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                             Task 1: Critical Literature Review
Introduction: With the progression of time as the territorial economies have included more elements, collusion in the business world has expanded more. Nowadays, the situation of the business sector is totally changed and organizations are confronting new difficulties step by step. Consumers now only do not look at products only while they choose someplace to go for shopping or for any service, they also look something beyond the products or service. Consumers now looking for what companies are doing as part of their corporate social responsibility (CSR) activities. Therefore, CSR has turned into an earnest issue on real corporate agendas. According to Du et al. (2011), CSR is a firm’s commitment to ensuring societal and stakeholder well-being through discretionary business practices and contributions of corporate resources. Luo and Du (2015) argued that CSR can include business practices as diverse as cash donations to charity, the equitable treatment of workers, and environmentally friendly production policy. Perrini et al. (2010) have stated CSR into customer-oriented and environmentally- oriented concepts. For the customer-oriented concept, a lot of researchers recommended that organizations can acquire gigantic advantages when they are viewed as being socially mindful by their partners, especially their shoppers, in particular as an organization with CSR affiliations.  In the meantime, the environmentally- oriented idea alludes to regarding and securing the natural habitat, basically an organization with ecological concern. Many studies have tended that shoppers' ecological concern influences customers' purchase behavior of environmentally sound items. Hansla et al. (2008) have stated that consumer's ecological concerns have immediate direct and indirect effects on shoppers' eagerness to buy green items at a top-notch cost. Therefore, organizations now have to develop their CSR activities to compete in any intense business environment as CSR has an influence on consumers, therefore, an organization can attract consumers easily in any business environment and can give any organization a competitive advantage. The effect of the CSR exercises on the current business world is significant. A considerable amount of organizations are creating gigantic CSR exercises to manage difficulty in the business world. The fundamental focal point of the past researcher is to feature a few significant parts of the CSR exercises in perspective on its impact on organizational performance (Hansla et al., 2008). The literature review in this report depends on the improvement of a few significant topics on CSR activities that guarantee the arrangement of important data to the reader. The literature reviews in the writing are created based on the initial examination of the topic. This literature review will also highlight several important aspects and considerable information about CSR.   

Literature review: This literature review section is supported by the peer review article from esteem journals article which is already critical reviewed. The main point of the section is to basically critically analysis the examination has done already in a similar research topic or area. It will be centered around the discussion of the result that came about because of past researchers. This critical literature review depends on specific topics that will be successful for the reader to comprehend the principle focal point of the literature review.
According to research conducted by Van Doorn at el. (2017) corporate social responsibility (CSR) has positive effects on customer attitude which has identified by many studies, however, it has found by the recent literature that the effectiveness of CSR basically varies among customer to customer, brand to brand and company to company. Nowadays business does not only depends on the products or service, alongside the products and services companies have to do some other activities as a part of their business strategy. Therefore, while companies set up their business strategy, it is a must that companies implement CSR strategy alongside other strategies. Consumers now not only look at the products or services but also think about the companies while making their purchasing decision. Consumers usually chose those companies that have done some CSR activities for social development. The CSR activities that a company has done could be products or service-oriented. The authors have also stated that many studies have confirmed that when customers making any purchase decision they take CSR activities and initiatives into consideration. This is the attitude nowadays consumers have build up as their purchasing practice. However, this attitude which araises from CSR varies from customer to customer, brand to brand and company to company. Product attitude also positively got influenced by CSR activities. The authors have found out, for a market challenger CSR activities pay off more solidly than for a market leader as the market leader is already in the top position,  where there are no other companies above to compete with. But the market challenger has the opportunity to become the market leader, therefore strong and effective CSR activities and initiatives can pay off more for the market challenger. Therefore, the authors have stated that company characteristics and strategy is the main element on which the effectiveness of CSR activities mainly depends. That is the reason that many companies' CSR activities do not support them very well as the strategy or characteristics of the company is not match perfectly.  So, the authors have confirmed that organization or brand attributes become basic differentiators between firms that can effectively take part in CSR and those that can, best case scenario anticipate no impact of their CSR efforts. 
While a customer attitude towards a company product or service turns into positive that means the customer is there to stay with that company and willing to purchase more products and services. This is the time when a company can make sure that the customer stays with its products or services, and never think of leaving although there might be better products or services available. Any customer who stays with a company proves that the customer is loyal to the company, which is known as loyalty towards an organization. The study carried out by Raza at el. (2018), demonstrate that a loyal customer is like a brand ambassador, who has the ability to influence other customers to pay higher prices for the same product and services. This customer loyalty arises from CSR activities as the Authors stated that CSR has a significant effect on customer behavior including loyalty. Customer satisfaction can build customer loyalty. A satisfied customer becomes a loyal customer as time goes. To keep customers loyal and satisfied it is important nowadays to do CSR activities as a part of the business strategy as CSR has a direct and strong effect on customer loyalty. The authors have also identified the individuals who are open to the elements to the organization's CSR have a progressively positive and favorable attitude toward the firm and purchase of the product and service. In this way, overall proof shows there is a strong connection between CSR and customer loyalty.       
It is well known to everyone that organization CSR activities can raise company reputation and improve its brand image. Moreover, improve brand image lead to more purchase from customers. Feng et al. (2016) highlight that while creating the brand value of a company CSR activities significantly influence that. However, the authors have claimed that all CSR activities are not effective for all products or services. It is observed that all CSR exercises in the governance domain show a huge impact while any exercises in the natural space don't have a momentous effect. Then again, substantive CSR exercises successfully increment the brand value of the firm while perfunctory activities don't have a noteworthy effect. The authors have also stated that luxury brands' evaluations may negatively get affected by CSR as luxury products or service consumers usually do not think about the CSR activities as luxury products are not environment-friendly. Therefore, luxury products and their customers are not willing to think about CSR activities. That is why it is claimed that all CSR activities are not effective for all products or services as it might create a negative impact on the company. So it is essential for a firm to identify which CSR activities have a positive impact on the company brand value and then implement it according to the firm business strategy to create brand value or increase brand reputation.   
Employees are the most important component of any business organization. Employees ensure company success and development. Therefore, it is very important to motivate employees and organization employee motivation can be done with excellent CSR activities within the organization as usually, the employee maintains a positive perception about CSR. To keep employees motivated it is essential to fulfilling employee's perceptions of CSR issues within the organization. Wong Jen and Leow Seng (2016) also stated employee performance and commitment have positively related to company CSR activities, therefore, it is crucial to understand the employee‟s impression of CSR on the grounds that they can fundamentally impact work environment behavior, attitude, and performance. Moreover, the authors have also identified employee creative involvement is also got improved by CSR as well as the workplace environment also improve by successful CSR activities. Therefore, effective CSR activities are crucial for keeping employees motivated as motivation can bring out the best possible outcome from a workgroup as it helps employees to remain motivated in the workplace.                  
There is a strong and direct connection between Corporate Social Responsibility (CSR) and risk management as managing risk is the main part of corporate strategies. The author Michael Fontaine (2013) has identified that financial risk, reputation risk, environmental risk, and supply chain risk can be mitigated by CSR activities. Financial risk is related to the company's profitability therefore essential to mitigate the risk to ensure company development. An organization can achieve sustainable development if the above-mentioned risks can be identified and prevent properly within the organization. 
Corporate social responsibility activities can create a positive influence on any business, however, there are many factors that can influence CSR activities. Slaughter et al. (2012) have identified factors that can influence a company's CSR both positively and negatively. Because of globalization, multinational companies are doing cross border trade, as a result, CSR concern related human resource management practice, environmental protection, and health and safety have become more concerned for the companies which need to address properly as it can affect company brand reputation badly. Citizens in many countries also prioritized CSR activities very strongly, and they believe organizations must consider social and environmental care while doing their business anywhere in the world.  The authors have also identified that investors can also influence company CSR as investors are showing increasing interest in supporting responsible business practice and are demanding more information on how companies are addressing risks and opportunities related to social and environmental issues.     
According to Migel Petkenviciene (2015), the positive impact of CSR over corporate reputation is huge as well as a negative impact. It means that stakeholder’s expectations and values can be affected by the initiatives taken by the organizations therefore companies should have the eagerness to maximize their reputation so that a positive establish. These two terms have a relation among themselves. They can affect each other. Many researchers have found that CSR increases corporate reputation to a great extent for example. The positive relation among them increases the financial condition which makes the foreign investors more eager to invest in a country. Customers when finding the positive image of an organization usually runs after the company. Goodwill of any organization cannot be taken and it stays long run because it is an intangible concept. A good reputation increases the corporate value of any organization and provides sustained competitive advantages. An organization can easily reach its goal more easily if it has goodwill among its customers and stakeholders' good reputation can make the customers more loyal to the business. The author also states that the philanthropic activities taken by the CSR create a standard among the customers that helps the organization reach its goal. There is no doubt that to grow a business corporate reputation tends to be one of the most important aspects. Another important claim of the author is CSR may have a negative impact on corporate reputation if the information is not systemically shared and if transparency is not ensured. The author lastly noted that there are live theoretical approaches that can ensure a positive relation among CSR and corporate relationships and if they are maintained positive reputation can be sustained.

Conclusion: From the above in-depth literature review on corporate Social Responsibility (CSR) it is clearly understood that CSR activities have played a significant role in organization business development. There are also few factors that have been addressed by the researchers that also have to consider while implementing CSR activities especially for multinational companies as CSR activities can differ from country to country. Thus, it is established from the literature review, in modern business world organizations can not only think about the organization's profitability but also have to think about sustainable development for the long term. CSR activities are the key perspectives that can lead an organization towards sustainable development that organizations are looking for to gain competitive advantage. To improve company overall performance organizations have to consider CSR activities seriously and have to implement CSR activities effectively.      











 



                            Task 2: Description of the selected topic
Selected Article: 
Ali, R. et. al. (2018). Corporate Social Responsibility and Customer Loyalty: A Mediating Role of Trust. Europen Journal of Business and Social Sciences. vol.7, issue. 1, pp. 43-50 
Introduction: This area of the article depends on the detailed exchange of peer-reviewed articles utilized in the above section (Literature Review). While analyzing this journal article the main focus will be on the philosophy, ethics, epistemology, ontology, axiology, reliability, and validity of this journal article which I have chosen is given below in the description. 
Title:  Corporate Social Responsibility and Customer Loyalty: A Mediating Role of Trust
Authors: Ali Raza, Umair Saeed Bhutta, Muhammad Khalid Iqbal, & Naveed Ahmad Faraz 
Journal: European Journal of Business and Social Sciences
 Publishing Year: 2018
Volume: 07
Issue: 01

Summary of the chosen article: These days, organizations are quick to draw in with the improvement of CSR exercises are viewed as the most important exercises of the organization. In this aggressive business world, the job of CSR has been expanded in making the organization effective.  Nowadays business has become more competitive than ever. Organizations are competing fiercely with each other. Therefore, companies have to do something different to attract customers alongside producing excellent products or services. Corporate Social Responsibility (CSR) has become the most influential business strategy to attract new customers as well as to retain existing customers. The article I have chosen to do my analysis is based on CSR activities and customer loyalty. The rationale behind choosing this article is to demonstrate the relation between CSR and customer loyalty as well as to develop the hypothesis that trust work as a meditator between CSR and customer loyalty and the research has been done on the banking industry of Pakistan. The focus of the article is to establish that CSR activities have a positive effect on customer loyalty. The study highlights the importance of CSR on the Pakistan Banking industry on the basis of CSR and loyalty. It is found out from the examination of the article that quantitative research methodology had been used in this research. The data collection methods were interviews and administrative surveys that were done on 100 customers for more than 2 months in two big cities in Pakistan. Alongside these surveys, online questionnaires had been sent to the participant customers. While doing the research the researcher ensures that the ethical approaches are followed strongly and the research findings only being used for that particular research only.   
The outcome of this study established that there is a strong connection between CSR and customer loyalty. Customer loyalty can be driven by CSR activities. Moreover, trust can work as a mediator between CSR and Loyalty, this hypothesis also proved by the research.  
Research aim: The aim of this research is to establish the hypothesis that organization CSR activities have a positive impact on customer loyalty and trust can work as a mediator between customer loyalty and CSR.                      
 Research philosophy: Each research depends on a specific way of thinking that is significant for the advancement of the examination. Every one of the exercises in the examination is viewed as extremely compelling so as to explore the general research. It is imperative to think that there are a few significant and impressive entanglements in the examination that depend on the research philosophy. In this research, the way of thinking of "Positivism" is utilized to build up examination. The fundamental main point of this study is to explore the effect of CSR on customer loyalty in the Pakistan banking industry. As the focal point of the examination is to feature the CSR and its effect on the business as the issue is pre-recognized. The information gathered from the participants depends on the outcome of the survey and interview as well as online questionnaires. It enables the analyst to accumulate all the significant data that is expected to direct the investigation. The general structure of the investigation shows that the examination depends on specific goals that are accomplished in this research. Another point of view that the investigation depends on the positivist way of thinking that the expansion of any kind of single-factor can prompt acquiring change in the overall structure of the research.
Ontology:  Ontology is another element of the exploration theory which shows an alternate method for building up the examination. mainly, Ontology is managing the idea of the real world, ontology deals with the nature of reality. The ontology of the examination depends on the "Subjectivism" which is additionally viewed as the "Developments". It is apparent from the examination that the research philosophy of the investigation under scrutiny depends on the "Positivism". The fundamental explanation of Ontology in this investigation is that it is free of the social characters.
Epistemology: Epistemology in business research as a part of theory manages the wellsprings of information. In particular, epistemology is worried about possibilities, nature, sources, and limitations of knowledge in the field of study. Then again, epistemology can be marked as the investigation of the criteria by which the analyst groups what does and doesn't establish the knowledge. In straightforward words, epistemology focus on what is known to be valid. Epistemology is basically the opposite of ontology. Sources of knowledge can be divided into four categories namely Authoritarian Knowledge,  Logical Knowledge, Intuitive Knowledge,  and Empirical Knowledge. This research has been developed on the Intuitive Knowledge and Authoritarian Knowledge as the researcher use surveys, interview method to collect data, as well as the researcher, also count human feelings, faiths, beliefs about the CSR  activities while doing his research, which is known as Intuitive knowledge.     

Axiology: The axiology usually gives an idea about the value of the research. Axiology ensures how valuable is a particular research study or not. It is obvious from the examination that any investigation depends on an important strategy. Usually, while any researcher collecting any kind of data either primary or secondary, the researcher does it independently from the participants by utilizing the research methodology. It is additionally seen that an objective is maintained throughout the research time while the researcher is conducting the research. 
Research ethics: In any research, the most controversial and doubtful section is the research ethics section. It is significant for the researcher to concentrate on the ramifications of ethical thought while directing any examination. on the off chance that the specialist can't execute the exploration ethics, it will prompt reason heaps of issues, just as this investigation, won't be acknowledged for publishing. The examination below scrutiny additionally remembers some significant perspectives for which it is significant for the specialist to feature an extremely significant stricture of the research just as to actualize the research ethics in detail.
The reasons why research ethics are important for this study are given below: 
# As the examination is published in peer-reviewed diaries that is the reason it is essential to focus on the research ethics parameters which will be successful to moderate the hazard engaged with the investigation. 
# As the investigation incorporate the human members that are the reason it is essential to execute the research ethics 
# As the data about the organizations are likewise engaged with the research that is the reason scientists need to execute the research ethics in the investigation
In order to keep the ethics standard, below are some key research ethics factors that were considered by the researcher while conducting the research: 
# The researcher in this article incorporates data about the participants that are required in this examination. No individual or private data about the participants is not included in this research study. 
# The organizations that have been counted for this study are huge organizations in Pakistan. That is the reason the researcher is aware of the classified data for the investigation. It just incorporates data about the organizations which are openly accessible. 
# All the data assembled in this examination is just utilized to explore the issue of the investigation. It is shown in the investigation that the scientist has displayed all the segment data about the participants to develop the dependability of the exploration. 
# This research excludes any kind of secret data about any organization that can eventually hurt trustworthiness or sells of the organization.
Reliability: The reliability of the information gathered in this study is significant. It is seen in this investigation has incorporated with those informations that are previously utilized in this study. While the reliability of the investigation is likewise decided based on the unwavering quality examination which is "Cronbach Alpha" 'Reliability-Validity-Scaling'. In this investigation, the unwavering quality of the research study is dictated by the technique utilized by the researcher. Moreover, tho ensure the reliability of the study the researcher had used 100 customers from different commercial banks in Pakistan. Moreover, the hypothesis had been tested and compared to other variables to ensure the results are reliable. 
Validity: The validity of the research depends on the outcomes. This research has substantial outcomes as the specialist has researched these outcomes from past investigations in detail. The researcher additionally compares this research outcome with the previous examination done by other researchers to make sure the validity of this research. The validity of this research is featured as the researcher actualized the methodology which is proposed by another researcher. It encourages the researcher to check and manage the strategy one-sided. So as to approve the nature of the thing, the specialist of this investigation has executed the board exchange. It is demonstrated that develop Validity has been actualized in the maintainability of the apparatus used to gauge the reactions in this research. In this research to confirm the joined validity AVE values for the builds ought to be higher than 0.5 and it is higher (Fornell and Larcker, 1981). Finally, discriminant validity surveyed by the system proposed by heterotrait-monorail proportion strategy is used and all the values appeared was beneath 0.9 which shows discriminant validity accomplished.
Limitations of the research: Like other research, this research has limitations as well. The limitation of this research is related to data collection. For this research, the data was only collected fro two cities of Pakistan only. Moreover, the collected data that had been used in this research was collected from commercial banks and its customers, other types of banks such as savings banks and cooperative banks data were not collected.  
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