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[bookmark: _gjdgxs][bookmark: _Toc151830632]1. Introduction
The topic of the present study is impact of corporate social responsibility on the brand image of the automobile sector in the UK. This part will discuss the background of CSR strategy in the UK automobile industry. UK Automobile Sector can improve its business growth through some steps and ways. The research will shed light on the CSR activities of automobile companies. CSR plays an important role in case of automobile companies to enhance their brand image. Adopting different CSR practices like sustainability initiatives highlight the greener image of the automobile brands which enhance their brand value. However, adoption of CSR practices also negatively affects the brands as it will increase operational costs of companies. Thus, the research will focus on both positive and negative sides of CSR on the brand image of automotive companies which will also help to address the existing research gap. 
[bookmark: _30j0zll][bookmark: _Toc151830633]1.1 Background of the Research 
CSR strategy plays a crucial role to develop business environment in the workplace (Tourky et al. 2020). According to exactly how well-run and sincere a firm is in implementing its CSR programs, the effect might be either favorable or bad. Consumers frequently have higher ratings of businesses that show a commitment to Corporate social responsibility (CSR), such as through using environmentally friendly manufacturing practices, cutting carbon dioxide emissions, and helping the communities they serve (Dhandhania and O'Higgins, 2022). Positive perceptions like this issue may enhance confidence and company loyalty. Businesses that are engaged in CSR can set themselves apart from rivals in a highly competitive environment. For instance, Toyota's ecological corporate social responsibility leadership was recently acknowledged (Toyota, 2023). Along with investing in alternative sources of energy, the corporation has produced several kinds of automobiles and innovations that are fuel-efficient. The current Market Revenue of the Automobile Industry is 2.86 trillion U.S dollars in 2021 (Statista, 2023). 
It can play a significant role in the process of making choices for customers, especially if they believe a business is environmentally responsible. Strong CSR initiatives increase a company's ability to draw in and keep top people (Nyame Asiamah and Ghulam, 2020). People require employment from companies that share their beliefs, and the dedication of an organization to corporate social responsibility (CSR) attracts top talent. It is noted that a total of 182,000 people has been employed for manufacturing in the automobile sector. Over 130 nations import automobiles made in the UK, accounting for 10% of all UK exports and £77 billion in commerce (Statista, 2023).
[image: ]
Figure 1: Export Volume in the Automobile Sector
(Source: Statista, 2023)
The authenticity and efficacy of corporate social responsibility (CSR) programs have a significant influence on how CSR affects the automotive industry's brand image (Ghosh et al. 2022). CSR may improve a business's reputation, foster trust, and set it apart in a crowded market so long as it is done correctly sincerely, and openly conveyed. 
Problem Statement 
The automobile sector has been facing critical issues in terms of improving their brand image as the companies are always suspectable of unethical practices like greenwashing (Yang et al. 2020). In this case, CSR practices might be helpful to enhance the brand image of automobile companies around the world.
Automakers should maintain a competitive edge in the pursuit of technological advancements while simultaneously resolving consumer apprehensions around the electric vehicle (EV) range, recharging duration, and pricing. The premise behind corporate social responsibility (CSR) and image management in the automobile sector is that customers have a greater inclination to make purchases from businesses they believe to be socially conscious (Bhakuni, 2023). It is so that CSR may contribute to the development of a favorable impression of the company, which is linked to several advantages like enhanced client devotion, increased revenue, and higher rates.
[bookmark: _1fob9te][bookmark: _Toc151830634]1.2 Aims and Objectives
Aim
The aim of the study is to critically evaluate both the positive and negative impact of corporate social responsibility on the brand image of the automobile sector in the UK.
Objectives
· To evaluate the idea related to the concept of corporate social responsibility in automobile sector in the UK
· To analyse the relationship between different CSR activities and improvement of brand image in automobile industry in the UK. 
· To identify how brand image of an automobile company can be impacted both positively and negatively by the adoption of CSR strategies in the UK. 
· To assess different challenges automobile companies,face to implement effective CSR strategies and how the challenges can be mitigated in the UK. 
[bookmark: _3znysh7][bookmark: _Toc151830635]1.3 Research Questions
RQ1:What is the relationship between CSR and Brand Image in the UK?
RQ2:What is the significant positive impact of CSR on the Brand Image of the Automobile Sector in the UK?
RQ3: What are the challenges Automobile companies face on the brand image due to poor CSR?
RQ4: What are the strategies to improve CSR to reflect the brand image of the automobile sector in the UK?
[bookmark: _2et92p0][bookmark: _Toc151830636]2.0 Literature Review
[bookmark: _tyjcwt][bookmark: _Toc151830637]2.1 Concept of CSR and Brand Image
According to Phan et al. (2021), brand image and the idea of Corporate Social Responsibility (CSR) are intimately related. Alongside the main goal of turning a profit, corporate social responsibility (CSR) relates to a business's personal commitment to functioning in a way that helps society. It includes moral, social, and environmentally friendly initiatives that show a business's commitment to its constituents’ workers, customers, the community, and the environment among them. CSR programs can set a business apart from its rivals. On the other hand, Lho et al. (2019), suggested that A corporation could bring in additional clients and investors if it is perceived as being sincere in its support of issues pertaining to society and the environment. 
The benefits of corporate social responsibility (CSR) on brand image are numerous. CSR, first and foremost, can serve to illustrate a business's dedication to community involvement and sustainability. The Opinion of Briscese et al. (2021) suggested that customers should take note of this because more and more of them want to buy products from businesses that align with their values. Second, CSR may support customer trust-building efforts. Customers are far more inclined to believe that a business is dedicated to offering excellent goods and services as soon as they observe that the business is involved in corporate social responsibility (CSR). For example, BMW’s social responsibility programs have won recognition (Lee, 2019). The organization strives to encourage inclusiveness and diversity within its employees in addition to offering a variety of programs that assist with training for employment and schooling. BMW's corporate social responsibility initiatives have enhanced the business's capacity to draw in and keep top personnel as well as its good brand perception.
[bookmark: _3dy6vkm][bookmark: _Toc151830638]2.2 Relationship Between CSR and Brand Image
Corporate Social Responsibility (CSR) and brand image have a complicated and reciprocal relationship. The perception of a business is frequently greatly impacted by CSR actions, and a strong brand can increase the efficacy and legitimacy of CSR programs. According to Bowen et al. (2020), a business is perceived to be trustworthy and socially conscious as soon as it actively participates in CSR initiatives. The business's image as a brand is improved by this favorable awareness, increasing its appeal to shareholders such as shareholders and customers. On the other hand, Carlini and Grace, (2021), suggested that successful CSR programs increase a company's legitimacy and level of trust.  Businesses that pride themselves on their corporate social responsibility (CSR) efforts are likely to have more devoted customers. Customers are happier to stick with a brand if they share its beliefs. For instance, Ford has received praise for its dedication to corporate social responsibility (Haydon et al. 2021). 
[bookmark: _1t3h5sf][bookmark: _Toc151830639]2.3 Impact of CSR on the Brand Image of the Automobile Sector
Companies in the automotive industry may find that their brand image is significantly impacted by Corporate Social Responsibility (CSR). Mai et al. (2021) argued that CSR programs have a special effect on the automotive industry because of their significant impact on society and the environment. On the other hand, Nguyen et al. (2021) suggested that strong CSR initiatives increase a company's ability to draw in and keep top people. People are required to find employment for companies that share their beliefs, and the dedication of a business to corporate social responsibility (CSR) helps attract top talent. For example, The Hyundai Motor Group is dedicated to environmentally friendly growth (Tolliver et al. 2021). The corporation invests in electric autos and supports sources of clean energy as part of a series of corporate social responsibility initiatives that are centered on the growth of the economy. In addition, Hyundai Motor Group contributes to other humanitarian initiatives, including disaster assistance and training. 
Beneficial coverage in the press resulting from CSR actions may boost a company's perception of itself. Good news regarding charitable giving, environmental initiatives, or community service may strengthen public opinion. Khuong et al. (2021) suggested that CSR programs in the automotive industry may demonstrate a company's commitment to environmentally friendly transport solutions, like fuel economy, lowering carbon emissions, and battery-powered cars, at a time when environmental consciousness is growing. It can strengthen the brand's reputation as a conscientious and progressive organization. Businesses that make investments in environmentally friendly inventions and technologies might establish themselves as pioneers in ecological care. It promotes a favorable reputation and may draw in customers who value green technologies.
[bookmark: _4d34og8][bookmark: _Toc151830640]2.4 Strategies to improve CSR to reflect the brand image of the Automobile Sector
According to Khan et al. (2021), integrating Corporate social responsibility (CSR) programs with the business's goals, fundamental values, and expectations of stakeholders is necessary to improve CSR's ability to represent the public's perception of the car industry. Some strategies are focused on environmental sustainability, support social causes, and be transparent and accountable.Since the automotive industry has a big ecological impact, manufacturers should prioritize sustainability issues in their CSR programs. It might entail creating automobiles that are more environmentally friendly, cutting manufacturing facility emissions, and making investments in alternative energy alternatives. In addition, automakers may strengthen their corporate social responsibility by endorsing initiatives that are dear to their stakeholders. It can entail lending a hand with health care or assistance following a disaster. For instance, Volkswagen is dedicated to encouraging inclusiveness and diversity in its employees (Antus Flyckt and Asklöf, 2020). The organization supports women, minorities, and individuals who are disabled through a variety of programs. Volkswagen additionally backs other social initiatives, including safeguarding the environment and training.
[bookmark: _2s8eyo1][bookmark: _Toc151830641]2.5 Theoretical Framework
Triple Bottom Line
Triple Bottom Line is one of the CSR theories that helps to implement business expansion of automobile industry.Every Automobile Industry will follow some rules and regulations of CSR theory that helps to develop business expansion of the UK market. Car manufacturers are creating corporate social responsibility (CSR) initiatives to tackle a variety of social, ecological, and economic challenges as they become more aware of how important CSR is. These initiatives are possibly coordinated with the Triple Bottom Line (TBL) concept, which takes into account sustainability's three main components: profit, planet, and people (Goh et al. 2020). The Triple Bottom Line (TBL) hypothesis is an approach for assessing a sector's or business's achievement across three areas: the economy, society, and the environment. It was created by John Elkington in the 1990s. Automakers ought to take responsibility for the outcomes of their CSR efforts and be open and honest about them. It entails releasing regular updates on their CSR advancement and reacting to stakeholder comments. 
[bookmark: _17dp8vu][bookmark: _Toc151830642]3.0 Methodology
 Saunders et al.’s (2007) research onion will analyze the steps of the entire research study. 
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Figure 3.1: Research Onion
(Source: Saunders et al. 2007)
[bookmark: _3rdcrjn][bookmark: _Toc151830643]3.1 Data collection method
The secondary data collection method will be analyzed in the Research. Secondary qualitative data collection is the process of compiling and evaluating information that has already been gathered by another party for another field of study (Dufour and Richard, 2019).  Some Car buyers and users will help to collect the data.A total of 20 scholarly Journals, books, Websites, and other such papers will use in the entire research study. Exclusion and Inclusion Criteria help to transparent the Research papers. 
[bookmark: _26in1rg][bookmark: _Toc151830644]3.2 Research Philosophy and Approach
The study will apply the Interpretivism research philosophy. A study theory and methodology known as interpretivism places a strong emphasis on the value of knowing and understanding societal and human reality via the prism of personal interpretation (Alharahsheh and Pius, 2020). It contrasts with positivism, which is grounded on the principles of science and aims to unearth objective, factual facts concerning both society and the environment.  This philosophy helps to develop CSR programs in the automobile Industry.   
The inductive Research approach will apply for improving the entire Research study. A method of argument that progresses from particular findings and information to more generalizations and ideas is known as an inductive strategy for research (Walter and Ophir, 2019). It is the reverse of a method known as deductive reasoning, which begins with a broad theory or assumption and verifies it through particular evidence and is frequently linked to qualitative research methodologies. Despite these, this approach will help to develop the CSR strategy for the industry.  
[bookmark: _lnxbz9][bookmark: _Toc151830645]3.3 Research Design
Explanatory research is a sort of study design that helps to develop a study with the goal of determining and explaining the causal links among variables (Bentouhami et al. 2021)
[bookmark: _35nkun2][bookmark: _Toc151830646]3.4 Data Analysis
According to Braun and Clarke, (2019), thematic analysis helps to analyze details of understanding CSR strategy in the automobile Industry. The technique consists of seven steps: data familiarisation, first code generation, theme search, theme examination, theme definition and identifying report authoring, and reference. The data is thoroughly examined by researchers, who then develop preliminary codes to classify the data. 
[bookmark: _1ksv4uv][bookmark: _Toc151830647]3.5 Ethical Considerations
In secondary research, ethical considerations include upholding the freedoms, confidentiality, and authenticity of the original data and the sources from which it collected. The authors from which secondary data has been collected, are properly acknowledged and referenced using university recommended style to avoid any copyright issue. In addition, they must ensure that the data is collected with integrity, including obtaining informed permission from respondents and protecting intellectual and copyright rights.
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	Activities
	01.10.2023
	05.10.2023
	15.10.2023
	25.10.2023
	04.11.2023
	11.11.2023
	15.11.2023
	25.11.2023

	Create specific objectives
	
	
	
	
	
	
	
	

	Important resource collection
	
	
	
	
	
	
	
	

	Writing literature review
	
	
	
	
	
	
	
	

	Data collection and analysis
	
	
	
	
	
	
	
	

	Discussion??
	
	
	
	
	
	
	
	

	Conclusion and recommendation
	
	
	
	
	
	
	
	

	Initial draft submission
	
	
	
	
	
	
	
	

	Revision and final submission
	
	
	
	
	
	
	
	


Table 1: Gantt chart
(Source: Self-Created)
[bookmark: _2jxsxqh][bookmark: _Toc151830649]4.0 Expected Outcomes
After the findings, it is expected that the significance of effective CSR strategy will be understood in the automotive industry. It is also expected that the research will develop effective themes based on codes to address research questions and objectives. Through thematic analysis, a direct link between CSR and improving the brand image of automobile companies is expected to be established. It will thus help to address the existing literature gap and add unique knowledge to the existing literature. The literature review will also help in addressing research questions.
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