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Abstract. In the Ethical commerce has become a defining feature of responsible business prac-

tice in the digital era. Technological advancements such as artificial intelligence, big data ana-
lytics, e- commerce platforms, and social media have expanded corporate influence while in-
creasing ethical accountability. Corporate Social Responsibility (CSR) now encompasses data
protection, algorithmic fairness, cybersecurity, sustainability, and transparent governance. This
study investigates the relationship between CSR practices and consumer perception in digital
commerce. Using a quantitative descriptive research design, the research evaluates how respon-
sible digital behavior influences trust, loyalty, and purchase intention. Findings suggest that
transparent data governance and ethical digital strategies significantly enhance stakeholder
confidence and long- term sustainability. The study concludes that ethical commerce is both a

strategic necessity and a moral obligation in the modern digital economy.
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I. Introduction

The digital transformation of commerce has fundamentally altered the structure and
operation of modern business organizations. Through e-commerce systems, artificial
intelligence applications, and global connectivity, firms can operate across borders
with unprecedented efficiency. However, digital expansion has simultaneously gener-
ated complex ethical issues including data misuse, privacy violations, algorithmic
discrimination, environmental impact from technological infrastructure, and lack of
corporate transparency. Ethical commerce requires organizations to align profitability
with fairness, accountability, and stakeholder welfare. In this context, CSR must
evolve to address digital governance challenges and ensure responsible innovation.

II. Review Of Literature

1. Carroll (1991) proposed the CSR pyramid consisting of economic, legal, ethical,
and philanthropic responsibilities. In digital business, legal and ethical dimensions are
particularly critical due to cybersecurity and privacy regulations.

2. Porter and Kramer (2011) introduced the shared value concept, emphasizing that
businesses can create economic value while solving societal problems through strate-
gic CSR integration.

3. Kotler and Lee (2005) argued that CSR enhances corporate reputation and stake-
holder trust, especially in transparent digital environments.



International Journal of Computational Research in Science and Technology
: E-ISSN: 3108-0871, Volume 2 Issue 3

May-Jun 2026, PP O1-10

4. Schwartz (2017) highlighted ethical decision-making frameworks necessary to
manage Al bias, data misuse, and corporate accountability.

5. The European Commission (2020) emphasized sustainable digital transformation
aligned with environmental and social responsibility principles.

II1. Research Methodology

The study adopts a quantitative descriptive research design using a structured survey
questionnaire. Participants included individuals aged 18 years and above who actively
use digital platforms. The questionnaire measured CSR perception, consumer trust,
and purchase intention using a five-point Likert scale. Reliability was confirmed us-
ing Cronbach’s alpha (> 0.70). Statistical analysis was conducted using IBM SPSS
Statistics.

Data collection was conducted through online distribution of the questionnaire to
ensure accessibility and coverage across diverse demographic groups. A non-
probability convenience sampling technique was employed due to the digital nature of
the target population. Prior to full deployment, a pilot study was undertaken to assess
clarity, content validity, and internal consistency of the instrument. Construct validity
was examined through exploratory factor analysis (EFA), ensuring that measurement
items appropriately loaded onto their respective latent variables—CSR perception,
consumer trust, and purchase intention.

Primary Data

Primary data for this study was collected directly from respondents through a struc-
tured questionnaire. The questionnaire was designed to gather information regarding
consumers’ perceptions of Corporate Social Responsibility (CSR) practices in digital
commerce, their level of trust toward online businesses, and their purchase intention.
The survey was distributed online to individuals aged 18 years and above who active-
ly use digital platforms such as e-commerce websites and social media applications.

The collected responses were later analyzed using statistical tools such as descriptive
statistics, correlation analysis, and regression analysis through IBM SPSS Statistics to
examine the relationship between CSR practices and consumer behavior in digital
commerce.

Problem Statement

Rapid digital growth has encouraged firms to prioritize profit maximization over ethi-
cal responsibility. Issues such as misuse of consumer data, misleading advertisements,
poor labor practices in logistics, and environmental degradation remain prevalent.

Current Scenario: DataCare Ltd.

DataCare Ltd., an Al-powered digital health platform, collects user health and behav-
ioral data to provide personalized recommendations. The company monetizes anony-
mized insights through third-party partnerships. Concerns regarding unclear consent
language, data re-identification risks, and limited user awareness have intensified
public scrutiny and regulatory attention.
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Objectives of the Study
1. To examine the role of CSR in digital organizations.
2. To analyze ethical challenges in online environments.

I11. Findings

1. Transparency Builds Trust

In the digital age, consumers expect companies to be open about their practices
(sourcing, data use, environmental impact). Social media and online platforms make it
easy to expose unethical behavior.

Finding: Businesses that maintain transparency gain stronger customer trust and loy-
alty, while lack of honesty can quickly damage reputation.

2. Digital Responsibility Includes Data Ethics

CSR is no longer just about environment or society—it also includes how companies
handle user data. Protecting privacy, avoiding misuse of data, and ensuring cyberse-
curity are crucial.

Finding: Companies that follow ethical data practices (privacy protection, consent,
security) build credibility and long-term relationships with customers.

3. Social Impact is Amplified Online

Digital platforms allow companies to promote social causes, sustainability efforts, and
community initiatives globally. Consumers increasingly prefer brands that align with
their values.

Finding: Organizations that actively engage in social and environmental causes and
communicate them effectively online gain competitive advantage and brand value.

Additional Finding

1. Improved Workforce Planning

HR analytics uses past employee data (like hiring trends and turnover rates) to predict
future workforce needs. This helps organizations plan staffing levels efficiently and
allocate resources where they are needed most.

2. Better Recruitment Decisions

By analyzing recruitment data, HR can identify which hiring channels (job portals,
referrals, etc.) bring the best candidates. This reduces hiring time, lowers costs, and
improves the overall quality of new employees.

3. Employee Performance Evaluation

HR analytics enables objective performance measurement using data such as produc-
tivity, attendance, and results. This reduces bias in evaluations and helps managers
make fair decisions regarding promotions and rewards.

Case Analysis
The DataCare case demonstrates the tension between innovation and ethical govern-
ance. Without transparent data frameworks and accountability standards, digital firms
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face reputational and regulatory risks. Integrating CSR into core digital strategy miti-
gates these risks and strengthens competitive advantage.

Data Table: CSR Impact on Consumer Behavior

Variable Mean score | Standard Interpretation
(1-5) Deviation
Csr perception 4.2 0.65 High awareness of
ethical practices
Consumer trust 4.0 0.70 Strong trust in

responsible companies

Purchase intention 3.8 0.75 Positive buying
behavior
Data and privacy 4.5 0.60 Very high concern
importance among consumers
Transparency 43 0.68 High expectations for
expectation openers

Conclusion from Data
Consumer trust has the strongest influence on purchase intention CSR plays a direct +
indirect role in shaping consumer behavior

Suggestions

Implement Responsible Data Governance Frameworks Organizations should establish
strong data governance policies to ensure that customer data is collected, stored, and
used responsibly. Proper data management practices help maintain transparency and
protect consumer privacy in digital commerce.

Conduct Regular Algorithmic Fairness Audits Companies using artificial intelligence
and automated decision systems should regularly audit their algorithms to detect and
eliminate bias. This ensures fairness, accountability, and ethical decision-making in
digital platforms.

Strengthen Stakeholder Engagement Mechanisms Businesses should actively engage
with stakeholders, including customers, employees, and communities, to understand
their expectations regarding ethical business practices and CSR initiatives.

Enforce Strict Third-Party Data Compliance Standards Organizations must ensure that
third- party vendors and partners follow strict data protection and ethical standards to
prevent misuse or unauthorized access to sensitive information.

Promote Transparency in Digital Operations Companies should clearly communicate
their data policies, CSR initiatives, and ethical commitments to build trust and credi-
bility among consumers and stakeholders.
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IV. Conclusion

Ethical commerce is indispensable in the digital economy. CSR now includes digital
ethics, sustainability, and transparent governance. Organizations embedding ethical
principles into digital strategies achieve sustainable growth, enhanced brand equity,
and stronger stakeholder trust.

Digital platforms amplify corporate visibility, making organizational conduct subject
to continuous public scrutiny. Consequently, firms that institutionalize ethical data
management, algorithmic accountability, and environmentally responsible technolog-
ical infrastructure cultivate reputational capital and long-term competitive advantage.
Transparent governance mechanisms - such as public disclosure of data practices,
ESG reporting, and independent audits - strengthen stakeholder confidence and miti-
gate regulatory and reputational risk.

Furthermore, responsible innovation ensures that technological advancement does not
compromise social equity or consumer autonomy. By embedding ethical risk assess-
ment within digital product development cycles, organizations can proactively ad-
dress concerns related to privacy, bias, cybersecurity, and environmental impact. This
alignment between profitability and principled conduct enhances consumer loyalty,
reinforces brand legitimacy, and contributes to sustainable value creation in the digital
marketplace.
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