporate financial performance (Doh et al., 2010).

Compatibility and authenticity play an important role in consumer behavior and attitudes and have the greatest influence on CSR (Beckman et al., 2009). CSR compatibility refers to the degree to which consumers recognize whether there is a correlation between a company’s characteristics, such as brand image and products, and CSR (Gupta and Pirsch, 2006). CSR tailored to the characteristics of a company can enhance the effectiveness of CSR by making it easier for consumers to understand the company and its products and quickly recognize and accept CSR (Sen et al., 2006). In other words, the higher the CSR compatibility, the more positive attitudes and trust consumers have toward corporate reputation and image (O’Connor and Meister, 2008). In this way, CSR compatibility is an important factor in determining the effectiveness of CSR (Becker-Olsen and Hill, 2006).

Corporate social responsibility authenticity refers to the degree to which a company is carrying out CSR with pure intentions (Price et al., 1995). Consumers may suspect that companies engage in CSR as a means of pursing profits or overcoming crises (Beckman et al., 2009). In other words, the effectiveness of CSR may vary depending on how consumers perceive the authenticity of CSR (Forehand and Grier, 2003). When consumers infer that a company carries out CSR to pursue economic outcomes, they realize authenticity is low. When consumers infer that a company carries out CSR out of pure acceptance of social needs, they may consider that the company is authentic and think highly of the company (Becker-Olsen and Hill, 2006). Therefore, CSR authenticity is an important factor influencing the outcome of CSR, and companies must carry out authentic CSR activities (Becker-Olsen and Hill, 2006; Beckman et al., 2009; Alhouti et al., 2016). Compatibility and authenticity, which are elements for evaluation of CSR, are seen as essential factors in achieving a competitive edge (Gilmore and Pine, 2007).



Brand Trust

Brand trust refers to consumers’ belief that the brand will fulfill the best interests for the consumers in order to achieve the goals or values shared by the company and consumers, and such trust will have a positive effect on consumers’ decision-making processes (Doney and Cannon, 1997; Chaudhuri and Holbrook, 2001). Moreover, brand trust is achieved from the relationship between the consumer and the brand and established after the consumer experiences a specific brand (Del Vecchio, 2000). Therefore, brand trust is an important factor in promoting a company’s long-term growth as it affects the relationship between consumers and a company (Erdem and Swait, 2004; Sichtmann, 2007).

According to previous studies on brand trust, Morgan and Hunt (1994) argued that the establishment of a successful relationship between a brand and consumers would bring a positive effect on consumer loyalty and commitment to the brand. Doney and Cannon (1997) stated that trust between the consumers and brand plays an important role in situations in which a consumer has to make a purchasing decision before experiencing a specific brand. Lafferty and Goldsmith (1999) argued that CSR can create a positive corporate image and raise brand trust. In other words, the establishment of brand trust promotes customers’ positive words and purchase intentions, thereby promoting the company’s long-term performance (Kotler and Armstrong, 2013). Brand trust is a motivational factor promoting consumer consumption and plays an important role in building a positive relationship between a brand and consumers (Gwinner et al., 1998). Therefore, brand trust is a future behavior subscale expected of consumers in a competitive marking environment and an essential factor that companies must manage for long-term performance (Vogel et al., 2008).



Corporate Sustainability Management

The concept of sustainability began to form as it was suggested that human growth would reach its limit due to environmental pollution and resource depletion caused by economic development. Sustainable development was first proposed by the 1987 Brundtland Report from the World Commission on Environment and Development (WCED) (Carroll and Shabana, 2010). Sustainable development satisfies the needs and desires of the present generation while presenting eco-friendly development without hindering the ability of subsequent generations to meet their needs (WCED, 1987). Such sustainable development and management activities that fulfill corporate social responsibility can be referred to as CSM. In other words, CSM includes environmental and ethical responsibilities as well as economic, social, and legal responsibilities required by society (Schaltegger and Hörisch, 2017). Therefore, rather than pursuing profit, economic responsibility, and legal responsibility, CSM accompanies economic, social, environmental, and ethical management, serving as a positive role in the community, country, and world society beyond internal and external stakeholders (Elkington, 1997). Although CSM is perceived as a similar meaning to CSR, there is a clear difference. While CSM focuses on the continuous development and growth of companies, CSR focuses on issues for social development (Van Marrewijk and Werre, 2003).

Triple Bottom Line (TBL) is the most common term used in CSM. TBL presented by Elkington (1997) refers to a situation in which companies are economically viable and environmentally sound and strive to sustain CSR. It consists of economic viability, environmental soundness, and social responsibility (Craig and Rogers, 2008). Among the factors of TBL, economic viability is essential to secure, maintain, and efficiently distribute benefits with the stakeholders in the long run (Amalric and Hauser, 2005). Environmental soundness refers to the management of the environment within the boundaries of the law, production of eco-friendly products to enhance corporate reputation, and participation in environmental movements and campaigns to raise the standard of life for all members of society (Elkington, 1997). Social responsibility, essential for companies to practice sustainable management, refers to the act of returning a portion of the profits produced by a company to society. Not only that, it includes job creation and the improvement of human resource related infrastructure (Becker-Olsen and Hill, 2006). Social responsibility is the effort of a company to create new social capital to achieve social goals. Social capital is a concept that a company builds trust with its stakeholders. In order for companies to be sustainable, social capital must be promoted (Becker-Olsen and Hill, 2006). In other words, all activities regarding management must maintain and manage social systems and ecosystems by harmonizing with economic, environmental, and social responsibilities, and TBL is a practical tool for practicing sustainable management and is being utilized in corporate management by means of basic and universal methods (Carroll and Shabana, 2010).

According to studies on CSM, King and Lenox (2001) reported that practicing sustainable management has a positive impact on the values and financial outcome of a company. Moreover, Craig and Rogers (2008) summarized the concept of CSM and reported on the relationship between long-term economic viability and environmental, social, and economic performance. Porter and Kramer (2011) argued that a company can gain its competitive edge by securing more valuable resources than its competitors and practicing CSR; therefore, it can facilitate CSM.




RESEARCH METHOD


Research Model

When consumers perceive that CSR is authentic and suitable for the company’s products, they feel trust in the company’s brand (Becker-Olsen and Hill, 2006; Sen et al., 2006). In other words, consumers can perceive a company as ethical if its CSR compatibility and authenticity are high, thereby establishing brand trust and satisfaction (Becker-Olsen and Hill, 2006; Alhouti et al., 2016). In addition, consumer trust in the brand improves the company’s sustainability management because it makes consumers trust the company and continue to purchase the product (Hon and Grunig, 1999). Therefore, this study proposed a research model as shown in Figure 1 to determine whether CSR compatibility and authenticity affect brand trust, and brand trust affects CSM, which includes economic viability, environmental soundness, and social responsibility.
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FIGURE 1. Research model.




Hypotheses


Corporate Social Responsibility and Brand Trust

Consumers “awareness of CSR can have an important impact on consumers” attitudes to the brand. In particular, it is important whether the CSR fits well with the company’s product and whether the CSR is genuine (Beckman et al., 2009). CSR compatibility refers to the degree to which consumers recognize whether there is an association between a company’s characteristics, such as brand image and products, and CSR (Gupta and Pirsch, 2006). CSR that is highly compatible with corporate brands can result in positive consumer attitudes (Forehand and Grier, 2003). According to Rifon et al. (2004), if CSR and corporate characteristics are highly compatible, consumers establish trust in the company, hence, it can secure a positive corporate image. Becker-Olsen and Hill (2006) argued that a high CSR compatibility yields a strong association between the company and CSR, and as a result, consumers positively evaluate the brand.

Corporate social responsibility authenticity refers to the degree to which a company is carrying out CSR with pure intentions (Price et al., 1995). Brown and Dacin (1997) stated that authentic CSR has a positive effect on consumers’ positive attitudes toward the products and services. Schallehn et al. (2014) argued that consumers positively evaluate corporate activities and perceive the company as ethical when they consider CSR as a sincere act, thereby establishing trust in the company and brand. On that account, the following hypotheses were established.


H1: CSR compatibility will have a positive effect on brand trust.

H2: CSR authenticity will have a positive effect on brand trust.





Brand Trust and Corporate Sustainability Management

Brand trust refers to the belief that a brand will fulfill the consumers’ best interests for the goals or values shared by the consumers (Chaudhuri and Holbrook, 2001). Since brand trust affects the relationship between a company and consumers, it is an important factor in maintaining and strengthening long-term transactions between them, thereby inducing sustainable growth of the company (Erdem and Swait, 2004; Sichtmann, 2007).

When consumers perceive that the trade of products or services is honest and fair and establish trust, they will be fonder of the brand, forming a long-term relationship (Ganesan, 1994; Garbarino and Johnson, 1999). According to Ganesan (1994), when consumers establish trust by observing and anticipating a company, the quality of mutual relationship improves, and the relationship can be prolonged. Erdem and Swait (2004) argued that brand trust is built in the faith that the brand will fulfill its promise in the long run, and consequently, consumers will more likely choose the brand while maintaining a long-term relationship (Doney and Cannon, 1997; Chaudhuri and Holbrook, 2001). Therefore, the following hypotheses were established.


H3: Brand trust will have a positive effect on CSM.

H3-1: Brand trust will have a positive effect on economic viability.

H3-2: Brand trust will have a positive effect on environmental soundness.

H3-3: Brand trust will have a positive effect on social responsibility.






Measurement of Variables

The variables used in this study were modified and supplemented from the questionnaires verified in previous studies to suit the purpose of this study. All measurement items were evaluated on a Five-Point Likert scale with “Strongly disagree” as 1 point, “Neutral” as 3 points, and “Strongly agree” as 5 points (See Appendix).

This study defines CSR compatibility as the degree to which consumers recognize whether there is an association between a company’s characteristics, such as brand image and products, and CSR. To measure this factor, a total of three items were used based on the studies of Becker-Olsen and Hill (2006) and O’Connor and Meister (2008). CSR authenticity is defined as the extent to which consumers perceive that a company is carrying out CSR with pure intentions, and to measure this, a total of three items were established based on a study by Alhouti et al. (2016).

Brand trust is defined as the belief that a brand will fulfill the consumers’ best interests for the goals or values shared by the consumers, and to measure this, a total of five questions were used based on the studies of Keller and Aaker (1992) and Mayer et al. (1995).

Corporate sustainability management is defined as the degree to which consumers perceive that a company is engaged in management activities not only for its economic outcome, but also for continuous economic and social developments. Moreover, three sub-concepts – economic viability, environmental soundness, and social responsibility – were established based on Elkington’s (1997) concept of Triple Bottom Line. Economic viability is defined as the degree to which a company engages in management activities to secure economic profits and maintain them in the long run. A total of four questions were composed by referring to a study done by Amalric and Hauser (2005). Environmental soundness is defined as the degree to which a company manages the environment and produces eco-friendly products to increase the standard of lives of all members of society, and a total of four questions were composed by referring to a study done by Chen et al. (2006). Social responsibility is defined as the degree of management activities that return a portion of the profits to society, and four questions were composed based on a study by Kotler and Lee (2005).



Research Data and Analysis Method

The questionnaire consisted of three questions on CSR compatibility, three on authenticity, five on brand trust, and 12 on CSM. A preliminary questionnaire was conducted on 20 adult men and women who have used products from Amore Pacific and The Body Shop, which both carry out CSR. After that, the survey contents were revised and supplemented. Conducted on adult men and women who have used products from Amore Pacific and The Body Shop, this questionnaire was conducted for almost 3 months from March 4 to May 30, 2021. A total of 500 copies of the questionnaire were distributed, of which a total of 479 copies were used for empirical analysis, excluding 21 copies with insincere responses. These pieces of data were empirically analyzed via SPSS WINDOW 21.0 and AMOS 19.0 statistical analysis programs.

In this research, we conducted structural equation model analysis instead of regression analysis which had been used. Because structural equation model that confirms structural relation among multiple variables is more suitable than regression analysis that is limited to research casual relations among multiple valuables. Also, regression analysis can analyze using error of variable’s multiple factor scale value, on the other hand, if measurement error occurs, structural equation model analysis’s fit of model go down. Therefore, structural equation model analysis is more suitable than regression analysis to examine exactly relationship with multiple variables.




EMPIRICAL ANALYSIS


Demographic Characteristics of Respondents

The total effective sample of this study is 479 people, and the demographic characteristics of the respondents are shown in Table 1.


TABLE 1. Demographic characteristics of respondents.

[image: Table 1]


Reliability and Validity

In this study, confirmatory factor analysis was performed to examine reliability and validity. First, reliability verification was analyzed using Cronbach’s α, an index that confirms the internal consistency of measurement items. As a result of the analysis, Cronbach’s α of the measurement items was higher than the standard value of 0.6, so it was judged that the reliability of the measurement items of this study was secured (Anderson and Gerbing, 1988). The reliability results are shown in Table 2.


TABLE 2. Reliability analysis.
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Second, we tried to examine the validity of the variables in this study, especially the convergent validity and discriminant validity. Convergence validity can be judged when the construct reliability (CR) value is 0.7 or higher and the average variance extracted (AVE) value is 0.5 or higher. And discriminant validity can be checked when the AVE values of the variables in this study are greater than the squared values of the correlation coefficients (Hair et al., 2005). According to the analysis result (refer to Table 3), both CR and AVE values of the variables were above the standard values, so it can be judged that the variable items have convergence validity. Among the variables, brand trust (0.514) with the smallest AVE value was larger than the squared value (0.190) of compatibility and authenticity (0.436) with the largest correlation value, indicating that there is no problem with discriminant validity (refer to Tables 3, 4).


TABLE 3. Confirmation factor analysis.
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TABLE 4. Correlation analysis.
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As a result of examining the fit indices of the measurement model according to the confirmatory factor analysis (refer to Table 3), it was confirmed that various suitability indices were higher than the standard value (χ2 = 132.384, df = 136, p = 0.000, GFI = 0.913, CFI = 0.927, NFI = 0.924, RMR = 0.064, RMSEA = 0.059). The results of the confirmatory factor analysis are shown in Table 3.



Correlation Analysis

Correlation analysis was performed to confirm the problem of multi-collinearity between variables. The correlation between most variables was statistically significant at 0.01. Among the correlations between variables, the relationship between suitability and authenticity showed the highest value at the significance level of 0.01–0.436, but the correlation between other variables was 0.5 or less. Therefore, it was judged that there was no problem of multi-collinearity among the variables in this study (Hair et al., 2005). The results of the correlation analysis are shown in Table 4.



Hypothesis Test

The hypothesis was verified by confirming the significance of the path coefficient of the structural equation model. The suitability of this research model was examined prior to hypothesis testing, and as a result, it can be judged that the research model is suitable for hypothesis testing (χ2 = 135.173, df = 132, p = 0.000, GFI = 0.917, CFI = 0.928, NFI = 0.926, RFI = 0.938, IFI = 0.909, TLI = 0.912). Hypothesis testing can generally be judged according to the criterion of t-value according to the significance level (p < 0.05: t-value 1.96–2.58, p < 0.01: t-value over 2.58). The hypothesis test results are shown in Table 5.


TABLE 5. Hypothesis test.
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CONCLUSION AND DISCUSSION

The purpose of this study was to determine whether the CSR compatibility and authenticity of cosmetics companies affect CSM, which consists of economic viability, environmental soundness, and social responsibility, through brand trust. The results of the empirical analysis confirmed that the compatibility and authenticity of CSR did have a positive effect on brand trust. Additionally, brand trust was confirmed to have a positive effect on social responsibility, but not on economic viability and environmental soundness. The specifics and implications of the results of this study are as follows.

First of all, it was confirmed that CSR compatibility and authenticity of cosmetics companies have a positive effect on brand trust. This outcome indicates that consumers are very interested in the nature of CR, compatibility with corporate culture, and business purpose, and that compatibility and authenticity, which are the motivations for CSR, are significant in building brand trust. No matter how good-natured CSR is, if it does not match the company’s characteristics, consumer trust will inevitably fall. Therefore, it is important to determine whether the type of CSR carried out by cosmetics companies is related to the company and plan the CSR strategies and directions. In other words, it is crucial to find issues that can represent the core competence of cosmetics companies rather than social issues, such as environmental problems and support for the poor. In addition, it is important to find the targets for CSR, which match the company’s image, and clearly display the company’s characteristics, drawing responses from consumers. Furthermore, cosmetics companies need a strategy that provides consumers the perception that their CSR is authentic by prioritizing the social good over individual economic benefits. Therefore, the company has to actively provide information, such as outcome and ripple effect of CSR, using corporate advertisements and communication tools so that consumers can establish trust in the company as well as the brand.

Second, brand trust was confirmed to have a positive effect on the social responsibility of CSM. This outcome shows that consumers’ trust in the brand is an important factor in establishing social responsibility, a sub-factor of CSM. On the other hand, brand trust did not affect economic viability and environmental soundness, which are also both sub-factors of sustainable management. According to the result, it can also be assumed that consumers think that a company’s investment in product development, quality improvement, R&D investment, and service efforts is not because consumers trust the brand, but because it is logical. In addition, if a company releases a product using a trusted brand, it is more likely to succeed than otherwise, and thus consumers might think that the company does not strive for eco-friendliness or improvements in the lives of local residents. For that reason, companies need to put in their efforts in further strengthening brand trust in order to improve CSM, which fulfills the responsibilities and obligations as members of society, as well as corporate image.

The outcomes of this study present theoretical implications that can be applied to the rapidly changing business environment. Through this study, it became clear that establishing compatible and authentic CSR as well as brand trust is essential for sustainable development. On that account, this study is significant as it confirmed that CSR activities suitable for a company do not solely spend money. Instead, they strengthen corporate and brand trust and enable a company to engage in sustainable management that helps humans and the environment.

Unlike previous studies, this study drew results on strategic planning and operation of CSM from the perspective of consumers. In other words, although CSR was mostly used as an outcome variable based on strategy, this study contributed to the development of previous studies related to CSR and CSM by deducing the results that consumer perceived CSR enhances brand trust and brand trust improves CSM. In addition, although cosmetic companies actively engage in CSR for sustainable management, research on this has been insufficient. Accordingly, this study suggested the strategic and policy direction for cosmetic companies to pursue sustainable management by examining the relationship between CSR, brand trust, and CSM.

Although this study focused on presenting significant results and implications, there are problems that need to be dealt with in the future. The limitations of this study are as follows. First, since this study targets cosmetics companies, the results cannot be applied to other companies in various industries. Hence, future studies must examine compatibility and authenticity of CSR and the factors of brand trust in various industries. Second, since this study used questionnaires reported by individuals, common method bias may have occurred in conformity with individual characteristics. Thus, the quality of research method must be improved by incorporating qualitative methods such as observation and indepth interviews. Lastly, this study only looked into the main and mediated effects. Therefore, different moderating variables that can be used for various multiple group analyses have to be considered and reapplied to this research model.
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