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Abstract

This research study provides a comprehensive understanding of whether customer trust
mediates the relationship between Corporate Social Responsibility (CSR) and customer
loyalty in the Telecommunication industry in Colombo District. This consists of three
objectives such as (1) to investigate the level of CSR. customer loyalty and customer
trust., (2) To examine the relationship between (a) CSR and customer loyalty, (b) CSR
and Customer Trust and (c) customer trust and customer loyalty., and (3) to evaluate
the mediating role of customer trust in the relationship between CSR and customer

loyalty in Telecommunication industry in Colombo District.

Based on the literature review, this research establishes its conceptual framework
Primary data was collected from four hundred Telecommunication service users
through structured questionnaire using the convenience sampling method. This study
employed univariate (descriptive), bivariate (correlation), multivariate (regression), and

mediation analysis to achieve its research objgctives.

%

The study found that levels of corporate social respd?hsibility, customer trust, and
customer loyalty were high, indicating strong positive ‘i)erceptions among customers
for the first objective. The results for the second obj ecﬁvéigevealed a significant positive
relationship between CSR initiatives, customer trust, and customer loyalty. It was also
shown that Customer Trust partially mediates the relationship between CSR and
Customer Loyalty from the third objective. Hence, Customer Loyalty in the competitive
Telecommunication industry should be focused on maintaining effective CSR conducts
that promote Customer Trust. The study is very useful in informing us about the
importance of Customer Trust with respect to improving the relationship between CSR
and Customer Loyalty and provides strategic information that can be useful to the
telecom companies that are interested in establishing long-term relationship with the

customers and brand loyalty.

Overall, this research contributes to the existing body of knowledge by examining the
impact of Corporate Social Responsibility on Customer Loyalty, with a particular focus
on the mediating role of Customer Trust in the Telecommunication industry in

Colombo District.

Keywords: Corporate Social Responsibility, Ciustomer Loyaity, Customer Trust,

Telecomnunication Industry, Colombo District.
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