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[bookmark: _Toc4433]Introduction 
[bookmark: _Toc24799]Background 
There are various factors that impact the success and growth of a business in the long run. Moktadir et al. (2020), claim that there lies a direct relationship between the business’s operations and its brand equity. Along with that, as the primary target of a company is customers, it is essential for brands to boost trust as well as understanding between brands and customers. Apart from generating profits, and providing quality goods and services to its potential customers, a brand or business has certain responsibilities towards society and the environment where it operates. Lv et al. (2020), agree that the activities undertaken by a business must align with that the company’s social and corporate responsibility to ensure prominent growth and smooth conduction of operations in the market.
Moreover, as a result of increasing awareness, customers are more inclined towards the brand that abides by its CSR than the one that does not. Therefore, as per Islam et al. (2021), to enhance the loyalty of customers and to gain their support, organisations develop effective strategies for the same. Thus, CSR plays a prominent role in building a positive and desired reputation of a company in the concerned market. 
[bookmark: _Toc7445]Rationale 
Corporate Social Responsibility is an extensive concept that involves different activities or strategies based on the type of organisation or industry. According to Raza et al. (2020), the predominant motive of CSR is to increase the sense of responsibility of an organisation towards society and the negative outcomes obtained through business activities. Thus, the particular rationale to conduct this report is to determine and understand the significance of boosting customer loyalty by incorporating societal concerns through effective CSR. In addition to that, Osakwe and Yusuf, (2021), opine that there is a high significance of brand equity in the sustainable growth of a business. To prosper and expand in the market, it is essential for businesses to hold a positive reputation in the industry based on their quality services and products along with additional initiatives of CSR. Therefore, it is crucial to understand how CSR contributes to the loyalty of customers which further adds to the eminent growth of the business.
[bookmark: _Toc21893]Main Body 
[bookmark: _Toc23538]Methodology  
[bookmark: _Toc5282]Research Philosophy
The selection of relevant philosophy while undertaking the research topic highly impacts the outcome of the report. Thus, to fulfil the pre-determined objectives of this particular report, the chosen style of philosophy is “positivism”. The output of the research will confine to the gathered data rather than some pre-acquired notion of the researcher related to the topic (Marsonet, 2019). With critical observation and experience, the research will abide by positivist philosophy.
[bookmark: _Toc13591]Research Approach
The selection of an appropriate approach to undertake the research activities is highly essential. It not only ensures the exploration of credible resources but also enhances the reliability of data and the research process (Maarouf, 2019). Therefore, to underpin the analysis of the undertaken topic of this report, the “deductive research approach” will be considered. It will allow the exploration of various interrelated subject matter concerning the research topic along with pushing the research in a particular yet positive direction. 
[bookmark: _Toc10456]Research design
An effective yet flexible plan to conduct research activities is highly essential. This boosts the quality of the report along with the appropriateness of the gathered data (Asenahabi, 2019). Thus, to efficiently undertake the research activities for this report, the “descriptive design” will be highly suitable. It will enable one to comprehend as well as underpin the issues arising while investigating for necessary and credible information along with exploring related and relevant aspects as well.
[bookmark: _Toc28710]Research strategy
With an appropriate strategy to undercover the research, extensive phases of the considered topic can be explicitly covered. It not only contributes to the credibility of the report but also hikes the relevance and accuracy of the provided information and knowledge (Oliva, 2019). Thus, for this particular report, the research strategy that will be appropriate is “quantitative strategy” allowing the researcher to explore different and relevant data sources and get enlightened by providing the collected information in a detailed yet professional manner. 
[bookmark: _Toc3258]Data collection
The effective completion of a report is predominantly dependent on the gathered data from different resources. There are various ways and means to obtain and retrieve the required data thus making it essential for a researcher to consider an appropriate way for the same (Roh et al. 2019). Thus, to gather the required information, “secondary data collection” will be highly effective for this report based on its research topic. 
[bookmark: _Toc4341]Aims and Objectives  
The particular aim of the concerned report is to understand the influence of trust in enhancing “brand equity” and reputation through CSR practices. 
Objectives
· To understand the impact of trust in the development of brand equity through CSR practices.
· To determine the influence of CSR activities on the reputation of the brand.
· To analyse the significance of CSR in building customer loyalty. 
[bookmark: _Toc8717]Research Question 
· What is the impact of trust in developing a brand’s equity through CSR?
· How do CSR initiatives impact the brand reputation?
· What is the importance of CSR in boosting customer loyalty? 
[bookmark: _Toc21079]Literature Review 
[bookmark: _Toc8185]Different CSR initiatives to enhance the trust of customers 
The well-being of a society crucially depends on the activities performed by businesses activities. As pointed out by Zhang and Ahmad, (2021), with the increasing issues in the environment along with the growing awareness of consumers, it is now essential for businesses to minimise the negative impacts of organisational activities and maintain environmental stability. The support and trust of customers is the predominant factor that adds to the success of a business. The higher the trust, the higher would be the sale and profitability of the company. Along with that, Kim and Lee, (2019) add to it that, it also provides a competitive edge to the business as well. As the activities of the business organisation directly influence the level of customer trust, businesses regulate their activities in accordance with their CSR. Subsequently, effective strategies and initiatives are cordially undertaken to resolve this challenge and enhance the trustworthiness of the business. Some of the CSR initiatives have been mentioned below:
High-quality products: The quality of the offered products and services by a business highly influences customer trust. Therefore, Boronat-Navarro and Pérez-Aranda, (2019) state that businesses try to produce superior quality goods and services at considerably lower prices than their competitors to boost the confidence of customers. In addition to that, the production process of the business is based on high-tech equipment to ensure quality as per the grievances of customers.
[image: ]
Figure 1: CSR
(Source: Quora, 2022)

Minimal pressure on the environment: As per Statista.com, (2022) around 2.1 billion tonnes of waste is generated around the world each year which is expected to rise by 70% by 2050.  The business operations including manufacturing, supply chain, marketing and others contribute to the increasing waste. Thus, nowadays, businesses have been initiating sustainable or green ways of conducting business activities to minimise the pressure exerted on the environment. In addition to that, the optimum use of available resources in such a manner ensures the availability of the same for future generations.
Ethically conducted operations: Corruption in the business world has been increasing. Labour exploitation, racial discrimination, gender inequality, child labour, and financial corruption are some of the unethical activities followed by a business (Alwagfi et al. 2020). The identification of organisations following these unethicalities leads to customer dissatisfaction and dampened reputation in the market. Thus, businesses have been strictly following government-approved regulations to avoid the presence of unethical business conduct within the organisation and gain the trust of customers.
[bookmark: _Toc16392]The impact of CSR on increasing the rate of brand reputation and equity
Brand reputation is highly essential for the continuous development of a business in its relevant industry. It is considered significant for businesses to boost the reputation and equality of a brand or organisation with the help of effective and practical CSR initiatives. CSR policies and strategies adopted by a business establishment help in the creation of mutual trust between the brand and customers backed by customer satisfaction that subsequently contributes to the development of brand reputation and recognition. As per Changar and Atan, (2021), "Corporate Social Responsibilities" has been found to be one of the crucial factors for enhancing brand equity as it ensures the development of cordial relationships on the basis of trust and satisfaction as a result of customer loyalty. CSR policies help an organisation conduct business operations as per the prevailing market conditions along with a minimum effect on the environment. As per Wagner-Tsukamoto, (2019), with the help of effective CSR, businesses pay major attention to both economic as well as non-economic factors affecting business and society. In addition to that, it positively impacts the development of business from different perspectives including philanthropy, economy, regulations, and ethics. 
Moreover, the CSR plays a dominant role in converting the bad reputation of the company in the market into a good one deriving both financial and non-financial benefits to the organisation (Geng et al. 2022). As the competition in the business world adversely increases, CSR helps to gain a competitive position in the market providing wider opportunities for growth and stability. 
[bookmark: _Toc6060]Research Limitations 
CSR is a wide concept that involves various concerns of an organisation’s responsibility related to society as well as the environment and business market (Rodriguez-Gomez et al. 2020). Due to the vastness of the concerning topic, it is difficult for the researcher to analyse each related aspect in detail. In addition to that, there are numerous factors other than trust that contributes to the development of a company’s reputation in the market and its brand equity that may or may not be improved through positive CSR activities (Vishwanathan et al. 2020). Therefore, this also limits the researcher in analysing the overall role of trust in the aforestated aspects of a company due to the presence of other related subject matter. Following that, due to the limited time period along with the unavailability of credible resources for gathering information, there might be some underexplored areas which could have boosted the authenticity of the report. 
[bookmark: _Toc12603]Ethical Consideration 
For the successful completion of the research on a particular topic, it is essential to overcome any ethical challenge that may dampen the credibility of the initiated information (Hancock et al. 2020). As CSR varies from industry to industry and the activities conducted by an individual organisation, there might be challenges in acquiring data related to the same. Additionally, due to the sensitivity related to CSR and the reputation of a brand, the usage of information may not be ethically allowed. Thus, to maintain the authenticity of the research and overcome the barriers to ethicality, publically published information will be utilised. Along with that, if asked for personal information while retrieving data from official pages, original information will be initiated ask a means of seeking permission from the owner of the concerned source.
[bookmark: _Toc27465]Timeframe 
[image: ]In order to finish my overall dissertation, around 20 weeks of the timeframe will be required to conduct thorough research on the concerned topic and the relevant subject matter as well. The initial 12 weeks will be devoted to gathering information as well as preparing the outline of the report to get it checked with the supervisor while the following weeks will be required to present the gathered data in an acceptable manner.
Figure 1: Gantt chart 
(Source: Self-Created)
[bookmark: _Toc12381]Conclusion 
To conclude, it can be said that I have opted for an extensive research topic, that is, to understand the role which is played by trust in the substantial formation of a company’s reputation in the market and its brand equity by abiding by effective CSR. It is an extensive report and it will take me around 20 weeks to effectively complete the report. Although there are certain limitations related to the research, it is my aim to successfully stick up to the rationale of the research. I have also presented a systematic methodology to conduct the research which will be followed to cover the aforementioned research objectives.
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