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Task 1 – Research Question

1.1 Research question 
· The problem being addressed in this study is to investigate the impact of corporate social responsibility on brand image in textile companies in Malaysia. 
· Lack of corporate social responsibility.
· There is also a lack of meaning when defining CSR.

1.2 The value of the research 

The value of this research is the problem that it aims to be identify in this study, which is to investigate the impact of corporate social responsibility on brand image in textile companies in Malaysia. The brand Image of textile companies in Malaysia are affected by the lack of corporate social responsibility and the lack of meaning when defining CSR. (Aseghehey, 2018). 

1.3 Introduction 

Corporate social responsibility can be described as the obligation an organisation has to the society and its people. This obligation is portrayed in Carrol model consisting of economic responsibility, legal responsibility, ethical responsibility, and philanthropic responsibility. 

Profit-making is a company's primary objective, but it serves other interests as well. Since businesses are hubs for the interchange of goods and services, they have a moral obligation to remain financially stable in order to provide the commodities and services to the general public. (Carrol, 2016). Businesses and organizations typically need a large staff to function, therefore they hire a large workforce and pay them wages and salaries to acknowledge their efforts. This compensation provided by the business is a crucial component of an economy's employment rate. (Janse, 2020). Additionally, a corporation can only offer its customers goods and services at a fair price if it makes money. Consequently, businesses have an obligation to make a profit in order to sell their products to customers at fair market value. (Thacker,2019).

Companies and organizations are required by law to consider society and the government when conducting business. Additionally, they must do acts that would boost favorable social externalities. (Bhasin, 2019).  The listing requirements of Bursa Malaysia state that all companies must "include a description of the CSR activities or practices undertaken by the listed firm and its subsidiaries or, if there are none, a statement to that effect" (Shaikh.M. J. &Easmin. R, 2017). This disclosure of CSR activities is one of those requirements. Companies are fulfilling their legal obligations as citizens and acting in compliance with the law and governments when they abide by these laws. (Carroll, 2016).

Although a company's ethical obligation is not as legally binding as its legal responsibility, they are comparable because both are governed by codified legal ethics. The public's expectations of an organization's conduct are reflected in its ethical obligation. This is demonstrated by the episode involving Shell, in which the government changed its mind on removing an oil platform in response to popular outcry (Dudovskiy, 2012). Additionally, the management makes these moral decisions to protect "employees, customers, the supply chain, and the environment" (Victoria University, 2020).

Philanthropy is defined by the Cambridge Dictionary as the readiness of a person or an organization to provide substantial financial aid for the welfare of society. (2002) (Cambridge Dictionary). customers may relate to businesses and organizations when they show philanthropic duty, which raises brand awareness with contemporary customers. This philanthropy is demonstrated by the Bill and Melinda Gates foundation, which was established during the pandemic to promote agricultural technical improvement and give educational aid for kids who were severely affected by the pandemic. (Perry, 2020). 

1.4 Research Approach 
There are 3 types of research approaches that could be implored to conduct their research. Deductive approach is used in research that tests a hypotheses or theory that already exists. These theories are developed on past research and facts. Therefore, the hypotheses are first introduced, and then the subsequent results garnered from the primary data are present to prove if the hypothesis are true or false. If the results are different from the hypothesis, the theory is then modified. (Dudovskiy, n.d.). However, in an inductive approach, the survey and observation on their field of study is first obtained. Then with the collected data, patterns within the data from each individual are recognised which allows the researcher to construct a thesis or a model. This type of research approach are generally used in making new discoveries and innovation. (Sirisilla, 2023).  Abductive research bridges the gap between inductive and deductive approach as it collects data anomalies as their observation and assigns a theory that could explain this phenomenon. Hence their observation and hypothesis are both incomplete in the beginning and are dependent on their observation’s result. (Dudovskiy, n.d). In this research a deductive approach was used as it aims to test if CSR does have an impact on the brand image of the textile and fashion brand in Malaysia.

There are three methods to obtain the data from the sample, these are quantitative, qualitative, and mixed method. Quantitative research is done through dispersing questionnaires and surveys to their target audience. This is because quantitative research completely relies on statistics and thus a clear set of questions and choices are needed to be presented to their sample size to find a commonality within the data. Moreover, this approach is more numerical and surveys would be an easier alternative to measure. However, in a qualitative research, broader question are asked and there are no restriction for their sample size to answer the question. This type of research is dependent on the perception of their respondents and the conclusion are drawn from the common themes that are brought up by their respondent. The data collection is done through interviews and focus groups. Mix method research implores both quantitative and qualitative method of collecting data. Hence, their result would be presented in graphs and tables, and transcription of the respondent and common themes. (Soiferman, 2010). This research utilised quantitative research as it was a common method to collect the impact of CSR on the brand image of the textile and fashion brand, by past studies and the lack of information on this context in Malaysia. 

1.5 Data collection method 
The are two types of methods in acquiring data, these are primary and secondary. Primary as suggested by its name describes the data that was first collected by the researchers on their own. This first-hand data obtained by the researcher is specific and would obtain a relatively accurate results as the other variables are controlled by the researcher. This would especially aid researcher who are innovating a completely new model that has no prior data available. This data in primary research is derived from surveys, interviews, and focus group. Nevertheless, in a secondary research, existing data that are available are used and analysed by the researcher. This could be particularly useful if the researcher has a large sample size that cannot be measured for example, population of the United Kingdom. Hence, they would need to rely on the information already provided by the lecturer. The researcher would have low involvement in the data collection and the data from the other researcher may not be applicable to the current researcher. Secondary data are collected through academic journals, government, published books, and educational institute. (Bouchrika, 2023). 

This research has utilised both secondary and primary research, this is because the hypothesis and models used are absorbed from secondary data collection method while, a survey was sent out to the target audience to deduce from it. 

1.6 Sampling Method 
Sampling refers to selecting a group of people from the sample size in which you are studying on. The sampling method describes how a researcher would reach their target market for the study. The sampling method used in this research is snowball sampling. This form of sampling is used when the target sample cannot be accessed easily and most effective in quantitative research. Snowball sampling is when the surveys or interviews are given to the first sample and these sample disperses the surveys or interviews to others. Thus, it is a sampling method that requires very little time. The time constraints of this assignment have led this research to choose snowball sampling method.  (Naderifar et al, 2017). 

The sample size for this research in 30. Although it is a smaller number, this sample is sufficient to produce a relevant result. However, the whole population would be analysed based on this study which could form a stereotype. (Sharma, 2021).








Task 2 – Research Techniques
2.1 Literature review 
The Carroll's Pyramid of CSR model, the Intersecting Circle CSR model, and the Concentric Circle CSR model are the three models that were used in this study. The responsibility an organization bears when engaging in CSR activities is divided up according to Carroll's Pyramid of CSR model. This paradigm divides corporate social responsibility into four categories: economic, legal, ethical, and charitable. Corporate social responsibility is also categorized as economic, legal, ethical, and charitable responsibility in the Intersecting Circle CSR concept. Additionally, the Concentric Circle CSR model categorizes corporate social responsibility into four categories: economic, legal, ethical, and charitable. 
The hierarchy of economic, legal, ethical, and charitable responsibility is the focus of Carroll's pyramid of CSR, as opposed to the intersecting circle model of CSR. It implies that corporate social responsibility (CSR) is graded from economic to legal to ethical to social, with economic being the most significant responsibility of the firm. There is no hierarchy of duty in the Intersecting Circle CSR model because the concept contends that all four components are interconnected. It encourages the idea that all obligations are equal. According to the Concentric Circle CSR model, cooperation between the organization and the government is necessary, and economic responsibility is a subset of legal accountability.
The legal obligation is a subset of ethical responsibility because a company's ethics would affect how the firm is operated as well as the economic component. All additional tasks are subgroups of the major outer circle of philanthropic responsibility. This is done to encourage businesses to tailor their CSR programs to the modern concerns facing society. 2020 (Walia and Chetty).

2.2 Questionnaire framework
The survey questions were adopted from Ovidiu-Ioan Moisescu (2017) model of CSR components that affects brand image. The survey questionnaire uses the Linkert scale with scores from 1 to 5, with 1 = strongly disagree and 5 = strongly agree. A sample size of 32 respondent were collected. 


	Observed Variables 
	Reference

	Economic 
	

	I only purchase from brands that provides professional development and promotion opportunities
to its employees.
	Ovidiu-Ioan Moisescu (2017)

	I only purchase from brands that strive to maximize profits and improve economic and financial
performance.

	

	Legal 
	

	I only purchase from companies that fully complies with the legislation in conducting its activities.
	Ovidiu-Ioan Moisescu (2017)

	I only purchase from companies that pays their state taxes in a fairly and honestly manner.

	

	Ethical 
	

	I only obtain clothing from brands that strives to offer its customers products/services of reasonable quality.
	Ovidiu-Ioan Moisescu (2017)

	I only obtain clothing from brands that provides safe products/services, not-threatening to physical/mental health of buyers.
	

	I only obtain clothing from brands that is concerned with its customers’ satisfaction.
	

	I only obtain clothing from brands that provides its customers with complete information about its products/services.
	

	I only obtain clothings from brands that provides customers with honest information about its products/services.
	

	I only obtain clothings from brands that charges fair and reasonable prices for its products/services.
	

	I only obtain clothings from brands that works diligently to handle and solve its customers’ complaints.

	

	Philanthropic
	

	I only support fashion labels that does everything possible to reduce its negative effects on the
natural environment.
	Ovidiu-Ioan Moisescu (2017)

	I only support fashion labels that works diligently to use environmentally friendly materials.
	

	I only support fashion labels that contributes to the economic growth and development of the
region.
	

	I only support fashion labels that aid charitable and social projects addressed to the
disadvantaged.

	

	The effect of brand image on customer's perception
	

	I only acquire apparel from brand who is well known in the industry.
	Lai et al (2010)

	I only acquire apparel brands that can be recognized among its competitor.
	

	I only acquire apparel from brands that has a good overall image.
	Huang et al (2014)

	I only acquire apparel from brands that in comparison to its other provider, are a leading brand in the industry.
	Lai et al (2010)

	I only acquire apparel from brands that I have no difficulty in imagining its brand in my mind.
	

	I only acquire apparel from brands which I can recall some of its characteristics.
	




2.3 Results from the surveys 


2.4 Conclusion 
The conclusion that could be deduced from this survey is that brand image does play an important role in shaping the perception of the brand by the consumer. Moreover, consumers are also aware of the ethical, legal, economic and philanthropic responsibility of their desired textile and fashion brand, and only purchase when this responsibility are performed. Hence CSR does have an effect on the brand Image of Textile industry in Malaysia.










Task 3 – Presentation on Ideas
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3.1 Reflection 
The presentation could only occur after Task 1 and Task 2 has been completed. This is because the information needed to develop slides and introduce the elevator pitch is derived from the previous tasks. Before the elevator pitch was constructed, the presentation was needed to be developed. The presentation for this pitch was developed using Microsoft power point and the information were extracted and summarised from task 1. The results and analysis of data was extracted from task 2 which was vital in drawing a conclusion for the research. After the slides were complete, the meeting was recorded using Microsoft teams, and multiple attempts of presenting were done. The video was then trimmed to select the most notable presentation from the multiple attempts in the recording, and that was send to be reviewed by Madam Myfanwy Davies. 
Although the presentation had appeared decent, there were a few issues that I faced during the development of the video. Firstly, as the slides are heavily dependent on the previous task, I could only finish the slides when I had reached the desired number of respondents. Hence, I wasn’t able to send the video to be reviewed earlier than the sent time. Moreover, difficulties were also encountered when editing the video as it had to be trimmed from the numerous attempts of the presentation. Hence, the time stamps when my chosen presentation starts and ends had to meticulously extracted from the original recording. 
Nevertheless, this presentation could have been improved if I had maintained a constant tone and speech rhythm as remarked by Madam Myfanwy Davies, I had been nervous after attempting multiple times, that my speech was quicker in the beginning before it slowed down to a normal pace. Moreover, I could have been improved by adding a hook to start of my presentation to engage the attention of the listener, and could have added references at the end of the slides.
 




















Task 4 – Data Analysis
4.1 Link for the poster 
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Attached file:


























References
Dudovskiy, J. (n.d.). Deductive approach (Deductive reasoning). Research-Methodology. https://research-methodology.net/research-methodology/research-approach/deductive-approach-2/

Sirisilla, S. (2023). Inductive and Deductive Reasoning — Strategic approach for conducting research. Enago Academy. https://www.enago.com/academy/inductive-and-deductive-reasoning/

Dudovskiy, J. (n.d.). Abductive reasoning (abductive approach). (n.d.). Research-Methodology. https://research-methodology.net/research-methodology/research-approach/abductive-reasoning-abductive-approach/
Bouchrika, I. (2023). Primary Research vs Secondary Research: Definitions, Differences, and Examples. Research.com. https://research.com/research/primary-research-vs-secondary-research

Soiferman, K, L. (2010). Compare and Contrast Inductive and Deductive  Research Approaches. chrome extension://efaidnbmnnnibpcajpcglclefindmkaj/https://files.eric.ed.gov/fulltext/ED542066.pdf
Naderifar, M & Goli, H & Ghaljaei, F. (2017). Snowball Sampling: A Purposeful Method of Sampling in Qualitative Research. Strides in Development of Medical Education. In Press. 10.5812/sdme.67670.https://www.researchgate.net/publication/324590206_Snowball_Sampling_A_Purposeful_Method_of_Sampling_in_Qualitative_Research/citation/download

[bookmark: _Hlk143910792]Sharma, A. (2021). Is n = 30 really enough? A popular inductive fallacy among data analysts. Medium. https://towardsdatascience.com/is-n-30-really-enough-a-popular-inductive-fallacy-among-data-analysts-95661669dd98

Carroll.B. A. (2016). International journal of Corporate Responsibility. Carroll’s pyramid of CSR: taking another look. https://core.ac.uk/download/pdf/81843917.pdf.

Janse, B. (2020). Carroll’s CSR pyramid. https://www.toolshero.com/strategy/carroll-csr-pyramid/

Thacker, H. (2021, March 25). Understanding the Four Levels of CSR. The CSR Journal. https://thecsrjournal.in/understanding-the-four-levels-of-csr/

Bhasin, H. (2019, March 1). What is Carroll’s Pyramid of Corporate Social Responsibility? Marketing91. https://www.marketing91.com/what-is-carrolls-pyramid-of-corporate-social-responsibility/

Shaikh., M. J., & Easmin, R. (2017, September 26). Corporate Social Responsibility Disclosure in Malaysian Business. Abacadamies. https://www.abacademies.org/articles/corporate-social-responsibility-disclosure-in-malaysian-business-6639.html

Dudovskiy.J . (2012, October 22). Carroll’s CSR Pyramid and its applications to small and medium sized businesses. https://research-methodology.net/carrolls-csr-pyramid-and-its-applications-to-small-and-medium-sized-businesses/

What is Corporate Social Responsibility | VU Online. (2020, February 4). Victoria University Online. https://online.vu.edu.au/blog/what-is-corporate-social-responsibility
Cambridge Dictionary. (2022, January 5). philanthropic definition: 1. helping poor people, especially by giving them money 2. helping poor people, especially by. . .. Learn more. https://dictionary.cambridge.org/dictionary/english/philanthropic

Perry, P. (2021, April 14). Understanding & Applying Carroll’s CSR Pyramid. Submittable Blog. https://blog.submittable.com/carrolls-pyramid-of-corporate-social-responsibility/

Walia, A. and Chetty, P. (2020). Review of different CSR models and their advantages. [online] Project Guru. Available at: https://www.projectguru.in/corporate-social-responsibility-models/



The effect of CSR on brand image 

Series 2	Economic Responsibility 	Legal Responsibility 	Ethical responsibility	Philanthropic responsibility 	Effect of Brand 
image on customer's	
 perception on the brand 	78.125	78.125	96.875	96.875	90.625	
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RESEARCH QUESTION

e ‘The problem being addressed in this study is to investigate the impact of
corporate social responsibility on brand image in textile companies in
Malaysia.

e Lack of corporate social responsibility.

e ‘There is also a lack of meaning when defining CSR.

THE VALUE OF THE RESEARCH

The value of this research is the problem that it aims to be identify in this
study, which is to investigate the impact of corporate social responsibility on
brand image in textile companies in Malaysia. The brand Image of textile
companies in Malaysia are affected by the lack of corporate social
responsibility and the lack of meaning when defining CSR. (Aseghehey,
2018).

INTRODUCTION

Corporate social responsibility can be described as the obligation an
organisation has to the society and its people. This obligation is portrayed in
Carrol model consisting of economic responsibility, legal responsibility,
ethical responsibility, and philanthropic responsibility.

Economical responsibility
e Profit-making is a company's primary objective, but it serves other
interests as well. Since businesses are hubs for the interchange of goods
and services, they have a moral obligation to remain financially stable in
order to provide the commodities and services to the general public.

Legal responsibility

¢ Companies and organizations are required by law to consider society and
the government when conducting business. Additionally, they must do
acts that would boost favorable social externalities. (Bhasin, 2019).

Ethical responsibility
e A company's ethical obligation is not as legally binding as its legal
responsibility, they are comparable because both are governed by
codified legal ethics. The public's expectations of an organization's
conduct are reflected in its ethical obligation.

Philanthropic responsibility.

e Philanthropy is defined by the Cambridge Dictionary as the readiness of a
person or an organization to provide substantial financial aid for the
welfare of society. (2002) (Cambridge Dictionary). customers may relate to
businesses and organizations when they show philanthropic duty, which
raises brand awareness with contemporary customers.

RESEARCH APPROACH

There are 3 types of research approaches that could be implored to conduct

their research.

Deductive

e Deductive approach is used in research that tests a hypotheses or theory

that already exists. These theories are developed on past research and
facts. Therefore, the hypotheses are first introduced, and then the
subsequent results garnered from the primary data are present to prove if
the hypothesis are true or false

Inductive
e in an inductive approach, the survey and observation on their field of
study is first obtained. Then with the collected data, patterns within the
data from each individual are recognised which allows the researcher to
construct a thesis or a mode

Abductive
e Abductive research bridges the gap between inductive and deductive
approach as it collects data anomalies as their observation and assigns a
theory that could explain this phenomenon. Hence their observation and
hypothesis are both incomplete in the beginning and are dependent on
their observation’s result.

The apporach for this research is deductive and quantitative. There are
three methods to obtain the data from the sample, these are quantitative,
qualitative, and mixed method.

Quantitative
e Quantitative research is done through dispersing questionnaires and
surveys to their target audience. This is because quantitative research
completely relies on statistics and thus a clear set of questions and
choices

Qualitative
e in a qualitative research, broader question are asked and there are no
restriction for their sample size to answer the question. This type of
research is dependent on the perception of their respondents

DATA COLLECTION METHOD

The are two types of methods in acquiring data, these are primary and
secondary.
Primary
e Primary as suggested by its name describes the data that was first
collected by the researchers on their own. This first-hand data obtained
by the researcher is specific and would obtain a relatively accurate
results

Secondary
e A secondary research, existing data that are available are used and
analysed by the researcher. The researcher would have low involvement
in the data collection and the data from the other researcher may not be
applicable to the current researcher

This research has utilised both secondary and primary research, this is
because the hypothesis and models used are absorbed from secondary data
collection method while, a survey was sent out to the target audience to
deduce from it.

SAMPLING METHOD

Snowball sampling is when the surveys or interviews are given to the first
sample and these sample disperses the surveys or interviews to others. Thus,
it is a sampling method that requires very little time. The time constraints of
this assignment have led this research to choose snowball sampling method.
(Naderifar et al, 2017).

The sample size for this research in 30. Although it is a smaller number, this
sample is sufficient to produce a relevant result. However, the whole
population would be analysed based on this study which could form a
stereotype. (Sharma, 2021).

RESULTS FROM THE SURVEYS

The survey questions were adopted from Ovidiu-Ioan Moisescu (2017) model
of CSR components that affects brand image. The survey questionnaire uses
the Linkert scale with scores from 1 to 5, with 1 = strongly disagree and 5 =
strongly agree. A sample size of 32 respondent were collected.
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CONCLUSION

The conclusion that could be deduced from this survey is that brand image
does play an important role in shaping the perception of the brand by the
consumer. Moreover, consumers are also aware of the ethical, legal,
economic and philantropic responsibility of their desired textile and fashion
brand, and only purchase when this responsibility are performed. Hence CSR
does have an effect on the brand Image of Textile industry in Malaysia.






