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1. Introduction 
1.1. Rationale 
The food and drink industry is the UK's largest manufacturing sector, contributing over £28.2 billion to the economy in addition to providing approximately 400,000 jobs (FDF, 2020). Soft drinks account for the largest quantity in the industry, with the idea of drinks on the go, this being carbonated drinks dominated by big brand Coca-Cola (Ashurst, 2016). 
This research project will evaluate big brand soft drinks organisation, Coca Cola, and Corporate Social responsibility, aiming to further understand if consumers buying approach is dependent on an organisation's social responsibility approach. 
1.2 Background 
The Coca-Cola idea originated by Dr. John, Pemberton on the 8th May 1886 and was later controlled by Mr. Chandler in 1888, prior to Dr. Pemberton’s death. Following from the organisations website, sustainability is something that is covered over a whole range of topics, including water, women, societal duties to communities, sustainable packaging, climate protection, human and workplace rights, and finally sustainable agriculture (The Coca- Cola Company, 2017). 
The website's sustainability page overviews the organisations involved in having a social duty to local communities. For instance, Coca-cola began its’ partnership with the Red Cross in 1917, which remains strong to this day (The Coca- Cola Company, 2017).  Alongside this, the company had big involvements within the dietary aspects of their sugary carbonated soft drink. In 1963, the organisation produced its first diet drink before the early growth of the diet soft drink segment and later launched the nutritional project aiming to find a solution to the supposed protein gap facing the poor around the world to provide protein-rich beverages for consumers (The Coca-Cola Company, 2017).  It is easy to see that the company is very proud of how they take an active approach to individuals and communities. 
Conversely, the ethical consumer (1989) argues that Coca-cola has several ethical issues including violations of using overturned Suharto editorship to prevent workers' rights to organise. In 2017, there were also issues with their packaging in terms of Animal rights and the environment. This is because the Coca-colas drinks contain small traces of fish gelatine, and almost always are sponsoring for the world’s largest rodeo’s (Ethical Consumer, 2020). 
Coca-cola believes they are always trying to improve their sustainable endeavours, one of which is water. According to Lopez and Jacobs (2018), in a small Mexican town, diabetes and obesity are high the reason being that there is little water because of the big Coca-Cola factory extracting more than 300,000 gallons of water a day, situated on the edge of town. 

1.3 Aims and Objectives 
This report aims to evaluate Coca-cola, the biggest soft drink organisation within the beverage industry and corporate social responsibility. This allows for the analysis of whether a business’s social responsibility approach ever occurs to a consumer and if it affects their buying behaviour. 
The aims that have been discussed will be achieved by the following objectives: 
· To conduct a literature review to have a further understanding of the current academic research of Corporate Social Responsibility 
· To conduct interviews with general consumers of Coca-Cola to identify if a business Social Responsibility (CSR) affects their spending habits 
These will be achieved by using a range of data collection methods. 
2. Literature Review 
2.1 Introduction 

The purpose of this chapter is to conduct a deeply researched review using several available sources; including academic literature including, books, journals, etc. Conducting a literature review will help achieve the objectives of the report, to have a better understanding of existing literature on Corporate Social Responsibility. 

2.2 Corporate Social Responsibility 

The key themes of CSR are defined by Bowen (1953) who once argued that CSR is the obligations of a business to obey laws, make the right decisions, besides, to follow the rules and desired by society. 

Conversely, Milton Friedman (1970) who has been described as someone who best represents a narrow CSR according to Schwartz and Saiia (2012), once argued that organisations have a social duty to society and that they only exist to make a profit. According to the Coca-Cola organisations website, they pride themselves in their extensive considerations of the organisations stakeholders, as opposed to their water usage scandal in Mexico. 

Much like Coca-Cola's sustainability approach according to their website (2017), Edward Freeman looks at the business and its stakeholders as a whole, which detailed his stakeholder theory/ stakeholder map of business ethics. This theory aims to account for different stakeholders of the business, including employees, suppliers, local communities, etc (Stakeholder theory, 2018). 

This is Freemans' (1980) solution to dealing with the external environment which can be done through the philosophers' stakeholder map. The map allows the business to gain an insight on who will be affected overall based on a decision made by the business. For instance, if Coca -Cola used the stakeholder map when planting the gallon drinking factory in Mexico, they would not only be able to see that it would affect the environment, but they would have been able to see that it was affecting the local community. 

Organisations might use models to help identify how and where they could improve or do this. A commonly known model is Carroll’s pyramid of CSR (1991) which is a four-part model set to define the different social responsibilities, clear aspects of philanthropic, ethical, legal as well as economic. Carroll (2016) categorises these social responsibilities into a hierarchical order of decreasing importance. This being said, the bottom two layers; economic and legal responsibilities are the least important because they’re considered to be required, whereas the ethical and philanthropic responsibilities are desires and expected by society. 

3. Research Design 
3.1. Methodology
DePoy and Gitlin (2015) define the concept of research as the professional responsibility which aims to develop and advance knowledge using other already existing knowledge.  Research can be classed into secondary and primary research. Secondary research is the starting point for the additional research using hypotheses, research methods, etc (Stewart, et al, 1993). 
Conversely, Primary research is a useful tool for understanding individual's opinions as well as rhetorical actions which can be aimed at a group of people, this is usually be done through interviews, questionnaires, focus groups, etc (Gaillet and Eble, 2015). Saunders et al (2009) developed a research concept named the ‘The Research Onion’ which aims to summarise research using several layers which will effectively help the researcher. For this model to work, an aspect from each layer must be chosen for the research to be effective. 
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Figure 3.1 Saunders et al (2009) ‘The Research Onion’ 
3.2 Philosophy
The main goal of philosophy is the exploration of different perceptions which will be compared and contrasted. For the sake of this report, research will be conducted using positivism which is linked with philosophies.  According to Saunders et al (2009), positivism is data collection and interpretation which usually leads to the analysis of statistical data. 
3.3  Research Approaches 
For the sake of this project, the researcher will be using the inductive research approach otherwise known as inductive reasoning. This is an analysis that aims to develop a theory of specific instances of pragmatic observation (Thrope and Holt, 2007). This approach seems to be the most suitable for this project as it allows for data to be collected which will be analysed and evaluated from a set of results. 
3.4 Research Method and strategy
The method being used for this project, according to Saunders's research onion (2009) surveys. According to Kotler (2012), the uses of surveys are best suited to descriptive research, done to learn about people’s knowledge, beliefs, preferences, etc. For the nature of this project, it will allow the researcher to identify consumer buying behaviour based on an organisations CSR approach. 
3.5  Sample
Sampling is the groups or sections a researcher puts participants into. One kind of sampling method which will be used in this report is the convenient or opportunity sample, collecting a wide variety of information from a wide variety of people. This sample will consist of general consumers of Coca-Cola filling out a questionnaire mainly based in Llanelli and Swansea. 
One method of sampling which may be of use to this project is snowball sampling. This is typically used in a questionnaire circumstance, much like this project.  This idea of this method is in which survey subjects are selected based on a referral from other participants of the questionnaire (Black, 2009). Social media would be a good tool for this. 
3.6  Data Collection and analysis
This project will be using questionnaires to collect data. Referring back to the Research Onion (Saunders et al, 2009), the project will be using a mono-method that uses only one type of method which is the quantitative or qualitative (Azorin and Cameron, 2010). As questionnaires are being used, it means that the project will analyse quantitative data, which is the numerical aspects (Bell et al, 2018). 
Due to the numerical nature of this method, the data will be displayed,  represented through tables, figures and spreadsheets. The data that has been collected will be put through a statistical software platform named IBM SPSS Statistics. This will allows the researcher to analyse the data from a wide set of features (IBM, 2020). 
3.7 Limitations and Ethical Considerations 
The use of time management is essential throughout this research project, to ensure that there’s enough time for research to be conducted.  To help adhere to this, a Gantt chart will be created to ensure that the project runs effectively. 
3.7.2 Ethical considerations 
Questionnaires will be used for this project, so ethical considerations must be made throughout the project. To do this, a disclaimer should be put at the start of the questionnaire declaring that all participants must be over the age of 18 to complete the survey. In addition to this, the disclaimer will also state that the project s a marketing exploration and only a marketing exploration. 





4. Bibliography 
Ashurst, P. (2016) Chemistry and Technology of Soft Drinks and Fruit Juices. 3rd ed. John Wiley and Sons. 
Azorin, J., and Cameron, R. (2010) The Application of Mixed Methods in Organisational Research: A Literature Review. 8th ed. Vol 8 (2) 
Bell, E. Bryman, A.  and Harley, B. 2018. Business Research Methods. 5th ed. Oxford University Press. 
Black, K. (2009) Business Statistics: Contemporary Decision Making. 6th ed. John Wiley & Sons. 
Bowen, H. 1953. Social responsibilities of the Businessman. University of Iowa Press, 2013. 
Carroll, A. B. 2016. Carroll’s pyramid of CSR: taking another look. International journal of corporate social responsibility. 3. 
DePoy, E. and Gitlin, L., 2015. Introduction To Research: Understanding And Applying Multiple Strategies. 5th ed. Elsevier Health Sciences.
Ethical Consumer. (2020) The Coca-Cola Company. Available at: https://www.ethicalconsumer.org/company-profile/coca-cola-company (Assessed 20 November 2020)
Food and drink federation (2020) Economic contribution and growth opportunities. Available at: https://www.fdf.org.uk/economic-contribution.aspx (Assessed 20 November 2020)
Freeman, E. 2010. Strategic Management: A Stakeholder Approach. Cambridge University Press. 
Freeman, E. 2018. ‘Stakeholder Theory. Available at: http://stakeholdertheory.org/about/ (Assessed 20 November 2020)
Friedman, M. (1970) ‘A Friedman doctrine—The Social Responsibility Of business Is to Increase its Profits’. The New York Times. 13 September 1970. Available at: https://www.nytimes.com/1970/09/13/archives/a-friedman-doctrine-the-social-responsibility-of-business-is-to.html (Assessed 20 November 2020)
Gaillet, L., and Eble, M. (2015) Primary Research and Writing: People, Places and Spaces. Routledge. 
IBM 2020, Why SPSS Statistics. Available at :<https://www.ibm.com/uk-en/products/spss-statistics (Assessed 20 November 2020)
Kotler, P., 2012. Kotler On Marketing. Simon and Schuster.
Lopez, O., and Jacobs, A. (2018) ‘In Town with Little Water, Coca-Cola Is Everywhere. So Is Diabetes’  The New York Times. Available at: https://www.nytimes.com/2018/07/14/world/americas/mexico-coca-cola-diabetes.html (Assessed 20 November 2020)
Saunders, M., Lewis, P. and Thornhill, A., 2009. Research Methods For Business Students. 8th ed. Pearson.
Schwartz, M. and Saiia, D., 2012. Should firms go 'Beyond Profits' ? Milton Friedman Versus Broad CSR. Business and society review, 117(1).
Stewart, D. KAmins, M., and Kamins, M. (1993) ‘Secondary Research: Information Sources and Methods. 4th ed. SAGE. 
The Coca-Cola Company. (2017) 10 Things You Didnt Know About Coca-Cola’s Sustainability History. Available at: https://www.coca-colacompany.com/news/coca-colas-sustainability-history (Assessed 20 November 2020)
The Coca-Cola Company. (2020) Interaction and inspired innovation. Available at: https://www.coca-colacompany.com/company/history (Assessed 20 November 2020)
Thrope, R. and Holt, R., 2007. The SAGE Dictionary Of Qualitative Management Research. SAGE.














5. Appendix 
[image: ]
Figure 5.1 Gantt Chart. 
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