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[bookmark: _Toc164015960]Introduction
Corporate Social Responsibility (CSR) sets the foundation for corporate involvement in the community and society and includes workers' rights; workplace health and safety; and environmental, as well as social responsibilities and local community commitment where the company is based. CSR is key to brand awareness through the recognition of the brand across different relations including customers, employees, and investors (Li, 2022). The question of whether CSR affects brand perception strongly or not can be refined with the case of Starbucks, a good example of how CSR strategy can be used to create a strong clear image which communicates a strong society-responsible brand image.
Starbucks corporation, established in 1971, has gained respect as one of the most recognized brands in the world, connected to quality coffee and responsible social positioning. In the world today, the coffee industry has the leading role as Starbucks has over 30,000 coffee shops across the world (Starbucks, 2024). The name of the company is widely known and is very closely connected to high-quality products and excellent customer service.
[image: Starbucks unveils expansion plans, cost cutting]
Figure 1. Starbucks image. 
Source: (Lucas, 2023).
The strategy which helps Starbucks to stand out is the Corporate social responsibility (CSR) that it applies. Starbucks is a leader in CSR (Corporate Social Responsibility) which includes its ethic-sourcing activities, environmental sustainability, and programs dealing with communities (Chang, 2020). These initiatives are not just consistent with Starbucks’ core values but also in line with today’s consumers who take into account brands with a good reputation.
This research considers to investigate the influence of Starbucks' CSR corporate activities on brand recognition. This research intends to discover whether Starbucks consumers agree with the CSR efforts of the company and their impact on brand loyalty through their perception; the findings will contemplate CSR as a strategic power of brand recognition in the food and beverage industry. The research is designed to conduct an in-depth study of the role of Starbucks's CSR programs and their impact on brand recognition. This, in turn, is expected to supplement the existing knowledge base regarding CSR and brand management.
[bookmark: _Toc164015961]Rationale
The objective of this research is to identify the impact of Corporate Social Responsibility (CSR) programs on brand recall, particularly focusing on how people view Starbucks' products. The company's excellent CSR campaigns are now considered to be a very good case study for other companies in case they want to know how CSR can help improve the image and recognition of the brand (Shim, 2021). The research on the above subject will illuminate this relationship, trying to take part in the field of studies about CSR and brand management and provide useful information for companies, which look for ways for effective brand recognition via CSR activities.
[bookmark: _Toc164015962]Research Aim
This research aims to analyze the impact which is shown by the CSR mechanism of Starbucks on the image and brand awareness of the company. This research aims to focus on different CSR activities of Starbucks and its effect on customers’ brand tolerance and intends to shed light on how CSR, has contributed to brand recognition in the food and beverage industry.
[bookmark: _Toc164015963]Objectives
1. To review the literature on CSR and its impact on brand recognition.
2. To analyse Starbucks' CSR initiatives and their alignment with its brand image.
3. To assess the perceptions of consumers regarding Starbucks' CSR efforts and their impact on brand loyalty.
4. To evaluate the impact of Starbucks' CSR initiatives on its brand recognition.
5. To provide recommendations for Starbucks and other companies in the food and beverage industry on leveraging CSR for brand recognition.
[bookmark: _Toc164015964]Research Questions
1. How do Starbucks' CSR initiatives contribute to its brand recognition?
2. Which specific CSR activities have had the most significant impact on Starbucks' brand recognition?
3. What are the perceptions of Starbucks' consumers regarding the company's CSR efforts and their impact on brand loyalty?
4. How can Starbucks and other companies in the food and beverage industry leverage CSR to enhance brand recognition?
[bookmark: _Toc164015965]Literature Review
Corporate Social Responsibility (CSR) has become increasingly important in the business world, especially in terms of its impact on brand identity. Numerous studies have shown that consumers are more likely to support companies that demonstrate a commitment to social and environmental issues through their CSR initiatives (Hwang, 2020). This trend is particularly evident in the food and beverage industry, where consumers are increasingly conscious of the social and environmental impact of their purchasing decisions.
Wijaya's (2020) research has observed that CSR actions can lead to an increase in brand attitude and purchase intentions. The fact that consumers who use the services of companies that actively engage in CSR activities are more likely to perceive the company in a positive light and favour it over other competitors can be stated as this proposition. Correspondingly, studies by Shim (2021) imply that consumers in the food industry prefer to buy products from companies that are judged to be socially accountable. This exemplifies the integral role CSR plays in moulding brand image and consumer habits in the F&B sector. Moon (2023) indirectly talks about how CSR can drive higher brand loyalty and positive word-of-mouth attributions. This implies that the consumer base is more likely to recommend those companies because they find them to be ethically responsible, thus, again pointing to the significance of CSR in developing solid brand images.
Starbucks is often cited as an example of a company that has successfully integrated CSR into its brand identity. The company's sourcing strategy, sustainability initiatives, and community functions are frequently mentioned in discussions about CSR. Research by Hwang (2020) has shown that Starbucks' commitment to ethical practices has enhanced positive beliefs about the brand, further illustrating the impact of CSR on brand recognition and loyalty.
Furthermore, this empirical study also attempted to appraise the role of corporate social responsibility in building employer engagement and boosting occupancy efficiency which, in turn, impacts brand recognition. With the work done by Chang (2020), they have demonstrated that creditable organizations prefer and retain high quality talented people hence sparking engagement and productivity of the workforce. This, on the other hands, is a very important factor that needs to be given priority priority in order to have improved internal organization performance which leads to the growth in brand power and customer loyalty. By means of the CSR programs that are targeted mainly at the staff, organizations can establish a performance-based workplace with the necessary staff, which helps their brand image and, for instance, attracts the brightest specialists (Tsai et al., 2020). Thus, it can be seen that for brands such Starbucks, the impact of direct CSR initiatives may influence branding, but there are also indirect impacts on engagement of employees or organizational performance considerations as a consequence of brand recognition.
Overall, research papers consistently highlight the importance of CSR in enhancing brand recognition and loyalty. CSR is not only seen as a way for companies to fulfil their social and environmental responsibilities but also as a strategic tool for building strong and sustainable brand identities. As consumers become increasingly conscious of the social and environmental impact of their purchasing decisions, CSR will continue to be a key consideration for companies looking to enhance their brand identities and appeal to socially conscious consumers.
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This research study adopts a quantitative research design to evaluate the effect of CSR initiatives on brand recall only in the case of Starbucks. To evaluate the effects of CSR on customer behaviour, a survey will be used to collect information from Starbucks' customers to measure the levels of their recognition and loyalty to the brand.
[bookmark: _Toc164015968]Data Collection Method
A survey instrument is going to be designed that will be based on the research objectives and the literature that has been done on CSR and brand recognition in the past. The survey, which will comprise closed-ended and Likert scale questions serves to collect quantitative data on consumer perceptions of the CSR initiatives of Starbucks and their influence on brand recognition. Participants will fill out the survey online using a platform like SurveyMonkey or Google Forms. It will attract participants through social media platforms and precise ads, so that a wide range of customers may join the sample (Moon, 2023). The questionnaire will be non-identifiable so that people will be able to respond freely, and they will be informed about the purpose of the research and their rights as respondents. The data will be analysed by applying descriptive statistics and this information will be presented using graphs and pie.
[bookmark: _Toc164015969]Ethical Considerations
Ethical principles taken into consideration in the study appear to be mostly significant. Primarily, the participants will be informed about the purpose of the study, their location and their rights as volunteers. They will be able to participate in the study of their own will. Getting the comments trusted by them and ensuring their anonymity protection will be done through a strict confidentiality policy, and the data will be stored safely. Participation is voluntary and participants will have the privilege to leave the bus at any time, and they won’t have to pay for their mistakes, The Safety of the participants is guaranteed, and their proper well-being is highly necessary as they will not be harmed in any trivial way as they can respond to sensitive questions decently and thoughtfully. 
Apart from this, stringent mechanisms will also be put in place so that the utility of participants' information should not be lured in any way. The research goes on to acknowledge the faults of sampling and the possibilities of the participation bias and in doing so, measures to counter these biases will be taken. Last but not least is that this investigation may not be so comprehensive as it deals with the situation of a small group of people or even of a very narrow field (Li, 2022). The research methodology grounds its efforts on the fact that data are accurate and reliable, making it a useful and relatable study.
[bookmark: _Toc164015970]Expected Results
The outcome of this research is projected to showcase a direct positive correlation between Starbucks' CSR ventures and its brand recognition. It is expected to result in enhanced positive consumer perception of the company's social responsibility, thus creating a more positive attitude toward the brand, leading to brand recognition and loyalty.
Particularly, the study will discover that consumers have a favourable image of Starbucks especially when it comes to its fair trading, environmental sustainability, and community goodwill activities. The community of consumers may view Starbucks as a socially responsible entity, which can have a positive impact on the brand image of Starbucks and make consumers more willing to purchase Starbucks products.
[bookmark: _Toc164015971]Moreover, the research assumes that the customers who are more literate about CSR practices of Starbucks are more engaged in recommending the brand to others and positive word of mouth. Another important factor towards brand recognition for Starbucks is the fact that its brand would be further enhanced. In general, the study may bring out remarkable conclusions about how CSR initiatives can be governed to reinforce brand recognition and customer loyalty in the food and beverage sector that could serve as a guiding light for Starbucks and other companies with aspirations to increase their brand image through CSR activities.
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