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[bookmark: _Toc202989654]Chapter 01: Introduction
1.1 [bookmark: _Toc202989655]Background of the Research 
Food waste is a serious global issue that harms the environment, economy, and society. Every year, around one-third of all food produced globally is wasted, leading to an estimated loss of $1 trillion and producing about 8–10% of global greenhouse gas emissions (United Nations Framework Convention on Climate Change, 2024). In the UK alone, nearly 9.5 million tonnes of food are wasted annually, costing the economy approximately £20 billion (Waste Managed, 2024). This waste represents not only financial loss but also wasted resources including water, energy, and labour used throughout the food supply chain. To tackle this problem, many supermarkets have introduced Corporate Social Responsibility (CSR) strategies. CSR describes what businesses do to make profits, but also to move and behave, in a manner that is ethical to the society and environment (Francis, 2024). With time CSR has evolved as optional community support activities to an important component of strategic business planning particularly in solving the problem of the environment and social issues. Food businesses now make food waste reduction one of the core components of their CSR. Knowing the costs involved in waste disposal, by diminishing waste, supermarkets are capable of optimizing cost-effective ones in their supply chain and also providing an improved brand image to the environment sensitive consumers. It has been reported that customer loyalty and operational savings are likely to increase in companies that take stringent steps in being sustainable (Manning, 2013). The UK food supply chain is complex, involving farmers, producers, suppliers, retailers, and consumers. Supermarkets hold significant power in this system and play a key role in shaping both supply practices and consumer behaviour. Although progress has been made, there remains a need to understand how supermarkets can reduce food waste through CSR while also protecting their profitability and long-term business success. This research aims to explore this balance in detail (Biggi, Principato and Fulvio Castellacci, 2024).
[bookmark: _Toc202989656]1.2 Significance of the Research
Food waste remains a large and urgent problem in the UK food supply chain (Balloon, 2021). The high economic costs, environmental damages caused by greenhouse gas emissions, and social opportunities missed speak of the necessity of effective solutions. Supermarkets, being key actors in this system, have great roles in minimizing waste but cannot maximize this activity without losing profit (Atkins, Deranek and Nonet, 2018). While there is growing research on CSR and food waste reduction, many studies have examined these areas separately. There is limited research exploring how CSR initiatives can be strategically designed to both reduce food waste and improve financial performance within UK supermarkets (Souza-Monteiro and Hooker, 2017). This research aims to fill that important gap by examining the connection between food waste reduction and profitability through the lens of CSR. By addressing this, the study will add new knowledge to the existing academic literature and provide insights into how sustainability efforts can align with business success. The practical value of this research is significant. Findings will help supermarket managers and decision-makers identify effective CSR strategies that reduce waste without harming profit (D’Adamo et al., 2023). This can guide businesses to adopt best practices, improve supply chain efficiency, strengthen brand reputation, and build customer loyalty. Clear examples and evidence-based recommendations will support practical decision-making. On a policy level, the study can inform future regulations and incentives aimed at encouraging food waste reduction and corporate sustainability efforts (Juan Diego Martinez, 2021). Beyond business and policy, the research has broader societal and environmental benefits. It supports a more sustainable food system, conserves resources, and reduces environmental impact, aligning with global goals such as the UN Sustainable Development Goal 12 on responsible consumption and production. By combining academic insights with real-world application, this research will benefit multiple stakeholders and contribute to building a more sustainable and resilient food sector in the UK.
[bookmark: _Toc202989657]1.3 Research Problem
In recent years, UK supermarkets have faced growing pressure to operate more sustainably and reduce food waste (Smithers and correspondent, 2013). Many supermarkets have introduced Corporate Social Responsibility (CSR) initiatives aimed at cutting waste, improving supply chain practices, and supporting local communities. While these actions are positive, there is still uncertainty about how they affect business performance, especially profitability (H. M. S. Priyanath and Samarathunga, 2024). The majority of the available studies dwell on food waste reduction or CSR as such. Nevertheless, little is known about the ways through which supermarkets could relate these initiatives in a manner that would align individual interests and healthy financial performance. This lack of knowledge makes the managers of supermarkets wonder what tactics are effective and which ones can cost them their revenues. Failure to understand the issue properly can result in companies being unwilling to make serious steps toward food waste reduction, which will delay the achievement of the countrywide goals and leave them with lost chances to become more efficient and win customers trust (UNEP, 2021). This can also lead to continued environmental harm and loss of valuable resources. There is a need to explore how supermarkets can successfully design and implement CSR strategies that reduce food waste while also maintaining or even improving profitability. Understanding this balance is crucial for encouraging more companies to adopt effective solutions and meet both business and sustainability goals (Zhivkova, 2022). This research aims to address this gap by providing insights into the practical challenges, opportunities, and best practices for combining food waste reduction with business success in the UK supermarket sector.
[bookmark: _Toc202989658]1.4 Research Aim and Objectives
[bookmark: _Toc202989659]1.4.1 Research Aim 
This research aims to critically analyse how UK supermarkets can strategically integrate Corporate Social Responsibility (CSR) initiatives to effectively reduce food waste while at the same time improving profitability.
[bookmark: _Toc202989660]1.4.2 Research Objectives
· To identify and categorize CSR strategies used by UK supermarkets to reduce food waste.
· To analyse how these strategies affect environmental outcomes and business profitability.
· To examine the main challenges supermarkets face when combining food waste reduction with business goals.
· To suggest best practices for balancing sustainability and profit through CSR initiatives.
[bookmark: _Toc202989661]1.5 Research Questions 
· What CSR strategies are UK supermarkets using to reduce food waste?
· How do these CSR strategies impact environmental outcomes and profitability?
· What challenges do supermarkets face when trying to reduce food waste through CSR while staying profitable?
· What best practices can help UK supermarkets balance food waste reduction and business success?


[bookmark: _Toc202989662]Chapter 02: Theoretical Framework
[bookmark: _Toc202989663]This study is pegged on three central theories that are namely; The Pyramid of Corporate Social Responsibility (CSR) constructed by Carroll, Stakeholder Theory, and the Triple Bottom Line (TBL). These theories combined have given strong basis on whether UK supermarkets can achieve their goals on food waste reduction through CSR activities without jeopardizing their profits.
2.1 Carroll’s Pyramid of CSR
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Figure 1: Carroll’s Pyramid of CSR Source: (Thacker, 2024)
Carroll’s Pyramid of Corporate Social Responsibility explains that a company has different levels of responsibility that go beyond just making a profit (Thacker, 2024). The first level is economic responsibility, which focuses on staying financially strong and providing value to owners and shareholders. Without this base, a business cannot continue to operate or support other goals. The second is the legal responsibility or the fact that companies should abide by the set laws and rules of society. On top of that, there is ethical responsibility about doing what is just, right, and should be done by society, although not specified by the law (Kusyk, 2021). This can involve lessening the negative effects on the environment and treating both employees and communities with consideration. The highest is the philanthropic responsibility, which is perceived to be the voluntary activities that are beneficial to society, including contributing to community initiatives or to environmental activities. The theory to be used in this research is adopted due to the clear indications in the theory on how the company can achieve a profit balance between social and environmental liabilities. It helps explain how supermarkets can include food waste reduction as part of their ethical and philanthropic responsibilities without ignoring their need to stay profitable (D’Avanzo, Franch and Borgonovi, 2021). The pyramid provides a simple and practical framework to understand how these different responsibilities work together in decision-making. By using this theory, the research can better analyse how supermarkets design and apply strategies that address food waste while supporting business success. It also helps highlight that acting responsibly does not have to conflict with making a profit, but can actually support long-term growth and reputation.
[bookmark: _Toc202989664]2.2 Stakeholder Theory
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Figure 2: Stakeholder Theory Source: (Thakur, 2022)
Stakeholder Theory focuses on the idea that a business should not only think about making money for its owners but also consider the interests and needs of all the people and groups it affects (Thakur, 2022). These groups include customers, employees, suppliers, local communities, and even the environment. Supermarkets also exert great power in the case of food waste that affects various stakeholders. To illustrate, they can affect farmers and suppliers by their purchasing behavior, customers by creating buying behavior and providing food options, the communities and the environment by their waste control and sustainability levels (Elmaghrabi, 2021). This theory will be relevant to this study as it will help us understand why supermarkets must consider more the overall effects of their deeds, rather than only pursuing immediate profits (Awa, Etim and Ogbonda, 2024). By considering all stakeholders, supermarkets can create strategies that are more balanced and responsible. This approach can lead to stronger relationships, increased trust, and long-term business success. Choosing this theory allows the research to explore how supermarkets are involved and respond to different groups when creating food waste reduction strategies (Riesenegger and Hübner, 2022). It also supports the idea that reducing food waste is not just an environmental issue but a broader social responsibility that affects many people. Using this theory helps to understand the challenges and opportunities supermarkets face when trying to meet the needs of various stakeholders while still achieving business goals.
[bookmark: _Toc202989665]2.3 Triple Bottom Line (TBL)
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Figure 3: Triple Bottom Line (TBL) Source: (Jurevicius, 2024)
The Triple Bottom Line (TBL) is a perspective on the success of business other than profit earning. It implies that businesses are supposed to give attention to three primary fields as profit (economic), people (social), and planet (environmental). Their interpretation of the point of “profit” implies that a business must be financially well-equipped and have opportunities to grow and remain competitive (Jurevicius, 2024). The people component involves caring for the employees, customers, and the local communities, ensuring that business affairs are equitable and beneficial to society. The section of the planet is concerned with environmental protection and the responsible utilization of natural resources. This theory can be of great use to this research as it relates directly to the concept of food waste reduction (Bhattacharya, Zutshi and Prajogo, 2022). By cutting food waste, supermarkets can help the environment (planet), show care for society (people), and also save money or improve efficiency (profit). Choosing this theory helps to clearly show that food waste reduction is not only an environmental action but also supports social good and business success at the same time (Alsaleh and Aleisa, 2022). It gives a simple and practical way to measure the full impact of a company’s activities, rather than just looking at financial results. This study, through TBL, will be in a better position to explain how supermarkets resolve the three key areas into decisions about food waste and creating food waste strategies as related to CSR (Atkins, Deranek and Nonet, 2018). It also supports the idea that good business is not just about earning money today but also about creating value for people and the environment in the future.


[bookmark: _Toc202989666]Chapter 03: Literature Review
The purpose of this literature review is to provide an overview of existing research related to food waste, Corporate Social Responsibility (CSR), and profitability within the UK food supply chain. It helps build a strong foundation for the study by identifying what is already known, highlighting gaps, and showing why this research is needed.
[bookmark: _Toc202989667]3.1 The Global and UK Context of Food Waste
Food waste is widely recognized as a major global issue, with about one-third of all food produced being lost or wasted each year (Papargyropoulou et al., 2014). While this highlights the scale of the problem, it also shows gaps in global food system efficiency. Although many studies emphasize the massive resource loss and environmental harm (Slorach et al., 2020), they often focus more on measuring waste rather than exploring why solutions fail or succeed in different contexts. In the UK, the scale of food waste is equally alarming. In 2021, 10.7 million tonnes of food were wasted, with households contributing the most (Commons Library, 2024). While these figures clearly show household-level issues, some studies risk oversimplifying the problem by mainly blaming consumers. Other research suggests that retailer practices, such as strict quality standards and aggressive promotions, play a big role in shaping consumer wasteful habits (Filimonau and Gherbin, 2017). This highlights a weakness in some consumer-focused studies that do not consider systemic factors. At the production stage, waste is often caused by weather, market changes, and cosmetic standards (Filimonau and Gherbin, 2017). Although these factors are well-documented, research often lacks detailed solutions on how supply chain relationships could be adjusted to minimize farm-level waste.
In manufacturing and processing, overproduction and strict controls are key issues (Papargyropoulou et al., 2014). However, these studies sometimes fail to analyse how technological innovation or policy changes could support better outcomes. Environmentally, food waste is linked to around 18 million tonnes of CO₂ equivalent emissions each year in the UK (Malik et al., 2024). While this data is strong evidence of environmental harm, fewer studies deeply explore how different reduction strategies compare in impact and feasibility. Economically, waste causes major financial losses across the supply chain and for consumers (Slorach et al., 2020). Yet, there is limited research connecting these financial losses to specific business strategy decisions, especially in retail. Socially, food waste is an ethical issue, as much of it is still edible and could help reduce food insecurity (Papargyropoulou et al., 2014). While redistribution efforts exist, their effectiveness and scalability remain under-researched (Filimonau and Gherbin, 2017). Overall, while current studies highlight the seriousness of food waste, many lack detailed evaluations of practical, system-wide solutions. This research aims to fill that gap by focusing on how CSR strategies can not only reduce food waste but also align with profitability goals in the UK supermarket context.
[bookmark: _Toc202989668]3.2 Corporate Social Responsibility (CSR) in the Food Sector
Corporate Social Responsibility (CSR) has evolved significantly over the last few decades. Initially, CSR was seen mainly as a voluntary act of charity or philanthropy. However, it has now become an essential part of business strategy, especially in sectors that have strong social and environmental impacts, such as the food industry (He, Yu and Han, 2022). According to a model proposed by Carroll, and commonly referred to as a pyramid-like structure, organizations are supposed to be economically, legally, ethically, and philanthropically responsible. This model can be used in providing an explanation of how a food company can juggle between profitability and the care of society and the environment. CSR in the food industry is highly influenced by the demands of the people and consumer pressure. The industry is under considerable pressure because of its effects on population health, sustainability of the environment, and the ethical sourcing processes (Topic, Bridge and Tench, 2020). Modern CSR amongst the food companies extends beyond the usual charity activities. It now encompasses environmental responsibility (such as reducing emissions and waste of food), ethical sourcing of ingredients, health, nutrition, and helping local communities (He, Yu, and Han, 2022). To illustrate, packaging waste, the gender pay gap, and modern slavery along supply chains are main concerns of many food companies (Topic, Bridge and Tench, 2020). CSR has become a strategic necessity rather than just a marketing tool. In today’s market, companies are under continuous pressure from consumers, NGOs, and regulators to be more transparent and responsible (Igarová et al., 2023). Research shows that consumers are more likely to support companies that genuinely demonstrate social responsibility and avoid those perceived as unethical. However, consumers can also be skeptical, viewing CSR activities as mere marketing if not clearly and honestly communicated (Igarová et al., 2023). Also, the food industry is unique because it affects not just consumers but also farmers, suppliers, and local communities. This broad impact makes CSR a critical element for maintaining trust and long-term success. Many companies now integrate CSR into their core strategies, seeing it as a way to build a positive brand image, improve supply chain resilience, and create long-term value (He, Yu and Han, 2022). 
[bookmark: _Toc202989669]3.3 Intersections of CSR and Food Waste Management
Corporate Social Responsibility (CSR) has become a powerful tool for companies to address food waste, going beyond compliance to actively contribute to sustainable food systems. Many food companies now use CSR not only to improve their image but also to build genuine strategies to reduce waste and improve efficiency (Zhang and Li, 2025). The combination of CSR and the practices of the circular economy (CE) allows defining the business models of a company in the context of the sustainable development agenda, such as SDG 12 (Responsible Consumption and Production) and SDG 13 (Climate Action). The firms with robust CSR records are found to be more capable of carrying out waste management, decomposition of emissions, and the use of resource reutilization, which results in a reduced impact on the environment (Zhang and Li, 2025). Certain CSR-led programs that involve the donation of food, the redistribution of surplus food, and consumer training are critical to reducing waste. In Singapore, as another example, surplus food re-distribution programmes have been turned into redirecting edible food to those who need it, minimising food waste, and creating a better relationship with the community (Rut, Davies and Ng, 2020). NTDs are also used to lay emphasis on the participation of people and their collaboration with NGOs and the local populations, generating social value along with environmental value. Besides environmental benefits, the coupling of CSR in reducing food waste creates practical business benefits to companies. By minimizing the amount of waste, companies can lower the costs of operations and enhance the effectiveness of the resources in use, which has the potential to increase financial output (Lopez Cruces et al, 2024). The market valuation and investor confidence have been correlated with waste reduction efforts (better water and waste management included), which indicated that sustainability efforts, directly, could bring profitability (Lopez-Cabarcos et al., 2024). Also, CSR programs can improve a company’s reputation, making it more attractive to consumers and investors who prioritize ethical and sustainable practices (Robinson, 2023). However, companies must be careful to avoid “greenwashing,” where CSR is used as a marketing tool rather than a genuine commitment. Transparency in reporting and real, measurable outcomes are crucial to maintain trust and credibility (Al-Tamimi, Azure and Ramanathan, 2023). Despite these benefits, companies still face challenges in balancing profit and sustainability. Implementing comprehensive food waste reduction initiatives requires upfront investments and changes to operational processes, which can create tension with short-term financial goals (Carvalho, Lucas and Marta-Costa, 2025). Therefore, adopting dynamic capabilities and fostering a strong green organizational culture are essential for firms to effectively integrate CSR into their waste reduction strategies (Zhang and Li, 2025).
[bookmark: _Toc202989670]3.4 The Profitability Dimension: Balancing Sustainability and Financial Performance
Reducing food waste through Corporate Social Responsibility (CSR) initiatives can bring clear financial advantages for companies. By cutting waste, firms can reduce purchasing costs, improve operational efficiency, and sometimes create new revenue streams from by-products or valorized materials (Al-Hashimy, 2024). According to a few studies, an increase in firms' value and investor confidence is observed as a consequence of adopting Environmental, Social and Governance (ESG) measures, which incorporate the reduction of food waste (Ahmad, Mobarek and Roni, 2021). Those firms with high ESG ranking, on average, usually enjoy a larger number of long-term investors as they are perceived as less risky and more forward-thinking (Al-Hashimy, 2024). But this is not as simple as far as profitability and sustainability are concerned. Initial costs for adopting sustainable practices, such as new technologies or process changes, can be high and may temporarily reduce profit margins (Ahmad, Mobarek, and Roni, 2021). Similarly, in the banking sector, stronger CSR commitments can sometimes negatively impact short-term returns due to higher costs of compliance and reporting (Giannopoulos, Pilcher and Salmon, 2024). These findings highlight that while sustainability investments often lead to long-term gains, they require upfront resources and patience from management and shareholders. To overcome these challenges, companies have adopted several strategies. One approach is integrating sustainability directly into financial management and strategic planning. For example, firms can develop transparent financial tools that account for ESG-related costs and benefits, helping managers to justify investments and track performance over time (Al-Hashimy, 2024). Another strategy is forming partnerships across the supply chain to share costs and benefits of waste reduction initiatives. By collaborating with suppliers and distributors, food companies can achieve scale and efficiency that would be difficult to attain alone. Also, companies are increasingly adopting dynamic business models that focus on continuous improvement rather than one-off changes. This includes regular monitoring of ESG metrics and adjusting operations to improve both financial and environmental performance (Ahmad, Mobarek and Roni, 2021). The emphasis on transparency and stakeholder engagement also supports trust and long-term brand value, which can further strengthen financial performance over time (Giannopoulos, Pilcher and Salmon, 2024). 
[bookmark: _Toc202989671]3.5 The Role of Consumers in Food Waste and CSR
Consumers play a critical role in food waste and are key actors in Corporate Social Responsibility (CSR) strategies within the food sector. While companies often focus on operational changes, consumer behaviours including buying in excess, misunderstanding date labels, and poor meal planning—are major contributors to food waste (Tsalis et al., 2021). In fact, household-level waste can account for up to 50% of total food waste in Europe, showing that changes at the consumer level are essential (Tsalis et al., 2021). However, responsibility is shared rather than placed solely on individuals. Research shows that consumers’ wasteful behaviours are shaped by marketing tactics, retail pricing strategies, and societal expectations. For example, aggressive promotions including "buy one get one free" offers can lead consumers to buy more than they need, resulting in higher waste at home (Aschemann‐Witzel, Randers and Pedersen, 2022). Yet, some consumers also exhibit guilt and a desire to act responsibly, which creates opportunities for businesses to engage them positively (Aschemann‐Witzel, Randers and Pedersen, 2022). Effective CSR strategies increasingly involve consumers in solutions rather than blaming them. Educating shoppers about proper storage, meal planning, and portioning, as well as offering clear and realistic promotions, can reduce food waste significantly (Srijuntrapun, Sukwong and Marshall, 2022). For example, when hotels in Thailand engaged guests through food waste hierarchy education and encouraged smaller portion choices, food waste was reduced while maintaining customer satisfaction (Srijuntrapun, Sukwong and Marshall, 2022). Similarly, using clear messages framed around social and environmental benefits (rather than guilt) can motivate consumers to adopt waste-reducing behaviours and strengthen brand loyalty (Huang, Ma and Wang, 2021). Also, involving consumers in waste reduction efforts can help companies build stronger brand relationships. When consumers perceive companies as genuine in their CSR efforts, they are more likely to repurchase and support the brand (Huang, Ma and Wang, 2021). This two-way relationship highlights that CSR should not only focus on operational or supply chain changes but also include consumer engagement as a core element. Retailers are also starting to recognize that solutions should focus on collaboration rather than shifting all responsibility to consumers. Mixed responsibility models, where both retailers and consumers work together to reduce waste, are seen as more effective (Aschemann-Witzel et al., 2022). This approach aligns with modern CSR goals, emphasizing shared responsibility and creating social value while improving environmental outcomes.
[bookmark: _Toc202989672]3.6 Research Gaps and the Rationale for the Proposed Study
The existing research shows that Corporate Social Responsibility (CSR) can help reduce food waste and improve company reputation. Studies have discussed programs like food donations, better supply chain management, and consumer education as useful tools. Other studies also show that reducing waste can lower costs and improve efficiency. However, most research looks at these topics separately. Many studies focus only on environmental benefits or on financial performance but do not explain how to achieve both together. Few studies clearly show how CSR strategies for food waste reduction can also support profits at the same time, especially in UK supermarkets. UK supermarkets play a big role in the food supply chain and have strong power to influence suppliers and customers. Yet, there is little research on how these companies can balance CSR goals with business success. This gap makes it difficult for managers to make confident decisions about investing in waste reduction. This work will close this gap by discussing the possibility of using CSR strategies to minimize food waste and enhance better profits simultaneously. It will offer practical guidance to managers and bring new knowledge into scientific research, and it will assist supermarkets in developing the powerful sustainable business models.

[bookmark: _Toc202989673]Chapter 04: Research Methodology
[bookmark: _Toc202989674]4.1 Research Philosophy
This study adopts a positivist philosophy, which emphasizes that reality exists independently of human perceptions and can be measured objectively using data (Mbanaso, Abrahams and Okafor, 2023). Positivism is focused on identifying cause-and-effect relationships and patterns that can be generalized. This greatly meets the research purpose of investigating how CSR initiatives can decrease food waste while also enhancing profits in the UK supermarkets. This study will take a positivist stand, where the findings will not be restricted to a situation involving the specific cases but can be generalized across the sector. Unlike interpretivism, which seeks to understand subjective meanings and individual perspectives, positivism focuses on measurable indicators, including financial data and waste reduction metrics (Pervin and Mokhtar, 2022). This philosophical choice strengthens the objectivity and reliability of the study and supports its goal to provide evidence-based recommendations that can inform industry practices.
[bookmark: _Toc202989675]4.2 Research Approach
A deductive approach is used in this study. Deductive reasoning starts with established theories and frameworks including Carroll’s Pyramid of CSR, Stakeholder Theory, and the Triple Bottom Line and then tests them using empirical data(Bhandari, 2022). The study will determine the validity of these theories in the case of the particular study of UK supermarkets in the practice of waste food management. Such an approach contributes to the objective of comparing the theoretical models available with real data and the provision of realistic, operative conclusions. Unlike inductive approaches, which build theories from observations, the deductive approach allows this study to confirm or refine existing knowledge and guide managers in applying proven strategies (Janiszewski and van Osselaer, 2021).
[bookmark: _Toc202989676]4.3 Research Strategy
The study employs a secondary data analysis strategy. Secondary data refers to existing statistics which are known to have been gathered but not with the aim of that particular study, that is, annual reports, CSR reports, sustainability reports, industry surveys, and publications by the government, WRAP, DEFRA. This is a specific strategy to be used because much rich and extensive information is widely available in the food retailing industry of the UK. It allows the researcher to analyse trends across multiple companies over several years without the time and resource constraints of primary data collection. Also, the use of secondary data aligns naturally with the positivist philosophy and deductive approach. It enables the study to focus on objective, quantifiable evidence and test theoretical frameworks using measurable indicators (Alele and Malau-Aduli, 2023). Although it would give meaningful information from an individual point of view, primary data would not help the current study to detect general trends and connections on a sector level (Sheard, 2020). Secondary data also comes with several limitations. There is a lack of control over data quality and completeness, and potential biases exist in how companies report CSR activities (often highlighting successes while downplaying failures). To mitigate these risks, the study will cross-validate information from different sources, include data only from credible and reputable reports, and clearly acknowledge these limitations in the analysis.
[bookmark: _Toc202989677]4.4 Research Design and Methods
A mixed methods approach will be employed within secondary data analysis to gain a more complete understanding of CSR practices and their impact on financial performance.
4.4.1 Data Collection
· Sources: The study will use annual reports, CSR and sustainability reports, and industry reports from organizations including WRAP and DEFRA. Academic studies and market analysis reports may also be included to supplement the company-level data.
· Selection Criteria: The focus will be on large UK supermarkets, such as Tesco, Sainsbury’s, and Morrisons, which have publicly available data and significant market influence. Data from the past five years will be analysed to capture recent trends and ensure relevance.
· Access: Data will be obtained from company websites, public databases, and academic library resources. All sources will be carefully documented to ensure transparency and traceability.
[bookmark: _Toc202989678]4.4.2 Data Analysis
· Qualitative Analysis (Content Analysis): CSR and sustainability reports will be systematically reviewed using deductive thematic coding, where themes are predefined based on the theoretical framework including ethical responsibilities, waste reduction strategies, stakeholder engagement, profitability focus (Proudfoot, 2022). Thematic analysis will help identify common strategies, challenges, and best practices among the sampled supermarkets. This qualitative component addresses Objectives 1 and 3 by identifying and categorizing strategies and examining operational challenges.
· Quantitative Analysis: Quantitative data will include numerical indicators including tonnes of food waste reduced, CSR spending (e.g., total investment in sustainability initiatives), profitability metrics (e.g., profit margins, cost savings attributed to waste reduction), and market share changes.
· Expected Relationships: The study will explore potential positive correlations between higher CSR investment in food waste reduction and improvements in financial performance (Cho, Chung and Young, 2019). Descriptive statistics will highlight trends over time, while correlation analysis will assess the strength of these relationships.
· Measurement of CSR Efforts: CSR efforts will be quantified using data such as reported budget allocations for waste reduction, the number of implemented initiatives, percentage reductions in waste, and specific sustainability targets mentioned in reports.
· Software: Statistical analysis will be conducted using Excel, and qualitative data will be organized using coding tables or software including NVivo if needed.
[bookmark: _Toc202989679]4.5 Ethical Considerations
As this study uses only secondary data, it avoids many ethical risks associated with human subjects. However, it is essential to maintain ethical integrity by properly citing all data sources and ensuring accurate representation of the data (Okorie et al., 2024). Company reports may present information in a favourable light to enhance their image. To reduce bias, data will be triangulated with industry and independent reports where possible. Also, transparency in reporting findings and clearly acknowledging limitations will further strengthen the ethical rigor of the study.
[bookmark: _Toc197014493][bookmark: _Toc202989680]4.6 Research Schedule 
The proposed research schedule for the completion of the research proposal within a 12-week timeframe is outlined below. 
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[bookmark: _Toc202989681]Chapter 05: Expected Outcome
This research is expected to provide clear and practical insights on how UK supermarkets can reduce food waste through Corporate Social Responsibility (CSR) while still making a good profit. The study will show what strategies supermarkets are using now, which ones work best, and what challenges they face. It will also show how these actions can help both the environment and the business at the same time. A key outcome will be a set of best practice recommendations for supermarket managers. These will help them understand how to design and use CSR strategies that reduce food waste and support financial performance. This is important because it will give managers confidence to invest in sustainability without fearing a loss in profits (Reyad et al., 2022). The study will also add new knowledge to academic research by connecting environmental, social, and economic goals in one detailed analysis. Many studies look at these areas separately, but this research brings them together, which is new and valuable. Overall, the findings will help supermarkets build stronger, more sustainable business models. They will also support national and global goals to reduce food waste and protect the environment. By clearly showing what works and what does not, this research will guide future decisions in the food retail sector. This outcome makes the dissertation a strong planning tool, showing exactly what the study will deliver and why it is important.


[bookmark: _Toc202989682]Chapter 06: Potential Limitations and Contingency Plans
[bookmark: _Toc202989683]6.1 Potential Limitations
· Using Secondary Data: This study uses data from company reports and public sources. These were not made especially for this research, so they might not answer all questions perfectly. Some data might be missing, old, or not detailed enough.
· Focus on Big Supermarkets Only: The research looks only at large UK supermarkets. This means the results might not work for smaller shops or other parts of the food sector.
· Time and Resources: As a student project, there is limited time and resources. It is not possible to include every company or do new surveys.
· Data Bias: Companies may show only positive results in their reports to look good. This can make the data less accurate.
[bookmark: _Toc202989684]6.2 Contingency Plans
· Check Different Sources: Information will be checked against different sources, like government reports (WRAP, DEFRA), academic studies, and news articles, to make it more reliable.
· Careful Selection of Data: Only trusted and clear reports will be used to make sure the data is good quality.
· Be Honest About Limits: All these limits will be clearly explained in the final analysis and conclusion so readers understand possible weaknesses.
· Look at Trends, Not Exact Numbers: The focus will be on general trends and patterns instead of exact numbers to avoid problems with missing or biased data.
· Keep Scope Clear: It will be made clear that the study is only about large UK supermarkets.
· Flexible Approach: If some data is missing, more focus will be put on text analysis (qualitative) and trends.
· Stick to Timeline: A clear work plan will be followed to finish on time.
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