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1. [bookmark: _30j0zll]Research Portfolio 
	The research paradigm of management sciences has been enhanced with the passage of time. Nowadays, a comprehensive literature review provides detailed information about the issues and problems faced by business or society (Gale et al., 2013; Singh, 2015). That is why the academicians, researchers, and professionals are the very concern and relied on the literature review. The contribution of the researcher toward the specific area can be determined by the investigation of the literature available in the field. That is why it is important to consider the literature review is very essential part  for research and it helps to have lots of information about the topic (Amaratunga et al., 2002; Melewar, 2015). 
 	The literature review also played an important role in the development of the research methodology. The development of the scale is established on the literature review and the research methodology activities are also determined by utilizing the literature review. By implementing a comprehensive literature review in the field, it will be easy for the researcher to concentrate on the parameters that have been used by the previous researcher. By implementing these parameters which are previously used by the other researcher raise the reliability and validity of the investigation. 
	Here in this report, the topic of corporate social responsibility will be investigated in detail. The first section of the report is based on the in-depth literature review of the topic under discussion and the second section of the report is based on the critical investigation of the one research paper from the literature review in order to analyse the paper the main focus will be on the research methodology. 


2. [bookmark: _1fob9te]Task 1: Literature Review 
2.1 [bookmark: _3znysh7]Introduction
	The task of the report is based on a literature review. The sections include recent research in the field of CSR (Corporate Social Responsibility) and its utilization as a competitive advantage tool by the organization. Although the initial view of the topic highlight that they are of research is very broad the literature review will analyze the discussion and narrow down the research topic as well. This literature review is based on the themes which have been developed from the literature review. It allows the researcher to develop a comprehensive literature review which will increase the interest of the reader. 
2.2 [bookmark: _2et92p0]The justification for the Selection of Topic 
	The research area which is selected in this portfolio is “Corporate Social Responsibility”. Currently, the research on CSR has gained considerable importance as the role of the business in social development is increased. The responsibility of the companies for the betterment of the society is very important which highlight several important aspects of the research in this area. In this portfolio, the topic of research is “Gaining Competitive Advantage Through Corporate Social Responsibility: An investigation of CSR effect on Firm Reputation”. The major reason for the selection of this topic is to investigate the competitive advantage on the basis of the CSR strategies of the company. In this competitive business world, most of the organisations are  keen to engage with the strategies to improve their competitive advantage (Barney, 2012; Jelčić, 2014; Authors, 2015; Wijetunge, 2016). At the same time, a firm reputation in society is also very important. Here the portfolio will highlight how the CSR of the company improves the reputation in the business world. It will provide in-depth knowledge about the CSR and its role toward the competitive advantage and firm reputation (Brown, 2011; Saeidi et al., 2015; Anning-Dorson, 2018). 
2.3 [bookmark: _tyjcwt]Critical Review :
2.3.1 [bookmark: _3dy6vkm]Corporate Social Responsibility 
	The topic of CSR is under investigation since the 1980s. Where the industrial revolution has emerged with the need for social responsibilities for the companies. In some cases, social responsibility is a company strategy as well as it is also imposed by the government. Surviving in a highly competitive industrial environment, CSR is considered to be an important tool to survive by gaining a higher level of competitive advantage (Battistella, 2014; Pérez and Rodríguez del Bosque, 2015a). 
According to the research conducted by (He and Lai, 2014; Zhu et al., 2014; Kang et al., 2015), the topic of CSR includes a wide range of theories and concept. Also, a large number of the definition provided by the researcher in order to demonstrate the CSR at the same time. One of the most common definitions of the CSR is “It means something but not always the same to everybody”. It demonstrates that CSR activities are important for everyone but the overall outcome of CSR is different for business to business. According to the study (Abdulai and Hinson, 2012; de Felice et al., 2014; Zhao et al., 2016), CSR is considered to be an umbrella term which has been used by many researchers and organization. The CSR is overlapping with the other concepts as well as also act as a synonymous with the other. It also demonstrates as an important indicator of success for the business. 
While investigating the CSR, the concept of social responsibility is also very important. for the organization in order to determine their CSR. the connection between social responsibility and corporate social responsibility is very strong. In accordance with the “Committee for Economic Development”, social responsibility is the main basis for CSR. It is essential to consider that apparently, the business does not have any social responsibility but if the concept of the business can be analyzed with the broader perspective it is important to consider that there is a much bigger responsibility for the business rather than only supplying the goods and series (Stibbe, Voigtländer and Stibbe, 2010; Muller and Kolk, 2012; Bachiller and Garcia-Lacalle, 2018). 
It is evident from the research of (Sheikh and Beise-Zee, 2011a; Authors, 2017; Jensen, Annan-Diab and Seppala, 2018) the responsibility of the business toward the society is very high. As the business is gaining profit from society by selling their goods and services, then at the same time it is very important for the business organisation to make sure to do some societal development. These responsibilities are beyond the economic legal and technical obligations which are already fulfilled by the firms. It is suggested in the literature that the contribution of the firm is not only based on the economic, legal and technical basis but also evaluate on the basis of a decision made for the contribution toward the social responsibility. Some of the studies in the literature also demonstrate that social responsibility is next to the economic growth perspective. As the company leads to increase their profit through the business in the region it is important for the organisation to make sure they do their social responsibility and it will lead them to reach a top level of social contribution. 
2.3.2 [bookmark: _1t3h5sf]Competitive Advantage for Organization
In the business world, competition between companies has been increased. There are various important determinants that are considered to be the basis for competitive advantage (Lillis, Narayana, and Gilman, 2010; Kamukama, Ahiauzu and Ntayi, 2011; Yeboah and Dominic, 2014; Nishitani and Itoh, 2015). Literature highlight that due to the implication of the higher level of technology and innovation the overall competition among the companies has been increased. It is also noticed that because of the higher growth in the development of the competition the consumer or the client of the companies are also getting concern for the social contribution of the companies. Here nowadays companies are much concern for the CSR for the development of the high level of competitive advantage (Addae-Korankye, 2013; Pereira-Moliner et al., 2016; Wu et al., 2017). 
According to the research of (Henderson, 2011; Farrukh and Waheed, 2015), the competition is becoming higher among the firms in particular industries. Also, the companies are very keen to engage with a top level of competitive advantages. The competitive advantage for the firm can be reached if the business plan of the firm is value creating as well as it also implements in the present and future business scenario. The main focus of this business strategy is on the competitive advantage in the industry. 
2.3.3 [bookmark: _4d34og8]Competitive Advantage Resource-Based View 
After the CSR investigation, it is evident that it is essential to highlight that what are the main ways used by the firms to gain competitive advantages. If the company is gaining a competitive advantage on the basis of the higher level of profit form the average profit of the industry this can be governed by the resource-based view (Hitt et al., 2001; Cristina De Stefano, Montes-Sancho and Busch, 2016). Currently, the firm is very keen to gain a top level of profit by increasing its sales. It is one of the main key aspects for the development of long-term stability in the region. Also, it was observed that because of the increase in the development of the competition among the firms in the industry the competitive advantage is based on the profit gain by the companies in a particular industry. The investigation of the resource-based theory to gain a competitive advance has highlight four main conditions used by the companies in order to gauge with a top level of competitive advantage. This condition includes “resource heterogeneity, ex-post limits to competition, imperfect resource mobility and ex-ante limits to competition” (Kamboj, Goyal and Rahman, 2015). 
[bookmark: _2s8eyo1]Resource Heterogeneity 
	The resource-based theory in the context of the competitive advantage is very effective for the development of the long-term stability and understating of the competitive advantage of the company. Here in case of resource-based theory for the competitive advantage, the resource heterogeneity is highlighted as one of the main assumptions which demonstrate that the resources used for the production in the firm are heterogeneous. It demonstrates that the utilization of these resources is very economical and essential for the development of customer satisfaction. The heterogeneous resource highlight that the firm has the capability to compete in the market on the basis of the available resources. That is why it is vital for any organisations to focus on the available resource while increasing their competitive advantages (Savino and Shafiq, 2018). 
[bookmark: _17dp8vu]Ex Post Limit to Competition 
It is evident from the investigation that there are certain forces that limit the overall competition in the industry. These forces include the “Imperfect Imitability and Imperfect Sustainability”. Literature highlight the isolating mechanism to have access toward the imperfect imitability and imperfect sustainability”. The isolating mechanism highlights the individual firms that lead to isolating the overall resources from the competition. It demonstrates that there is some resource which can be isolated from the competitor in order to gain competitive adapted. 
[bookmark: _3rdcrjn]Imperfect Mobility 
According to resource-based theory, another important reason for the competitive advantage is, resources are perfectly immobile. It demonstrates that if the resource is not traded it is considered being simple. In order to increase the competitive advantage companies must have impact mobility for their resources. The imperfect mobility has been achieved as the transaction cost is high. One of the major benefits for the characteristics of the firm is that their resources are not traded and consider to be less valuable for the other firms. According to the study conducted by (Nalcaci and Yagci, 2014; Kamboj, Goyal and Rahman, 2015) there are four characteristics of the resources and they are very important for the competitive advantage it includes the “durability, transparency replicability, and transferability”. It is also important for the resources to achieve the top level of competitive advantages. 
[bookmark: _26in1rg] Ex Ante Limits of Competition 
It is considered to be the lest characteristics of competitive advantages. While establishing the resource-based competitive position it is important for the firm to the limited competition in the industry. However, It is evident from the literature that most of the time the firm acquire the resources based on their position which is the best way to gain a competitive advantage. 
2.3.4 [bookmark: _lnxbz9]Effect of CSR on the Competitive Advantage 
According to the study conducted by (Sheikh and Beise-Zee, 2011a; Loussaïef et al., 2014, 2014; Rim and Dong, 2018)CSR has played an important role in the development of the competition. The utilization of the resources by the company is one way to achieve the competitive advantage, as well as the utilization of the resources for the CSR, is the other way to gauge with the higher level of competition. Here it is important to mention that the heterogeneity characteristics of the firm resources are considered to be the basis for the establishment of the CSR for the competitive advantage. 
The research study of (Colleoni, 2013; Martínez and Rodríguez del Bosque, 2013; Aouina and Bhatli, 2014; Lee and Lee, 2015; Mantovani, Andrade and Negrão, 2017) highlights that there is a very strong relationship between CSR of the organisation and the competitive advantages. Literature highlight several important perspectives at which the competition of the company has been gained with the rapid pace while establishing the long lasing program of the CSR. The business of the firm cannot be separated from social responsibilities. It is important to contribute to a society where the company is operating. Nowadays, business is becoming an integral part of the society that is why the CSR activities are a fundamental part of the operations. There are several important factors that motivate the organisations to engage in CSR activities to highlight the business contribution in society (Osemene, 2012; Tingchi Liu et al., 2014; Zhu et al., 2014). 
According to the study (Osemene, 2012; Skudiene and Auruskeviciene, 2012; Hamidu, Md Haron and Amran, 2015; Saeidi et al., 2015), the overall development of the CSR activities in the company are based on the perceived role of the company in the societal development by the stakeholder. Nowadays, the performance of the organisation is also based on the contribution toward society (Chabrak, 2015). A stakeholder is measuring the effectiveness of the company on the basis of social activities in society. That is why most of the literature highlight that the manager in the organization is considering the CSR as an important investment decision by the company toward society and ultimately to gain financial performance. 
The study conducted by (Green and Peloza, 2011; Sheikh and Beise-Zee, 2011b; Gregory, Tharyan and Whittaker, 2014) highlights that there are two different cases that are considered to be important for the development of the CSR by the company. These cases include the “Normative Case” which suggest that the behavior of the firm toward social responsibility is very important to gauge with the competitive advantages. Secondly, the business case which demonstrates that the organisations are viewing the possibility of the business in the society based on corporate social activities. Hence the overall success of the organisation in the society is based on the corporate social activities of the firm. If any organisation wants to have the top level of competitive advantages then it is important for them to ensure the implication of CSR. 

2.3.5 [bookmark: _35nkun2]CSR; A Valuable Resource of the Company 
In this highly competitive business world, it is important for any organisation to consider its valuable resources. Previously many of the research highlight that the overall resources of the company also include the CSR as a valuable resource of the company. It is observed that due to the implication of the CSR as important resources the overall value for the company has been increased (Kotler and Lee, 2005; Kim and Scullion, 2013). 
According to the study conducted by the (Skudiene and Auruskeviciene, 2012; Hamidu, Md Haron and Amran, 2015), there are several important indicators that increase the strength of the organisation. Also, it is observed that with the development of the CSR in the society the whole outcome for the business has been increased. Here it is important to mention that Resource-based theory has highlight the role of the CSR as a resource in the firm. 
2.3.6 [bookmark: _1ksv4uv]Firm Reputation and Effect of Competitive Advantage
 	In accordance with the “Cambridge English Dictionary,” the word reputation means that the opinion made by the individual in general about something or someone. It also describes that how much is the respect or the admiration has been given to someone or received by someone. From the previous literature, it is evident that the reputation is not about the opinion only but it also includes some of the important facts. Most importantly if the reputation of the corporate world has been provided it includes the complete perceptual representation of the firm actions in the past as well as its future strategies. From the investigation, it is also evident that the reputation of the firm in the industry is among the most important and deliberate factor for capture a competitive advantage. That is one of the main reasons why most of the firms, manager and complete management is very concern for the reputation of the organisation in the industry (Green and Peloza, 2011; Muller and Kolk, 2012). 
At the same time, the relationship between firm reputation and corporate social responsibility are also very strong. The companies are using CSR activities in order to react toward social concerns. Here, the perception of the society has been made about the firm in accordance with its role toward society. If the firm is playing a considerate role in the development of the society by implementing the CSR program it will lead to engaging in the increasing firm reputation. Here it is important to mention that the firm is very concern about their reputation in the society as this reputation allow them to gauge with a higher level of success and competitive advantages. 
2.3.7 [bookmark: _44sinio]Firm Reputation and Brand Development through CSR
The development of the brand is one of the major strategies of the firm while establishing CSR. Here it is essential to mention that the development of the long-term stability in the business environment. Here the implication of the CSR in the society is for the role of the firm in the development of the society. Most of the firm are using higher level brand strategy to implement the CSR program (Loussaïef et al., 2014). It improves the relationship of the company with their customer as well as also sure the implication of the company reputation as well. That is what reason the relationship of the CSR in the development of the firm reputation is important and it also facilitates to gauge with the higher level of competitive advantages. According to the study (Tingchi Liu et al., 2014), the implication of the CSR strategies is also based on strategic planning for the development of the firm. Most of the time the firm is targeting the areas of social responsibility in accordance with their business. That allowed the firm to highlight its interest in particular areas (Loussaïef et al., 2014). 
2.4 [bookmark: _2jxsxqh]Conclusion 
To conclude from the development of the literature review for the topic under investigation is that previous researchers have covered several important aspects of CSR. The focus of the literature review is one of the roles of the CSR for the development of the competitive advantage as well as its implications for the firm reputation. The detail literature review of CSR provides a valuable resource for the development of competitive advantages. At the same time, their firms are also using the CSR as a tool for the enhancement of the firm reputation. 













3. [bookmark: _z337ya]Task 2: Critical Review of Research Paper
3.1 [bookmark: _3j2qqm3]Introduction 
The second task in this portfolio report is to select an article from the literature review and to analyze it completely. There are several important peer-reviewed articles has been used in the literature review. Among these articles, the most relevant and informative article has been selected for the review (Chabrak, 2015). Following are the detail for the article that has been selected for this section of the portfolio. 
[bookmark: _1y810tw]	Title: Promoting Corporate Social Responsibility and Sustainability: a model of integrity 
	Author: Nihel Chabrak 
	Journal Name: Society and Business Review
	Year of Publication: 2015
	Volume: 10
Issue: 3
Pages: 280-305
3.1.1 [bookmark: _4i7ojhp]Reason for the Selection of This Article 
	From the investigation, it is evident that there are several researchers has been added in the literature review. But for the research review purpose, the selection of this research paper is based on its importance in the field of CSR. As well as the overall structure of the research is also very effective and supporting for the detailed review. Every section of this research paper is comprehensively written with detail information about the topic and the activities conducted to sort out the research. The study also includes the detail about the research methodology which will improve the overall strength of the study. It is important to mention about the review of this article will be effective to improve the overall learning about the research (McCusker and Gunaydin, 2015). 
3.2 [bookmark: _2xcytpi]Purpose of the Research
	The purpose of this research is to develop a model of integrity to improve the sustainability of the organization that is having lots of issues due to the prevailing shareholder values and the maximization of the doctrine. In this modern age, the world is facing many ecological crises because many organisations are very concerned about sustainability. Here the author of the study highlights the fact that how the technological disruption of the society increases the need for corporate social responsibility. The purpose also includes the implication of sustainability as the most appropriate perspective of this study. Also, the research includes deliberate information about the role of the nation in the resource utilization where the nation must ensure the efficient use of the resources. Hence these microeconomic challenges of the business affect the competitive advantage of the company as well as its CSR activities. 
3.2.1 [bookmark: _1ci93xb]Review of Purpose 
	The overall purpose of this study is very broad. There are several important aspects that are subjected to the discussion in this study. The purpose includes the in-depth investigation for the CSR activities in the highly competitive advantages. The purpose of this thesis also very worthwhile as it demonstrates the strength of the study and the overall outcome. Here it is important to consider that the microeconomic aspect and its relationship with the CSR are considered to be the most appropriate purpose of this study. 

3.3 [bookmark: _3whwml4]Problem Statement of Research 
The main focus of the research is one the problem of CSR contribution toward the development of the rims and the allocation of the scarce resource. The paper is based on the issue that most of the companies are utilizing their resources for the development of the firm but its ultimate lead to affect the overall performance of the company (Green and Peloza, 2011; Muller and Kolk, 2012). Currently, the ecological perspective of the organization is very active. There are several important factors that are affecting the performance of the organisation and that is why it is important for the organisation to make sure the implication of the strategies that will lead to bringing lots of benefits for the society.

This is the main problem which has been discussed in this research paper. Research has developed considerable research methodology in order to sort out this problem. At the same time, the problem discussed in this research is also viewed in accordance with the previous literature (Sheikh and Beise-Zee, 2011b; Khan, 2015). 
[bookmark: _2bn6wsx]
[bookmark: _gr8c4rrejol7]
3.4 [bookmark: _9t5bufpexf77]Literature Review of the Research 
	The literature review of the research is considered to be a comprehensive section of the research where it includes lots of information about the topic under discussion as well as also provide detail about the integrity model and its basis. The study of the literature review is based on the themes which have been developed by the researcher in accordance with the section that has been discussed in the study (Pérez and Rodríguez del Bosque, 2015b). 
The literature review of the article includes a complete definition for the study underhand as well as also ensure the implication of the previous research study. Also, the literature review includes complete information about the practice of CSR in the company. It also leads to the discussion of two trends that have been included in the study. It also highlights the modern age expression in the sustainable development of the business by using the CSR. The literature revenue of the research has been written comprehensively which include retail investigation about the research study. The inclusion of the literature review in this study will be strong and effective for the development of a strong emphasis on the problem under discussion (Osemene, 2012; Authors, 2017). 
3.5 [bookmark: _qsh70q]Research Methodology 
While investigating the methodology of the study it is observed that the researcher is very concern with the implication of the research that supports the development of the model of integrity. For that purpose, the researcher has highlight each and every important aspect in the methodology that has been implemented on the study (Amaratunga et al., 2002; Eldabi et al., 2002). 
The overall study is based on the “Qualitative Research Methodology” that includes the complete implication of the integrity model on the firm. In this study, the firm is “New Lanark mills-from Owen’s”. The integrity model is implemented in the historical case of this company in order to view the new society. From the case study, we see  it is evident that Owen’s has developed comprehensive promises with the community that has improved the overall expectation of the community. The methodology of the study is based on the assessment that how Owens commitment leads to social responsibility by using the integrated model. 


3.5.1 [bookmark: _3as4poj]The Critical review on the Research Methodology 
The methodology of the research paper is considerably different from the other researches. The main focus of the researcher to develop a model that can be applied to the case study. Here is important to notice that in order to describe the topic the researcher has to choose an appropriate case study. This methodology improves the overall outcome of the research and also initiate a valuable implication of the models on the real-world case study. The finding of implementing this research methodology has improved the outcome of the study. It also highlights that CSR is very important for any organisation to develop their performance. At the same time, the integrity model has demonstrated that sustainability is also based on the implication of CSR.
3.6 [bookmark: _1pxezwc]Research Philosophy 
The research philosophy is considered to be the basis of the research and the implication of the research methodology. That is why the development of the research in this study is also based on the philosophy that has been best suited to the researcher while conducting the appropriate analysis for particular issues. It is based on the belief that what is the procedure used by the researcher to gather all the data about the problem then analyzed it and utilize the final information in order to propose a solution of the particular problem. 
3.6.1 [bookmark: _49x2ik5]Research Philosophy in This Research 
The research study under investigation is also based on certain research philosophy. By implementing that research philosophy the researcher is able to collect all the data as well as to analyse this information. The development of the integrity model for the implication of CSR is also the outcome of implementing that philosophy very effectively (Johnson and Onwuegbuzie, 2004; Meyers and van Woerkom, 2014). 
	The study underhand is based on the “Interpretivism” research philosophy. The justification for the use of this research methodology is that the overall study is based on the incident of the company on which the researcher has implemented the integrity model and describe the CSR. That is the reason it is evident that the researcher has used the interpretivism research philosophy in the study (Amaratunga et al., 2002; Krauss, 2005; Singh, 2015). 

The interpretivism is based on the following beliefs: 
[bookmark: _2p2csry]Relative Ontology 
	The approach used in this philosophy is based on the meaningful things and understanding with the social and experimental levels. It provides an opportunity to demonstrate the social problem faced by the individual in society (Krauss, 2005). Ontology means something that exist around us. nature of existence and structure of reality is Ontology (Crotty, 1998). It is evident from the investigation that any organisations have responsibility towards the society. By completing this responsibilities, organisation will gain competitive advantage for their own business. 
[bookmark: _147n2zr]Transactions or Subjective epistemology 
Epistemology mean what we know about something and how we know it. In accordance with this approach, it is observed that the people cannot separate from their knowledge as well as also bring a clear connection between the researcher and research subject. The researcher found valuable information from previous research about the existence of CSR and its competitive advantage.
 
Axiology
The axiology demonstrate the result and value of the research. The value CSR is very high for any organisation. From the case study, we see researcher opted quality research methodology, and it includes integrity model about sustainability by implication of CSR. It is also evident that how Owen’s has developed comprehensive promises, improved the expectation of community by using the integrated model. 

3.7 [bookmark: _3o7alnk]Research Ethics 
The implication of the ethical consideration in the research is very important to gather the validate result and generalization of the study. Here it is important to mention that every researcher has used the ethical parameters in their study to demonstrate the implication of the long-term stability of the research outcome (Walther, 2002, 2002). 
At the same time, it is also observed that every researcher has to face certain ethical issues. The implication of the ethical rules and regulation also facilitate the researcher to govern through these issues. Following are some important ethical parameters that have been used by the researcher in the study. 
1. The main target of the researcher is to develop the model and to implement on the company. Here in this study, the model has been implemented on the company which has faced the concerned issue. The selection of the company is based on recent information. 
2. None of the confidential information about the company has been included in this study. It is observed that the case study developed by the researcher did not include any financial or confidential information about the company. 
3. All the literature used from the previous researcher is referred to their original authors. It improves the overall investigation of the research as well as also assure the implication of research ethics (Lehnert, Park and Singh, 2015). 
4. All the aspect of the methodology is clearly written for the reader and none of the information hides from the reader. 

3.8 [bookmark: _23ckvvd]Reliability and Validity 
	The reliability and validity of the research under investigation are very high. There are several important perspectives that ensure the implication of the reliable procedure in the research and improve its reliability and validity. Following are some important points of the research that ensure the reliability and validity of the research study. 

1. This research is based on the real case of “New Lanark Mills from Owen’s”. 
2. The development of the integrity model and its implication on this case include a comprehensive literature review. Hence the implication of the peer-reviewed articles is considered to be effective for the long-term stability of the study. 
3. The originality of the integrity model is based on the simplicity and practicality which has demonstrated the validity of the research. 
4. The utilization of the interpretivism research philosophy also increase the strength of the study and make it more reliable as well. 


3.9 [bookmark: _ihv636]Conclusion 
It is concluded from the detailed investigation of the research conducted by Nihel Chabrak that sustainability and corporate social responsibility are to consider to be very important for the organization. The study is very effective and based on the deliberate structure to increase the strength of this study. The implication of the methodology which is based on the “Qualitative Research” methodology highlight the effective implication of the integrity model in the case of New Lanark Mills from Owen’s. It is also included from the detailed investigation that the study is based on the “interpretivism philosophy which improves the overall study. Simultaneously the study also includes in-depth information about the corporate social responsibility and sustainability in the literature which provides lots of knowledge to the reader. The selection of this research for review provide lots of knowledge and learning experience.
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