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Abstract
The study centred on ‘’Corporate Social Responsibility and Brand Equity’’ at Coca-Cola European Partners, United Kingdom. The main purpose of embarking on this research is exploratory; ‘’to examine the impact of corporate social responsibility to shareholders, employees, government and consumers on organizational performance and brand equity in Coca-Cola European Partners, United Kingdom’’.
Questionnaire technique was engaged to carry out the survey in the study. 307 individual questionnaires are deployed for the purpose of the analysis. Not only that, Content validity was also used and Regression analysis was engaged for hypothesis testing. 
Analysis done disclosed ‘Corporate Social Responsibility’ toward the shareholders, organisational members, government and consumers, are significant predictors of organizational performance and brand equity. In view of the above, it is imperative organizations embrace the CSR approach as n important apparatus to grow the fortunes of their firm thus  leading to their improved performance.
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		CHAPTER ONE

INTRODUCTION

1.0 Background of Study
For several years, authors have given so much attention to the importance of ‘Corporate Social Responsibility’ (CSR) in developing the organisation and growing productivity in the business world. For instance, Mark-Herbert & Von Schantz, (2007), opined that ‘’businesses are becoming increasingly aware and encouraged to integrate and participate in CSR activities’’. They pointed out that CSR is one very important trade approach that managers of firms need to understand and endeavour to manage. Orlitzky et al., (2011), called out “firms of all types, shades and sizes to become socially responsible, ecologically sustainable and economically competitive if they are to survive in the market place”. 
However, CSR, as a business approach, has continued to be subjected to serious scrutiny by business stakeholders. According to Cochran, (2007), Gyomlay and Moser, (2005), ‘’the CSR concept has become the most widely used approach of business entities decision making process and also the concept with the most contentions’’. McWilliams, Siegel and Wright, (2006) described the concept of CSR as “circumstances in which an organisation goes further than compliance and delves into activities which seem to promote common good which are, in most cases, outside the original interests of the organisation and that which is prescribed by legislation”.
In their own contribution, the European Commission, 2004, submitted that heightened review of the CSR approach has culminated into accelerated expansion in the volume of mechanisms employed to regulate, evaluate, assess, disseminate, compensate and reward CSR. Be that as it may be, the level of actions involved in the CSR approach is not only wide but elaborate and susceptible to contentions. Nonetheless, there are three major pedestals upon which the CSR definition stands. WBCSD (2007), classified these pillars as: first, Economic Growth which involves the transformation of goods and production process to address social values such as eradicating waste and surplus packaging as well as evaluating human resources in the area of individual advancement and coaching, job related welfare and security programs which are mainly deployed to engineer growth. Second, environmental balance which involves improving and developing the environment via recycling and pollution control especially in the area of emission and radiation curtailment. The third is the pillar of social progress which is aiding and promoting sponsorship programs for community organisations and sporting clubs. 
Corporate Social Responsibility refers to an organisational movement which is aimed at ensuring that companies are conversant with the impact of their business on the community in which they do business, on one hand, as well as the impact on their own stakeholders and the environment. It could also be described as a fundamental approach which guarantees sustainable development for the business by conveying commercial and monetary as well as civil and communal and environmental rewards for all stake owners.
A number of business and management practitioners, over the years, have tried to establish an acceptable definition of this concept. For instance, Keith Davis, (1960), suggested ‘’corporate social responsibility would mean all actions as well as decisions of a growing concern which are taken for purposes which are potentially outside of the commercial and monetary as well as the technological interests of the corporation’’ In the same vein, Eells and Walton, (196I), canvassed that Corporate Social Responsibility describes ‘’challenges which occur when a going concern focuses its business attention on the civil and communal responsibilities as well as on the honest ethics which usually should guide the relations that exist at the level of the organisation and the community".
Whatever is the acceptable definition, one fact that is undeniable is that an organisation is obligated to give back to the community that has helped to nurture it. In their own contribution, Hobbes, Locke & Russeau, opined that ‘the running of an organisation in a community should of a necessity be guided by a civil obligation which must not only be constant but also unequivocal’.
Nonetheless, there exists scholars who canvassed ‘’the main responsibility of the corporation is only to deliver shareowners wealth’’ while some other scholars argued ‘’the organisation should not only be concerned with share owners’ wealth but also be interested in meeting the needs, particularly, of the larger community’’. Whereas Professor Adolf A Berle of the Columbia University submitted ‘’that organisations’ leaders are bound only to the corporation’s owners alone’’, Harvard Professor E. Merrick Dodd, asserted ‘’managers had a wider range of responsibilities’’. Also, more academicians offer additional views on whether corporations should embark on social responsibility or not. Friedman, S. (1970), suggested ‘’the singular most important business responsibility due to firms is profit generation while sponsoring civic and communal well-being is the business of government’’. However, Freeman, (1984), argued that ’the advancement of a business cannot be separated from the participation and input of various stakeholders. Therefore, if organisations intend to survive in the competitive environment in which they do business, they must seek the concerns of all stake owners rather than the case of one. They must vigorously seek out how to optimize the business interests of all stakeholders simultaneously. 
However, it is noteworthy that in the trade environment of today, corporations make tremendous efforts at gaining business advantage over competition. To achieve this milestone, organisations would be required to make massive investment in all round quality assurance. All actions required to ensure enhancement in important sectors of the business would also need to be adequately put in place. Therefore, according to Kotler & Keller, 2009, (cited in Ajemunigbohun & Aduloju, (2017), ‘’all the essential valuables and assets of the organisation such as its company name, brands and/or products, quality, brand recognition, customer base as well as other propriety resources i.e. patents, trademarks etc. should be carefully guided’’. 
Rego, Billett, & Morgan, (2009), added that ‘’all the valuables and resources of the firm adds to the equity of the brand and so they confer competitive advantage and prospective revenue on the organisation. However, the organisation leaders must not only be interested in banking the business returns but must also be concerned with the associated risks. 
Nonetheless, whichever side of the debate an author is, two critical points need to be emphasised. The first is that, the organisation needs to survive and be sustained on a long term basis, and second, that the long-term interests and involvement of the entire stake owners must be fair and equitable. 
There is no going concern that is totally detached from its business environment. As a matter of fact, the organisation normally forms part of the local community in which it does business. For an organisation to achieve success, long term, is dependent on its rapport with its stakeholders.

Davis & Bloomstrom, (1966), rightly suggested that modern day business is required to be an exceptional place for venture, investment, job, to trade with, for honest standards, friend of the society and a good citizen. Supporting Davis & Bloomstrom’s business notion, Giel and Romanthan, (2014), posited that ‘’business concerns should, of a necessity, be answerable to the stakeholders rather than the share owners’’.
 
Hill and Mc Shane, (2009), defined the ‘’stakeholder as person or organisation or society who has got some stake in a business or an organization and how it operates’’. Pearse & Robinson, (2013), explained that ‘’there are two categories of stakeholders: first, inside stakeholders who are mainly the organisation’s workforce; the second are outside stakeholders who the firm’s actions affect’’.

1.1. Statement of the Problem
Implementation of CSR actions by organisations continue to form an important subject of discussion in the business area and organisation managers and business owners recognise the importance of this debate. Nonetheless, most prosperous corporations never would like to ‘give back’ to society some of the prosperity that they got out of the society. This is the more reason why business concerns need to consider as very imperative the implementation of social responsibility programs. There is no doubt that the fundamental obligation of the corporation is, first, to its share owners. It is also true that we cannot over-estimate the massive rewards that CSR actions offer shareholders and the community at large. In addition, business managers cannot under-estimate the advantage CSR actions may present in enhancing the corporation’s ‘brand equity’. 
Needless to say that, presently, CSR,  clearly exceeds the old habits of just doling out money for charity every accounting year end, rather, it is a round the clock obligation which an organisation accepts that she will be involved and engaged with their local community’s developmental programs. By so doing the organisation is sending out a clear message that strong brand equity does not revolve round good and perceived quality, unique and competitive pricing alone but also on how well the organisation interfaces with organisational members, the community at large and the surroundings in general. To have an healthy operations and peaceable business climate, it is the responsibility of organizations to be socially responsible as this can boost their reputation among their stakeholders (Ananaba, & Chukwuka, 2016). Therefore, the study will examine the impact of CSR implementation on brand equity at Coca-Cola European Partners, United Kingdom.

1.2. The Purpose of Study
Purposes of carrying out the research are as follows:
· To establish exactly what the Coca-Cola European Partners, United Kingdom will get out of Corporate Social Responsibility. In order words, highlight in clear terms how the organisation will benefit substantially from implementing CSR initiatives. 
· To show in unequivocal terms that being socially responsible will contribute to the organisations financial bottom-line.
· To ascertain if implementing social responsibility actions will   contribute to enhancing the organisation’s brand equity.
· To verify if the firm bears any other obligation to the community that nurtured it that is outside of issuing dividends, paying taxes, and giving employments and refreshments to the public.
· To ascertain whether the organisation when it fulfils its commitment to employees is being socially responsible.

1.3. Research Questions
The research will endeavour to provide answers for these questions:
i. Does ‘Corporate Social Responsibility’ (CSR) towards shareholders have positive correlation with the corporation’s performance and Brand Equity?
ii. Is there any correlational ‘relationship between Corporate Social Responsibility’ (CSR) to employees of the corporation and the corporation’s performance and Brand Equity?
iii. Does ‘Corporate Social Responsibility’ (CSR) to government has any positive correlation with the firm’s performance and Brand Equity? 
iv. Does ‘Corporate Social Responsibility’ (CSR) to consumers of the corporation’s products have positive correlation with the organisation’s performance and Brand Equity?

1.4. Research Hypotheses
The statements below constitute the research hypotheses of this study. They are stated in null forms.
1. ‘Corporate Social Responsibility’ (CSR) to shareholders does not have positive correlation with the organisation’s performance and Brand Equity.
2. ‘Corporate Social Responsibility’ (CSR) to staff of the corporation does not have positive correlation with the corporation’s performance and Brand Equity
3. ‘Corporate Social Responsibility’ (CSR) to government does not have positive correlation with the firm’s performance and Brand Equity
4. ‘Corporate Social Responsibility’ (CSR) to consumers of the Corporation’s products does not have positive correlation with the organisation’s performance and Brand Equity.

1.5. Significance of Study
This is explained below:
This research provides knowledge which would assist organizations to appreciate effectiveness of ‘Corporate Social Responsibility’ and brand equity. It also allows business organization to engage in a fast moving environment in which labour and other events are progressively revamped and reshaping the society. This research work would complement existing knowledge on ‘Corporate Social Responsibility and brand equity’ at Coca-Cola European Partners, United Kingdom. Furthermore, it will include more research in the improvement of Coca-Cola European Partners, United Kingdom for the interest of the shareholders, customers and government.
The study, it is anticipated will provide a beacon of light to further more study on the relevance of ‘Corporate Social Responsibility’ and brand equity at Coca-Cola European Partners, United Kingdom. The research would analyse evolving correlations between ‘Corporate Social Responsibility, Brand Equity, Organisational Performance’ with a view to promoting possible future direction of research in Coca-Cola European Partners, United Kingdom. It will also enhance further study that will go beyond the purview of this research.
1.6. Scope of Study
The scope of this study is focused on ‘Corporate Social Responsibility’ and brand equity at Coca-Cola European Partners, United Kingdom. The study location was London. The study may, however, refer to the Corporation’s Annual Reports if considered necessary.
1.7. Plan of Study
Research will be classified into five parts:
Chapter 1: This chapter, tagged “Introduction”, focused on background of study, problem statement, purposes of study, research questions and hypothesis, scope of study as well as significance of study etc.
Chapter 2: Chapter 2 will analyse related literatures on the subject. Here, the study will focus at the concept tagged “corporate social responsibility and brand equity”.
Chapter 3: Chapter 3 covers the methods adopted for the study which include all the approaches that would be deployed to undertake the study. The chapter will be sub-headed into seven: ‘‘research design, sampling design and procedure, research validity and reliability, data collection Instruments, administering data collection instruments and constraints in administering questionnaires.
Chapter 4: Chapter 4 will cover “data presentation and analysis” in which gathered information and data would be statistically presented using simple percentages, tables, Bar and Pie Chart graphs. For the purpose of clearer understanding, efforts would be made to analyse the data presented.
Chapter 5: This chapter will cover ‘Summary of Research Findings, Conclusions, Research Recommendation and Suggested Ideas’ in case of future studies.

CHAPTER TWO

LITERATURE REVIEW

2.0	Preamble
This section provides comprehensive analysis of actual literature on the subject ‘Corporate Social Responsibility’ and Brand Equity. Hence, this section reviews relevant literatures on the subject matter in other to determine concurrent and diverse views of scholars and authors within the same thematic areas. The literature review covers conceptual clarifications, theoretical framework and empirical studies on the subject matter.
2.1 Historical Perspective of CSR
Lee, (2008), went down memory lane and traced the genesis of ‘Corporate Social Responsibility’ to Henry Ford,(1917), founder of Ford Motor Corporation who declared ‘’the mission of the Motor Company is to deliver to as many people as are concerned with the business, to achieve profitability and invest it as much as possible, provide employment as much as practicable, ensure the vehicles get to the people who would use them where they can use them but most importantly deliver on profitability”.
However, in the words of Meredith, (1999), ‘William Clay Ford, great grandson of Henry Ford’, amended the declaration and disclosed that the Ford Motor Corporation places maximum value on the interests of all stakeholders’ of the organisation as well as on the well-being of the company’s staff and the shareholders alike. William Clay Ford was quoted as saying that “our desire is to identify new innovative ways to delight the company’s consumers, maximize shareholder gains and make the universe an exceptional place for everyone’’. With this pronouncement, researchers and scholar’s believed that the Ford Motor Corporation was in the fore front of those companies who originated the CSR actions.
Bowen, (1953), argued that ‘’an organisation ought to demonstrate reasonable business ethics if such an enterprise is to survive and attain ceaseless results in the very tight competitive environment in which it does business’’. Lending a voice, Godfrey, (2009), agreed that CSR actions play exceptional and important part in ethics because it guarantees safeguard when negative events which may cause organisational damage tend to occur. Godfrey said, in addition, that not only will CSR activities forestall unwholesome circumstances from occurring, they will also impact on the organisation’s financial results especially in the area of sales and revenue growth as well as profitability. 
Contributing to the discourse, Sen et al., (2006), added ‘’the exercise of Corporate Social Responsibility actions would have massive impact in employment and investment’’. Carmeli, (2005), Hunt et al., (1989), Turban & Greening, (1997), all submitted that ‘’organizations which boast of extremely huge CSR ratings will gain increased brand reputation and competitive advantages, particularly, in the area of attracting qualified and capable staff than corporations whose CSR ratings are low’’. It follows, therefore, that utilization of CSR could positively impact the firm’s overall performance. Therefore, so they could achieve continuous development and positive prominence in a fiercely competing market, large numbers of corporations are publicizing the CSR programs and putting their CSR reports in public domain.
2.2 Models of the CSR
Proponents of the CSR concept believed an organisation has a commitment to the society outside of the owners and employees. While some authors claimed that a business has no role in social responsibility, others believed that the firm hasn’t got a choice. It is a responsibility that they must discharge. 
Elizabeth Redman, (2005), in her research paper isolated three models of Corporate Social Responsibility:
a. Traditional Conflict Model: this model suggests that social values and benefits are in perpetual conflict with shareholder profits meaning that organisations wishing to exercise any forms of social responsibility will no doubt incur added costs for attempting to do so. 
Believers of this model specifically contend that business is usually a matter of  trade-offs between economic and moral values, so organisation leaders would be forced to choose between fulfilling social responsibilities functions or delivering shareholder wealth.

b. Added Value Model: this model regards organisations’ involvement in social and environmental responsibilities commitments as a vehicle to maximizing shareholder wealth. Though advocates of this model tend to accept that in decisions affecting the business, that opinions may differ, they also agree that investments in CSR activities can also generate incremental revenues i.e. added value. Therefore, matters like the value of CSR attracting socially conscious consumers, employees etc. takes centre stage.

c. Multiple Goals Model: this model assumes that corporations   have goals which are completely outside of shareowner wealth and financial benefit such as improvement of their community without considering fiduciary benefits. Though Elizabeth Redman, author of this model, believes that this model is radical, some business managers approved it affirming that quality of life is the ground for economic enterprise.
2.3 Carroll’s Pyramid of CSR.
Archie, Carroll, (1979), postulated that the most outstanding model of the CSR is the Carroll’s Four-Part Pyramid. This CSR pyramid bordered on the entirety of what the community expects of business responsibilities and characterize them in four parts. This model focuses on four major responsibilities of business which include ‘Economic, Legal, Ethical and Philanthropic’ duties. 
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Diagram 1: Carroll CSR Model
Though each factor in the pyramid enhances each other, they are not mutually exclusive.
· Economic: this responsibility involves generating profits for the organisation. This means that for the organisation to survive as a going concern and be able to create prosperity for the community, it is imperative that the business makes money.

How has Coca-Cola been able to discharge this responsibility? The Coca-Cola Corporation handles ‘bottling and distribution operations’ with many production facilities all over the world. This way the organisation is able to create economic prosperity for not just the company but also for its teeming customers worldwide. In addition, with the revenue accruing to the corporation and the other members of the value chain, they are able to pay taxes to government as well as create value for stake owners.

· Legal: this responsibility involves compliances with the laws and regulations of the community. Organisations should of necessity adhere strictly with the laws and regulations akin to the type of business it operates in, so also the regulations pertaining to competition, employment, health and safety etc.
The question is, in what way has Coca-Cola been able to discharge this legal responsibility? So long as Coca-Cola continues to give back to the communities that nurtures it, and to watch over the work they do on the ethical and philanthropy levels, so long would there be legal laws and regulations to comply with. For instance, Coca Cola, just like every other beverage business are expected to comply with ‘’established rules and regulations of the Food and Drug Administration (FDA) which include labelling ingredients and risks on the bottles as well as complying with anti-trust laws’’.
The Coca-Cola Corporation has consistently endeavoured to be a good ‘citizen’ by adhering to governmental and business laws and had tried to solve challenges that may arise at any level by involving in developing the community, rolling out new, exceptional and quality products as well as organizing image management activities.
· Ethical: though this responsibility is firmly related to Legal; it dwells on the basic principle that businesses must entertain good practices even when they are not statutorily obliged to do so.  Organisations are required to behave on the premise of ethics and morals in the community. They are also required to go beyond the narrow requirements of the law and order.
The question now is, in what way has Coca-Cola been able to discharge ethical responsibilities? The Company’s website says, ‘’the beverage Corporation desires to always be in the fore-front of behaving in an acceptable way as well as taking advantage of best practices. The Company establishes a lofty standard for employees of the organisation at all levels and always endeavours to attain the standard’’. Ethically, the Corporation has put in place measures that assures that they do the right things e.g. the organisation utilizes Fairtrade ingredients as inputs in production and has also made it a point of duty to roll out ethically manufactured products.
In addition, the corporation’s ethics code defines relations with a number of publics with whom it relates. For instance, offering of bribes to public authorities is prohibited. It also expects affirmative and clear involvement in politics. That clients, shoppers and suppliers should be dealt with reverence and fairness. Also, the code of ethics forbids falsehood, dishonesty and deceitful practices and it states that it is completely illegal to promise anything to anybody with the intention of achieving unethical advantage. It must be mentioned that Coca-Cola is not flawed in complying with the legal regulations. As a matter of fact, it makes efforts to adhere to them so as not to fall out with the law. 

· Philanthropic responsibility rendering services to the community in the form of committing to the civil and communal, welfare and, cultural as well as the academic and recreational needs of the community. Though this responsibility is discretionary, it is expected and very important too, that corporations will give back to the community that has nurtured it.

The question then is, in what way has Coca-Cola been able to discharge the Philanthropic responsibilities? Coca-Cola has always delivered modest but acceptable support to the societies in which it does business. The corporation partakes in the suffering of the people in communities and, particularly, invests 1% of its revenue in aid of the communities.
Coca-Cola has a lot of philanthropy called ‘Education-on-Wheels’ and had also set up Scholarship funds to help indigent high school students through school. Through the Coca-Cola Foundation founded in 1984, the Corporation has partnered with governments and Non-governmental organisations to support the advancement of societies in four major areas: ‘’health and life style, recycle and reuse, education and water conservancy’’. On many occasions, the Coca-Cola Company has raised funds in aid of people faced with disasters. So far over £114 million has been invested in about 300 communities worldwide
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Diagram 2 showing Factors in Carroll’s Model
2.4 Strengths and Weaknesses of Carroll’s Pyramid Model
Strengths:
· Carroll’s CSR Pyramid model is simple to use and comprehend.

· Also, the model conveys the information that the CSR concept has various aspects to it.

· The CSR Pyramid Model puts its central significance on the condition of profit generation and maximization.
Weaknesses:
· One major weakness of the Pyramid model is that many organisations’ leaders consider the model too simplistic to use and apply.

· Another weakness of the model is that many authors and corporation leaders present a very strong argument that morals and ethics should appear at the top of the pyramid before profit generation.

· One other vital weakness of the Pyramid model is that going concerns, corporations or businesses do not always comply with the elements of the CSR.
2.5 Conceptual Views of CSR
CSR scholars, which included Carroll, (1979) and Wood, (1991), Matten and Crane, (2005), submitted ‘’that the Social Responsibility concept of organisations is driven by management themes as ‘Social Obligation, Marketing, Stakeholder Relation, Integrated Strategy and Leadership’’. I will focus attention of this study, here, to reviewing the main conceptual CSR views anchored by the aforementioned themes:
2.5.0 Social Obligation Driven
Corporate Social Responsibility as being Social Obligation driven suggests that business has a major social obligation to fulfil or discharge to the society that has nurtured it. For instance, Bowen, (1953), postulated ‘’the social obligation of business means to pursue policies, make decisions and to follow course of actions which are in consonance with the objectives and values of the society”. Citing again Bowen, (1953), Carroll, (1979), developed a four stage ‘’CSR pyramid which outline business responsibilities to include commercial, lawful, humanitarian as well as moralistic or ethical obligations’’.
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Diagram 3: CSR Pyramid Model
The Economic responsibility suggests that corporations are presumed to make available the merchandises that the people want and to ensure the goods and services are sold profitably. The obligation on the legal side simply suggests corporations should adhere to societal laws and orders. Ethical obligations represent expectations that the society has of businesses operating ethically while Philanthropic responsibility, according to Carroll, 1979, indicates that “these roles are purely voluntary, and the decision to assume them is guided only by the business’s desire to engage in social roles, not mandated, not required by law, and not even generally expected of businesses in an ethical sense”. 
In summary, the ‘CSR Model’ describes different ‘social responsibility’ levels placed by society on organisations to discharge. However, Carroll (1979) counselled that “these four categories of social interactions are not mutually exclusive, nor are they intended to portray a continuum with economic concerns on one end and social concerns on the other”.
2.5.1 Marketing Driven
CSR initiatives could be marketing driven. Marketing Scholars such as Barone et al, (2000), gave consideration to CSR issues and emphasised Cause-related marketing as dimensions of CSR actions. He explained, ‘’there is a straight-line correlation between organisational philanthropy and sales promotion’’. Varadarajan & Menon, (1988); Simmons & Becker Olsen, (2006), authors who focused on social sponsorship lend a supporting voice to this point of view by canvassing that ‘’organisational charity and business deals is identical with organisational backing for humanitarian purposes and the induction and financing of commendable purposes’’.
There were some other contributors who canvassed that CSR actions can be marketing driven. For example, Crouch, (2006); Handelman and Arnold, (1999), were authors who emphasised the environmental marketing aspect of CSR while Caruana and Crane, (2008), focused on communicating with consumers on matters of CSR issues. In the same vein, Ellen et al. (2006), as well as Brown and Dacin, (1997), emphasized ‘’clients’ reactions to corporation CSR actions’’ while Berens et al., (2005); Lichtenstein et al., (2004); Wagner et al., (2009), focused on ‘’corporate prominence, prestige and likeness’’. 
Meanwhile, Luo & Bhattacharya, (2006), explored what it means to employ ‘’CSR initiatives to initiate client contentment, enhance monetary worth of the market and strengthen the corporation’s brand dominance’’. One paramount thing that all these authors have settled is the fact that there exists direct ‘’correlation between CSR actions and commercial administration’’. However, CSR actions from the point of view of being marketing driven focuses on only one stakeholder - the consumers. Overtime, CSR managers began to appreciate that there are more key stakeholders that can be reached with other ‘’civil and communal obligation programs including workers contentment and the administration of the habitat’’ etc. Therefore, it will be expedient to consider broader groups of stakeholders.
2.5.2 Stakeholder-Relation Driven
One other dimension of the CSR approach is that it can be Stakeholder-Relations driven meaning that CSR actions and initiatives can be directed on creating Stakeholder wealth or value. 
Maignan & Ferrell, (2004), argued there exists ‘’two major motives for the corporation when CSR initiatives are focused on stakeholder-relations’’. One is termed the instrumental approach which Barney, (1991), explained to mean that as firms continue to ‘’rely on stakeholders for unending support and resource provisions, business leaders also have a responsibility to consider the claims and demands of the same people’’. 
The other approach is that of ‘Moral Perspective’. Donaldson & Preston, (1995, p.68), argued that to mean “everyone or groups of persons who has legitimate interests and who participate in an enterprise do so to obtain benefits and that there is no prima facie priority of one set of interests or benefits over another”.
It, therefore, follows that against the background of these two approaches, CSR proponents unanimously agree that CSR issues could be viewed from a perspective of stakeholder relations. As a matter of fact, two of the proponents, Basu and Palazzo, (2008), looked at the issues from the point of view of stakeholders’ communications while two other proponents, Choi and Wang, (2009), argued that ‘’corporate sustainability is a major influence of stakeholder relations’’. In their own contribution, Sen et al., (2006), proposed that CSR awareness among stakeholders can be hinged on ‘’its relationship with corporation’s monetary performance, corporation’s investment as well as workers’ allegiance’’. In addition, Mitchell et al., (1997), bridged ‘’stakeholder-relation driven framework and CSR subject and advocated brand-new approach i.e. shareholder’s reputation, that simply promotes stakeholder relations.’’.
2.5.3 Integrated Strategy Driven
Another dimension of CSR approach is the Integrated Strategy Driven framework which assumes that strategies can be integrated in such a way that strategic CSR actions can deliver success and profitability to the corporation. What this dimension is saying basically is that because of the interaction of other CSR factors, appreciable number of authors, including, Baron, (1995), positively favour examining ‘Corporate Social Responsibility’ actions from the dimension of Integrated Strategy framework. Also, Maignan & Ferrell, (2004, p.6), posited that ‘’firms will behave in an acceptable way especially if their actions are aligned with the patterns as well as the expectations of the key stake owners” 
Maignan and Ferrell, (2004), used the structure below illustrating the results of a firm’s CSR actions according to key stakeholders meaning that the behaviours of the firm’s stakeholders has a direct relationship with trade, finance achievements, organisation’s reputation as well as staff motivations and commitment. In other words, what the stake owners think of the organisation will influence senior managers’ actions, which in turn, will help improve the fortunes of the firm financially, socially and ethically. 
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Diagram 4: Maignan and Ferrell’s framework of Organisational CSR behaviour
Aguilera et al. (2007), in their own contribution came out with a figure which explains that stakeholder responsibilities, stakeholder and company relations will influence organisational strategy. McWilliams, and Siegel, (2011), suggested ‘’that Corporate Social Responsibility initiatives can be re-named strategic CSR”. Arguing further, they outlined key circumstances that will ensure that ‘strategic CSR’ positively contribute to the organisation’s continuous business success. Lawton, (2011), a proponent of the Integrated Strategy Driven Dimension viewed the integrated corporate CSR activities from the context of politics. He argued that organisational players “would need to give a bit more attention to the ethical aspects of their business, as not doing so will not only weaken the community conceptually, thereby undermining its credibility and legitimacy but also damage its long term corporate interests”
2.5.4 Leadership Driven
One other key dimension of CSR is the Leadership Driven dimension which underlines the fact that responsible leadership is germane to achieving meaningful and purposeful business objectives. This approach assumes that there are different styles of leadership which include ethical, authentic, life-changing, servant leadership, charismatic, shared, participative ae well as spiritual leadership etc. and each of this is vital to  achieving and fulfilling organizational goals depending on the factors in and around the organisation. 
To begin with, quite a handful of the proponents of the Leadership Driven approach including Bass & Steidlmeier, (1999); Waldman & Galvin, (2008); Mark & Pless’s, (2006), have made efforts to integrate CSR actions into the leadership theory. They called this type of leadership approach, the “responsible leadership”. In summarising these author’s definition, ‘’Responsible Leadership’’ will mean “the art and ability involved in building, cultivating and sustaining trustful relationships to different stakeholders in order to achieve a meaningful, commonly shared business vision”. However, as explanatory as the above definition of ‘’Responsible Leadership’’ sounds, not a few authors have raised serious arguments about the definition.  
Waldman and Siegel, (2008), in a fierce debate, argued whether the so called ‘’important bosses are galvanized by commercial or righteous considerations, besides, whether the exemplary behaviours of the leaders would drive the firm’s economic success and otherwise’’. Also, Waldman et al, (2006), critically explored every connection that exists between the Chief Executive Officer’s ‘’management approach and CSR ethics of the corporation but discovered the CEO’s vision of CSR may have a direct correlation with their direct report’s understanding of CSR’’.
Above all, some other authors exploring the question of the CSR Approach further noticed that corporation’s objectives may not necessarily be profit making only but also delivering civic and communal obligations as well as other benefits to the community in which they do business. It follows, therefore, that the CSR process should be visualized as all five dimensions including leadership, particularly, because the concept has thrown up leadership theory development as major aspect of the CSR approach. Besides, Leadership Driven dimension originated the new ‘’Responsible Leadership’’ approach. This is a concept which is still new; therefore, the structure and measurement of this leadership style are still being investigated. Nonetheless, in spite the CSD approach being an old one, the subject remained, till today, very contentious, puzzling and not fully evolved. 
2.6 The Controversies of the CSR Concept
There has been unending controversies among practitioners pf the CSR theory. As a matter of fact, these continuing arguments, constant disputing, bickering and continuous debates among notable practitioners have rendered the CSR somehow controversial. For example, scholars such as Aupperle et al., (1985), believes ‘’Corporate Social Performance (CSP) is the outcome of CSR actions’’. However, some other authors, like Wood, (1991), argued ‘’CSP includes CSR principles’’.
One other round of debate is that which has to do ‘’with the relationship which exists between CSP and Corporate Financial Performance (CFP)’’. In Aupperle, et al. (1985), Lev et al. (2010), Waddock and Graves, (1997),  very extensive study concluded ‘’that relationship is always in the affirmative’’ while McWilliams and Siegel, (2000), reviewing the result ‘’of diverse patterns as well as unconventional arrangements, concluded it must be indifferent’’.
Therefore, because of these different tunes being sung by different authors, the bickering and contentions, the CSR concept is still not properly and clearly spelt out because no common understanding exists to differentiate the approach from any other concept which it nearly mirrors i.e. ‘’corporate citizenship and corporate philanthropy’’. However, when related with other subjects before it, the CSR subject has made significant progress today even though there are no landmarks pointing to its past as well as its quest.
Also, one other contention has to do with ‘’correlation amidst Corporate Social Performance (CSP) and Corporate Financial Performance (CFP)’’. The bone of contention, according to Lev et al., (2010), is that ’’there is no certainty whether a profitable CSP will create growth in income and whether organisations which have higher CFP will have the ability or capability to implement increased CSR actions”. It is, therefore, important to do a comprehensives and precise analysis of the CSR so as to resolve the ambiguities and contentious matters.
2.7 Brand Equity
Brands are not usually listed as essential part of assets, even though they could contribute to ‘’determining an organisation’s achievements than a new production facility or breakthrough in technology’’ (Interbrand Citigroup, 2002). There is great contribution about the admission of brands in financial involvement (Lev and Sougiannis, 1996; Barth et al., 1998; Kallapur and Kwan, 2004). The financial experts are more interested in the valuation of the brand, while marketers sees brand integrity to mean ’power of the brand’ emanating out of brand’s image. Feldwick, (1996), grouped categories of brand equity by providing an approach which identifies other connotations of brand integrity. Such categorizations include, ‘’overall assessment of the brand as a detachable resource, when disposed of or entered into accounting books; proportion of consumer’s connection to the product; and definition of interactions as well as trusts which the buyer hold of the brand’’. Aaker, (1991), was of the perspective that ‘’brand equity represents resource and burden associated with a brand, its identity as well as image which augments or discounts the monetary worth of a merchandise to an organisation and/or to that organisation’s clients’’. Farquhar, 1989, Aaker, 1991, Keller, 2003, suggested that ‘'if a brand’s identity or image were to be modified, the brand’s integrity could be damaged or could vanish completely’’.
A business entity’s ability at enhancing the integrity of the brand is dependent upon number of loyal customers it has. Therefore, Aaker, 1991; Reibstein et al., 1999; Emeagwali, 2002; and Ailawadi et al., 2003 were of the view that brand equity stems from the degree of ‘’anticipated brand quality, robust intellectual and impassioned partnerships’’; hence organisations that have strong brand equity would derive great deal of advantages. According to Emeagwali, 2002, these advantages include enjoying reduced ‘’commercial charges as a result of consumer brand recognition and allegiance, having extra business advantage by haggling with distributors and retailers because consumers expect them to sell the brand, commanding a premium in the market over comparable products with lesser names since ‘the brand has higher perceived quality’ which offers brand some defence against price competition’’.
In essence, brands that have built significant equity for their organisation are more acceptable to consumers since they could be used to launch new products into the market. In his own contribution, Erdem, 1998, posited that since ‘’scepticism of product characteristics is particularly imperative in the case of a brand-new product, an organisation with many product lines may utilize her trademark name as guarantee for excellence anytime it rolls out brand-new seasoned product’’. Hence, people may be more inclined to accepting a known and trusted name because of its high credibility as against an entirely new brand. Capitalizing on credibility and using the established name to market new products is known as either line extension or brand extension.       
 2.7.1 Line Extension and Brand Extension 
There is no doubt that a strong brand name could cause purchases and repeat purchases to happen, therefore, many companies do commit a lot of marketing funds on brand equity so as to shore up their brand names.  Landler & Schiller, 1991; Strauss, 1993, suggested that extensions ‘’appeared to be some leading business policy to a point that it represents about 90 percent brand-new goods launched into key sections’’. 
Aaker, 1991, Boush and Loken, 1991, summed it all up when they said ‘’adoption of entrenched trademark names to enter brand-new business segment depends on the growing awareness some products developed ardent consumers, business patent, mandate extra amount, hence, strengthen the long-term monetary worth of the organization that controls them’’. Here, an organization can either pursue ‘’line extension’’ or ‘’brand extension’’. According to Dillon et al., 2001, line extension, on the one hand, ‘’refers to practice of using an entrenched brand for a brand-new product in a related product group’’. For example Coca-Cola has Diet, Zero Coke, Cherry Coke, Vanilla Coke etc. Rubicon Juice is extended into orange, pineapple, and mango flavours. Dillon et al., 2001, continued ‘’brand extension is the stretching of a brand name to a completely different product class’’ e.g. Samsung name used on Microwave ovens, air conditioners, television sets, telephone handsets etc.  This can be very successful when it strengthens the parent brand and at the same time could be dangerous by diluting it. 
Conversely, Kumar (2005) cautions that even extensions that exhibit a high level of fit and are successful can indirectly dilute a brand. This is because successful extensions help ‘’develop safeguards over product groups which lessen access obstacles for competitive retaliations’’. Therefore, it may be useful for an organization to avoid extending into a product category which is controlled by stronger brands which have the ability to launch and implement competitive actions backed up with heavy brand equity and promotion.   
Buzzel, et al., (1975), advised that ‘’the success of stretching a product line could be useful in number of ways, inclusive of the monetary benefits of the product development’’; Cook, (1975), added ‘’percentage share of the market in the product or extension group’’ while Hambrick et al., (1982), suggested ‘’proportionate market share of the brand-new product line versus the biggest rival’’ 
For an extension to be effective, three factors need to be considered. Khan, (1999), posited that ‘’first, the user of the product needs to see a close affinity ‘between existing brand and new product’ i.e. using Honda brand name for a new ice cream flavour would not be an effective extension. Second, the new product should be superior or at least compare with the other products within the group. Third, buyers must perceive the benefits accruable from the brand name to the new product fascinating’’.  
The success story of extensions (both line and brand) is not necessarily the same. In a survey conducted by Aaker (1991) of top manufacturing  organisations, he discovered about ‘’90% of brand-new product launches were line extensions, about 6% represents brand extension while just 5% accounts for entirely brand-new products’’. This experience is not different in the United Kingdom because according to Olatunde, (2002), ‘’quite a number of companies producing consumer goods have concentrated more on line rather than brand extension’’. Line extension can be price based; in other words, ’’greater or reduced estimated version of a current brand’’. Aaker, (1996); Kirmani et al., (1999), summarised that the justification for extending the product line ‘’includes engaging buyers who are unable to muster enough to pay the on-going price of the brand with the believe these buyers would ultimately step up to patronize the more costly variants’’. 
Leiser, (2004), elucidated ‘’a number of elements exist that make a brand successful, particularly when it is extended into untried product groups or introduced into virgin markets’’. First, is the integrity of the brand. O’Loughlin & Szmigin, 2005), opined that ‘’the mental images as well as prestige of  the brand is disposed of side by side with the benefits handed over to the buyers of the brand’’. Blackett, (2005), added to it and said, ‘’the entire ‘branding’ refining accords respect to the firm because it enables the enterprise to focus, progress and be certain with her communication’’. Malone, (2004), concord when he said, ‘’it also enables the corporation to frequently review the communication with a view to confirming that it is comprehended correctly’’. Developing brands will permit a corporation to distinguish their offerings from rivals employing both visible and invisible leverages. Schuiling & Moss, (2004), concluded saying ‘’a strong brand would benefit by huge buyer allegiance, enabling substantial business even when patents have expired’’. 

2.7.2 Brand Equity Effectiveness 
Brand equity, particularly as it relates to brands, has been argued to be very essential in the sense that brands that are not accompanied by heavy brand equity are likely to be less preferred by consumers over time (Bartle, 1999; Crosthwaite, 1999; Vakratsas and Ambler, 1999; Klein, 2000). This is largely because brands do not exist on the shelf, but rather they exist in people’s minds. For this reason, Klein, 2000, advised ‘’consumers need to be constantly reminded to keep the brand alive in their minds’’. Supporting this view, Coonan, (1993), and Schreuer, (2000), posit that brands that offer consumers a consistent and outstanding brand equity, as well as, regularly updated products are those that would build leadership brands. 
On the contrary, Kent and Allen, (1994), and Keller et al., (1998), observe that excessive brand equity by competing brands brings about interference. This means that the target brand’s advertised claims could be confused with other information, thereby reducing the chances of recall. Similarly, once consumers have reached the stage of habitual and repetitive purchasing of a product, it may be argued that additional brand equity is unlikely to increase purchase (Bendixen, 1993; Vakratsas and Ambler, 1999). We could therefore submit that even though additional brand equity may not lead to increase in purchases, but it would make such customers stick to same brand more so that they are not high involving products. It is however accepted that an advertisement has impact if people who have seen it are more favourably disposed to the brand than those who have not (Sternthal and Lee, 1999).   
2.8 Organizational Performance
Hassan, Mukhtar, Qureshi, & Sharif, 2012, cited in Dubihlela & Dhurup, 2014), explained that ‘’one key factor essential for the valuable management of an organisation is Performance Measurement’’. Scholars of different schools of thought, ‘’have adopted diverse performance dimensions such as monetary, trade, inventive, operational and quality as measures’’. According to Dubihlela & Dhurup, (2014), performance could be ‘’perceived as both an unbiased and a biased dimensions. Unbiased dimension of performance are primarily financial, whereas a biased dimension will describe the non-financial form of performance’’. However, in the opinion of Matsuno & Mentzer, (2000) cited in Parry & Thompson, (2002), ‘’performance is perceived as not only commercial and monetary measures but as non-commercial or non-monetary dimensions including buyer retention, client contentment, company image and reputation etc.’’
Doyle, 1995, cited in Dubihlela & Dhurup, 2014, used subjective to mean ‘’that the organisation’s achievement mark is calculated using measures like really low to ideally high score when correlated with the score of competition, whereas unbiased score will be a definite proportion for sales growth or profitability’’. In all of this, both financial (Profitability & market share) and non-financial (organisational effectiveness) are adopted as measures of organisational performance.
Roomi, Harrison & Beaumont-Kerridge, (2009), cited in Dubihlela Dhurup, (2014), describes ‘‘monetary performance as a biased dimension of how good an enterprise is able to deploy capital out of its main form of trade to create income or wealth’’. The authors explain further that ‘’Financial Performance can also generally describe an organisation’s long term monetary well-being over a certain time frame or could be used to measure corporations of comparable nature within a specific trade’’. 

Explaining further, Financial Performance ‘’measures the results which an organisation's strategy as well as its process delivers in absolute fiscal basis’’. The results will be captured as part of value added items in the financial books of the corporation. Besides, it also calculates the degree to which a going concern makes income from using land, labour, management, and capital. 

The general belief of the CSR study suggests there exists a universal correlation amidst ‘’CSR and Financial Performance’’. However, Orlitzky et al., (2003), countered saying ‘’there is no evidence which suggests that at the business organisational level; there may be an overall positive correlation between CSR and FP indicators’’.

2.9 Theoretical Framework
Freeman, R.E, in the book "Vital Management: A Stakeholder Approach", propounded the Stakeholder CSR theory. This philosophy recognizes gatherings and partners in an organization and portrays or prescribes systems by which administration could accord deserved respect to the diversions and gatherings within the organisation. As indicated by the author's definition "a partner in an association is any gathering or person who can influence or is influenced by the accomplishment of the association's goals".
Viewing the organisation from its conventional perspective, the share owners are considered the managers of the organization. The organization is required to have some coupling trustee obligations; one, by putting the needs of the organisation first, and two by building esteem for the firm. There is a more seasoned model which assumes that the organisation puts into consideration the contributions of speculators, representatives, suppliers etc. and change them into valuable yields that clients purchase, accordingly giving back financial advantage to the undertaking. Therefore, the organization is expected to just fix the demands and aspirations of four gatherings: financial specialists, workers, suppliers, and clients. Be that as it may, partner hypothesis ‘’argue there are different groups including regulatory bodies, bureaucratic groups, exchange partnerships and unions, groups, different vested parties (e.g. non-benefit associations), related organizations, planned workers, forthcoming clients, and the general population on the loose’’. Now and again, even contenders are considered partners.
It is important to mention that organisation’s stake owners could be classified into four groups, which is characterized the partner idea as profoundly pertinent for CSR, as without it, it would be difficult to differentiate different gatherings (partners) that can be very persuasive for organization’s prosperity.
Additionally, utilizing partner idea can help as part of analysing CSR. Clarkson, (2009), recommended that corporate social execution can be investigated or accessed viably by utilizing some structure that takes into account the administration of an enterprise’s associations with its partners than by utilizing models and techniques in light of ideas concerning CSR.
2.10 Empirical Review: CSR & Organizational Effectiveness
There has not been any conclusive ‘Empirical Review’ ‘’about the relationship existing between CSR actions and organisational performance’’. Stanwick & Stanwick, (1998), reported that ‘’one major reason for this lapse is the fact that there are no serious CSR dimensions. In his own contribution, Wokutch and Spencer, (1983), fielding back on a survey conducted on about 130 sizable production companies, classified the firms on the basis of participating in humanitarian donations. This survey, which was also corroborated with the ones embarked upon through Hossain et al., (2013); Prinsic, (2003); Levy et al., (2009); Goel et al., (2013); informed ‘’price to implement an extra-ordinary CSR actions can be covered by gains accruing from positive workforce attitude, increasing workers capacity as well as enhanced competitive advantage.
Wokutch & Spencer, (1987), offered two major justifications to support the ‘’positive relationship that exists between CSR and organisational performance’’, first, is that ‘’organisations that aims to be good corporate citizens usually receives commensurate rewards in the business area; and the second is the impact which the industry has on ‘’CSR and the financial performance of the organisation’’. Nonetheless, Aupperle & Hartfield, (1986); Abbolt & Mossen, (1979), however, claimed no significant correlation exists meaning implementing CSR actions could not impact organisational performance.
Empirically, not a few research persons who conducted studies on the construct negated the relationship theory. For instance:
· Vance, (1975), negated Moskowitz research and produced an outcome denying any relationship between CSD initiatives and monetary exploits. Researchers such as McWilliams & Siegel, (2000); Welch & Wazzan, (1999), also arrived at the same conclusions. 
· As cited in Margarita, (2004), McGuire et al., (1990), also denied there is any correlation between CSR actions and monetary achievements. 
· Wright & Ferris, (1997), discovered negative relationship amidst corporate social responsibility versus fiscal conduct.
· Alexander & Buchholz, (1978), researched further, apparently improving on Vance’s work appraising performance of stock markets and found the result inconclusive. 
· Similarly, McWilliams and Siegel, (2006), found as inconsistent the existence of any relationship between CSR actions firm performance.

However, some other major studies found positive relationships or correlations:
· First, Waddock & Graves, (1997), did a study which measured returns of the stock market and found compelling clear correlation amidst CSR index and Return-on-Assets (ROA).
· Second, Orlitzky et al., (2003), advanced an analysis of fifty two studies which showed positive association amidst CSR actions and monetary achievements.
· Margolis & Walsh, (2003), found positive relationship on the whole with no indication of a negative connection amidst CSR actions and fiscal conduct. 
· Posnikoff, (1997), reported clear correlation between CSR initiatives and economic achievements. 
· Cochran & Wood, (1984), cited in Muhasebeve, Finansman and Dergisi, (2012), found affirmative relationship amidst CSR and financial achievement after making allowance for age of assets. 
· Caterina Ghelli, (2013), found that correlation amidst CSR actions is influenced by fiscal conduct in both directions, thus supporting Waddock & Graves, (1997), theory of virtuous circle. 
· Of importance is Wu, (2006), study which showed ‘’the sheer size of an organisation has a clear correlation with not just corporate social responsibility but also financial performance. There was clear empirical evidence between CSR and FP (Van Beurden & Gössling, (2008); Margolis, Elfenbeim & Walsh, (2009). 

2.11 Criticism of the Theory
Despite the importance of the CSR theory and in spite of the controversies surrounding the subject, not much efforts have been made to get a grasp as well as do a summary of the CSR theory. Though current and extant analysis of the theory have been very helpful but largely, the weaknesses of these studies are progressively clear even as CSR approach evolves. 
First, Wood, (2010), produced a definitive Corporate Social Performance (CSP) design, developed the CSP concept and philosophy with comprehensive dimensions and yardsticks. Wood’s proposition, is premised on the fact ‘’that the fallout of CSR actions is CSP’’, meaning the author’s efforts clarifies just a section of the CSR approach. 
Second, Lee, (2008), amplified ‘’transformative pathway in the CSR theory, proposed some movements and directions in the CSR approach”. The author came out with critical disclosure, however, the analysis was more an ancient narration rather than based on an objective reasoning or scientific study.
Third, Garriga and Melée, (2004), endeavoured to review and outlined the Corporate Social Responsibility field and classified the approach ‘’from the viewpoint of instrumental, bureaucratic, civic, integrative and principled approach’’ but unarguably their categorisation was established merely on the authors’ opinion.
Fourth, Lockett et al., (2006), seemed to have done a more extensive work but there are noticeable shortcomings. For example, it spotlights CSR studies conducted between 1992 and 2002; studies which only explored the youthful evolution phase. This study incorporates tables of journal entries which explain the CSR approach but which did not evaluate the data underlining those tables. Besides, even though the CSR theory is a very important topic, however current analysis about the subject are either deficient or out-of-date.
2.12 Keller's Brand Equity Model
Keller, K.L, (2001), postulated that a number of elements would impact the health or strength of a particular brand. He gave insight into how a knowledge of these elements, will enable an organisation roll out a new product or brand appropriately and effectively and in the case of a struggling brand, suggested how to reverse the fortunes of a declining brand and make it a successful one.
In this thesis, I will attempt to examine this model that features four steps of a pyramid which an individual or organisation can pursue to develop and maintain a brand which buyers would definitely approve of. These four steps include: the identity of the organisation’s brand, the meaning which the brand intends to convey or what the brand represents for the buyers, the reaction of the buyers' to the organisation’s brand and the relationship or association which the buyer intends to have with the brand. 
2.12.1 Overview of the Model
The Brand Equity Model was developed by a Business School academician, Kevin Lane Keller.
This model conceptualises that to build a strong brand, an individual or an organisation would need to influence the thinking and the feelings of the buyers about the seller’s brand. Besides, Keller, K.L, (2001), posited there would be need to build and frame the ‘’appropriate form of experiences about the organisation’s product’’, in such a way, ‘’that buyers would bear distinct, clear reflections, perceptions, convictions, judgements as well as impressions about the product’’.
It is a fact that when an organisation or a marketer’s brand has a robust and solid equity, buyers would purchase more of the product or brand and they will mention and recommend the product or brand to other potential buyers. So also, loyalty would be built towards your brand. Most importantly, you will not likely lose the customers to competition.
The Brand Equity Pyramid captured below depicts four steps that the marketer or organisation needs to adopt to manage a strong brand strategically. The first step speaks to the personality of the brand; the second step talks about what the brand means in the minds of the consumers; the third step describes the reaction or response of the consumers to the product and the fourth step defines the kind of relationship or association which the consumer desires to have with the product.
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Diagram 5: Keller, Kelvin, ‘Strategic Brand Management’: Global Edition, 4th, © 1901. Reprinted by permission of Pearson Education, Inc., New York, New York.
It is important to emphasize here the steps in Keller’s pyramid model serve as ‘four crucial questions’ buyers often ask of the organisation’s product. These four steps further consists of six building blocks which again help in product improvement. They include: ‘’salience, performance, imagery, judgments, feelings and resonance’’. These are important considerations if the organisation is to attain the peak of the pyramid and develop a brand that will be successful in the market place. The diagram below shows how Coca-Cola is deploring emotional branding strategy in Keller Model:
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Diagram 6 Showing Coca Cola and Keller’s ‘Brand Equity Pyramid Model’
2.12.2 How Model can be applied
I will attempt to do a detailed consideration of the steps and building blocks. I will explain how the framework could be applied to build up the firm’s brand. I will also attempt to show ways the Coca-Cola Company is applying ‘’Keller’s Brand Equity Pyramid Model’’ to the Coca-Cola brand.
2.12.3 First, Brand Identity
’’Brand awareness creation is the objective of the first step’’. In other words, an organisation or marketer needs to ensure that the firm’s brand stands out. They are also to ensure their buyers notice and recognize it as well as are adequately cognizant of it.
When all of these are done, the organisation or marketer ‘’is just not creating brand identity and awareness’’, the organisation is interested in establishing the right or correct brand perceptions at important stages of the buying process.
2.12.4 Applying Step 1
In the first place, a marketer needs to be conversant with who the buyers are. In the second instance, the marketer needs to conduct market study so as to have a proper understanding of the way the customers perceive the firm’s brand. Also, the marketer would need to examine and analyse if there exists different segments having distinct demands and contrasting relationships with the organisation’s product. In other words, there may be segments in the market place that requires to be reached with a different element of the marketing mix.
.
Besides, the organisation or marketer would need to find out how the firm’s buyers determine their choices and choose between their own brand and that of competition. The marketer will have to analyse the decision-making processes that go into their customers’ choice of their brand and how the buyers classify the product or brand that they buy? Most importantly, it will be worth knowing how well the organisation’s brand stand out whenever the marketers follow the decision making process of their buyers.
This way the organisation or the marketer would be able to sell their brand or product by engaging their Unique Selling Proposition (USP) because it would meet their customers' needs. In any case, the organisation or marketer should already be conversant with the buyer’s needs anyways and the onus is on the marketer to find a way to convey to their clients how their brand fulfils these needs. 

At the end of Step 1, the organisation or the marketer must be satisfied that their customers understand the firm’s USPs when they were making their purchase decisions. It is also imperative that the marketer knows their clients perceive the organisation’s brand the way they should. If not, they are to determine how to rectify any specific perceptual problems that may exist. Such rectification may include modifying the product or service or by fine-tuning how the brand message has been communicated. The marketer or the organisation then has the responsibility to pinpoint the corrective actions that would need to be deployed to fix the problems.

The question is, how has the Coca-Cola Company been able to apply this step to building brand equity for the Coca-Cola brand? In other words, how has Coca-Cola been able to prove their brand salience to the universe? In the first place, with their specific red colour of ‘energy, excitement, youthful’ and in many more ways. In addition, Coca-Cola brand has endeavoured to capture the fancy of teens and young adults alike and through a ‘’consolidation of ingenious schemes like massive promotion as well as impressive advertising, Coca-Cola has remained connected with its clients. For instance, Coca-Cola continued to implement the 3A Penetration strategy i.e. Availability, Affordability and Accessibility strategy.

Coca-Cola continues to push for availability everywhere. The organisation has continued to push for affordability for its products by implementing competitive pricing with close competition and by rolling out brands and pack sizes that guarantees affordability. The firm has also continued to ensure that the products are accessible by putting the products at arm’s length of consumption.

In addition, still looking at how Coca-Cola has applied the first building block of salience, Coca-Cola rolled out the ‘Share a Coke, Share Happiness’ campaign in 2011 starting in Australia and gradually launched in United Kingdom. This has taken the imagination of the youths by storm. The campaign requests consumer to find a bottle of Coke with their names or jargons on it and share with friends and family. It went beyond that to ‘’custom-order a Share a Coke bottle with names from Coca-Cola website’’. Youngsters loved it and results were unbelievable. Volume grew about 4%, sale transactions went up +3% and Facebook traffic jumped by 870%.

Besides, Coca-Cola has also concentrated on implementing strategic community events and choosing venues which guarantee premium product placement and visibility for the brand. For instance, Coca-Cola has continued to partner with Olympic Games. This event definitely caters to positive human emotions thus ensuring increased positive brand association
2.12.5 Second, Brand Meaning 
The aim of the marketer or the organisation in step two is to determine and inform buyers of the meaning of the firm’s brand as well as all the brand represents. The building blocks here are ‘’Performance and Imagery’’. According to Keller, K.L, 2001, ‘’performance specifies the way the firm’s brand matches the buyer’s demands and this building block, contains five characteristics’’. They are ‘’main attributes and features; product authenticity, staying power and goodwill; servicing efficiency, performance and insight; technique and composition; and price’’. Imagery, on another hand, ‘’indicates how organisation’s brand matches the demands of the client’s on a civil and emotional level’’. A firm’s product can satisfy buyer’s demands either directly or indirectly; directly, ‘’when it comes from a buyer’s product experiences’’ and indirectly, ‘’when it is associated with commercial or with verbal conversation’’.
An excellent definition of meaning of the brand, will be a quality product. For such, brand performance will indicate and demonstrate its reliability and durability; existing and potential customers know that the product or brand is well crafted and stylish whereas brand imagery will be ‘’reinforced by its engagement of numerous natural activities and sociable purposes’’. Also, the fact that the product or brand possesses very strong ‘’reduce, reuse, recycle’’ appeals make the users of the product or brand feel good about buying it from a firm known for her interests and investment in environmental programs.
2.12.6 Applying Step 2
It is common knowledge that the experiences which buyers have with the product or brand is an explicit outcome of brand performance. The brand needs to match or surpass customers’ assumptions or expectations should the organisation intend to achieve allegiance. 

It is imperative, therefore, for the marketer to determine their customers' needs as well as research into how to transform the client’s demands into superior products i.e. what the customer wants rather than his means that the organisation will become customer oriented rather that production oriented and as such every efforts of the firm would be geared towards satisfying customers’ needs.

In addition, the organisation or marketer would need to carefully regard what kind of involvement clients should have with the brand. Besides, the organisation would need to make a conscious effort to ‘‘build a brand identity or personality’’.  Besides, the organisation needs to establish disparity in the firm’s current position and its planned position; then come up with how the gaps can be bridged.

The question is, how has the Coca-Cola Company been able to apply this step at enhancing the strength of the brand from the stand point of performance as well as imagery? First, in performance, the taste of the Coca-Cola drink is very unique and the organisation has not ceased in promoting refreshment and tasty as two intrinsic qualities of the brand. Also, the corporation has continued to ensure no one can replicate its taste hence ensuring secrecy for its formula.

In addition, Coca-Cola has rolled out different Cola flavours to address different customer tastes; these have not dismantled one another’s volumes. This action has also given Coca-Cola maximum market coverage. Also, investment in new packaging has affected Coca-Cola sales and industry standing positively. Besides, its bottling system also presents Coca-Cola the opportunity for enormous growth everywhere. Haseeb, (2015) posited “a unique set of associations in the mind of customers concerning what a brand stands for and the implied promises the brand makes.” 

Besides, it has continued to engender association with its customers on a long term basis by putting so much consideration on customer suggestions and response of what they, customers, really want thus creating fun around the brand. Coca-Cola has also sustained campaign around energy as well as the ‘Coca-Cola goes well with Food campaign’. Plessis, (2015) says ‘’developing connection that is strong via focusing on customers’ diverse feelings, sentiments and group connections using media has helped Coca-Cola to gain large followership’’

Second, in the area of Imagery, Coca-Cola constantly tries to improve its visibility so as to guarantee its brand image. The organisation makes massive investment in High Definition (HD) billboard advertising. It is common place to see massive roof-top hoardings, spectacular billboards all dotting strategic locations of highways and cities promoting the Coca-Cola brand. These have helped to maintain and sustain the brand in a major way.
 
Also, by being consistent and effective in communication, the Coca-Cola brand has endeared itself to customers and by expanding investment of the marketing funds in building the image of the brand, Coca-Cola has successfully seeded love for the product into the heart of the consumers For instance, deploying ‘Share a Coke, Share Happiness’ campaign at Christmas, the brand has made itself part of a special moment with friends and family at a special occasion. 
2.12.7 Third, Brand Response 
Buyers' reactions to an organisation’s brand usually fall into two groups: ‘’judgments and feelings’’ meaning that organisations’ clients would regularly make judgments about the firm’s brand in four major areas:
· Buyers will usually ’’judge a product depending on its definite or anticipated attribute’’.
· Clients will appraise reliability as: ‘’expertise or innovation, likability and trustworthiness’’.
· Organisation’s clients will consider the relevance of the organisation’s product or brand to their exclusive needs.
· Superiority: Organisation clients gauge how exceptional the firm’s brand is when compared with that of competition.
Besides, it is also important to note that buyers will respond to the firm’s brand based on their experiences or the feelings they get from using the product. For instance, a product may arouse excitement precisely or customers can react excitedly according to the way the product makes them feel. Keller, (2001), identified ‘’six specific perceptions which consumers have of a brand i.e. excitement, enjoyment, passion, protection, self-endorsement as well as self-confidence’’.
2.12.8 Applying Step 3  
As an immediate action, companies are expected to explore the different classes of ‘Judgements’ by answering these inquiries:
· What options has a marketer to ‘’enhance the actual and perceived quality of its product’’ offering?
· In what ways can the organisation boost the credibility of its brand?
· To what extent has the firm’s marketing strategy communicate the relevance of the firm’s brand to the customer's needs?
· In what way does the organisation’s brand or product compare with the ones offered by competition?
In addition, the organisation is to carefully consider the six brand feelings earlier mentioned and determine which of these feelings is the focus of the firm’s current marketing approach. Also, the organisation would be required to implement customer loyalty programs to reinforce these feelings for the clients. Besides, organisation would have to describe relevant actions to be taking to address every customer concerns.
The question then is, in what way has Coca-Cola been able to apply this step ‘to boost the equity of the brand from the stand point of judgements as well as feelings?’ First, Coca-Cola has adapted her Cold Drinks message in many key markets. Haseeb, 2015, posited that, ‘’Coca-Cola has erred on the side of innovation and flexibility by being able to adapt their Cold Drinks in many markets and so has been able to match all manners of customers’ demands’’.
In addition, the brand uses ‘uniqueness and style’ to develop messages and images which has continued to ensure emotional association between the brand and its customers. Haseeb, (2015), admitted that one outstanding thing that Coca-Cola has also done, to retain the integrity of the brand, is veer ‘’product away from sugar carbonated drink image’’ which had always been the case in the past. 
The objective of creating a feeling of emotional connection with the brand is also behind the roll out of bigger packages of the Coca-Cola brand i.e. 1 litre, 2 litre and 3 litre packs. These are packs that are to be enjoyed by sharing with friends and family sitting round a table thus creating a sense of unity, family, celebration and happiness. That is not all, the ‘’Coca-Cola’s ‘Taste the Feeling’ campaign makes consumers to feel a sense of unity, celebration, self-respect, family and friend’’. 
This way, brand Coca-Cola drives value in the hearts of their consumers such that they are prepared to spend premium on the product rather than shift to a competing brand. Plessis, (2015), added that, ‘’despite the fact that Coca-Cola’s recipe and ingredients are not really far apart, from that of competition, its concept of being able to be associated with the memories of consumers, such that the power of recall is high, is not only unique but very effective in driving connection with consumers’’
2.12.9 Fourth, Brand Resonance
Sitting very top of the pyramid is ‘Brand Resonance’ and this is the most enticing level for the consumer to attain. This level describes how much connection or association buyers want with the brand. An organisation attains this level if clients perceive a profound, emotional connection with the organisation’s brand.
The level of Brand Resonance can be categorised as:
· ‘Behavioural’ allegiance: this involves routine and repeat purchases.
· ‘Attitudinal’ Connection: this means buyers admire the firm’s brand or product and classify its purchase as special. They have some sense of psychological attachments.
· ‘Sense of community’: Corporation clients see themselves associated with any person identified with the product especially new users of the product or brand including the marketer’s agents.
· ‘Active engagement’: This means that buyers are passionately committed to marketer’s product though when they may not be making a purchase i.e. belong to an association linked with the product or brand; engage in online  chats or any social media activities, marketing or product events etc.
2.12.10 Applying Step 4
The aim of the organisation at this level is to bolster the different categories of Brand Resonance i.e. the firm must be interested in listing and implementing programs and actions that will strengthen behavioural loyalty. This is the point where marketers will consider coupons or gifts with every singular purchase or implement other client loyalty activities. Largely, marketers will spend quality time trying to identify how and how to reward VIP clients; those people who are the champions of the brand. They will consider hosting events which can drive customer traffic as well as enlarge buyer interaction with the product.
The question then is how has the Coca-Cola Company been able to apply this step at enhancing the brand equity of the Coca-Cola brand especially from stand point of resonance? Coca-Cola’s promotions campaign has been very creative and innovative; its use of social media like Facebook contest and internet campaigns like ‘Share a Coke’ have been astonishing. These programs ensured that the consumers are fully involved with the brand.
So also, the use of coupons, on a consistent basis, in seeding the products like the Coca-Cola and Coke Zero Can drinks ensure that the community is consistently attached to the brand. To the consumer who drinks Coca-Cola, it is ‘’more than just a drink in a can’’.
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Diagram 7 Showing Six Building Blocks of Brand Equity
2.13 Advantages of the Model
First, the brand equity model is very easy to understand and implement.
Second, the model is a pragmatic yard-stick or benchmark for illustrating brand equity particularly from the point of view of financial orientation.
Third, buyer feedback is tested based on brand recognition or brand identification, as in the case of a blind testing, however the model isolates the value of the brand.
2.14 Disadvantages of the Model
First, the Model poses some challenge in resolving whether buyer reactions are provoked by brand awareness or universal product know-how.
Second, the model presents a fixed perspective and narrow diagnostic value for critical decision making.
Third, it is common knowledge that the completeness of brand equity that has been learned with the model is dependent on the number of applications that have been tested or examined.   

CHAPTER THREE

METHODOLOGY OF RESEARCH
3.0 Preamble
This dissertation was embarked upon by pursuing some rational strides that facilitate the accomplishment of research objectives.  In doing that, attempts were made to analyse ‘’construct of the study, people involved in the study, reasoning behind the research, system of undertaking the study, research onion, data gathering tools i.e. the questionnaire, sampling design and procedures as well as methods for interpreting gathered information’’.
3.1 Research Philosophy
‘’Positivist Research Philosophy’’ was used to carry out the research. Saunders et al., (2007), describes ‘’research philosophy as base for every research project’’. This is why this study will embrace ‘Positivist Research’ for the simple reason that in collecting and analysing data, quantitative method will be deplored. Saunders et al., (2007), further posited that ‘’being positive allows for fact backed and broad truths which essentially has to do with individual behaviours’’. Bosch et al., (2010), agreed that ‘’Positivist research assists to strengthen exploratory project in using current approach to advance hypothesis’’.
3.2 The Research Onion
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Diagram 8: culled from: Saundlers et al., (2007)
Diagram 8 above illustrates clearly ‘’the research onion’’. Saunders et al., (2007), created ‘’this framework to symbolize five steps a research person must take when developing an efficient research method’’
· Starting point is to prescribe the research philosophy for undertaking the research
· Stage two is to choose the right research approach
· Stage three is to select the research strategy
· Stage four is to determine the timeframe
· Stage five is to establish data collection methods
3.2.1 Benefits of the Research Onion
· It establishes the various steps through which the diverse system of collecting data can be comprehended
· It depicts the stages a scholarly study could be defined and described.
3.3.	Research Approach
In this study, ‘’Deductive Research Approach’’ was engaged for the analysis involved in the study. Silverman, (2013), affirmed ‘’deductive research approach establishes study proposition from an existent concept and develops the research approach to test the hypothesis’’. 
Rationale for adopting the approach comes from 5 consecutive steps:
· Able to derive hypothesis from the theory
· Able to indicate how variables are to be measured.
· Able to test hypothesis operationally
· Can investigate the exact result of hypothesis (this could affirm the theory or demands adjustments), and
· Where necessary, the hypothesis can be adjusted based on the results.
Saunders, et al., (2012), affirmed that ’’a crucial supplementary attribute of deduction is that the theory requires to be working such that it permits data to be systematically analysed’’.
3.4.	The Design of this Research
Asika, E. (2004) described ‘’Research Design as a scheme which empowers the research person to determine which suitable method to select in collecting and analyzing information’’. Asika, E. (2004) explained further the ‘’design is a component of the methods of carrying out the research and so it can be classified as "member" of an objective survey research methods’’.
Krippendorff, (2004), added that ‘’Research Design is a comprehensive blueprint which ensures that data could be protected in a manner that makes the study possible to reproduce and secure for investigation at a later date or time. In other words, ‘’ Research Design’’ means explanation of the entire mechanisms that goes into completing the study.
Flick, (2011) posited that the ‘’Research process is a structure, including the discussion leading to the choice of relevant method selected, the way and manner the survey participants were chosen and the way the information or data will be processed’’. Denzin and Lincoln, (2011) added that ‘’Research Designs can be kinds of analysis within qualitative, quantitative, and mixed methods systems that can give precise guidance to the methods of research design’’. 
Therefore, in this research, the ‘Survey Design’ was embraced. Questionnaires were deplored to source primary data afresh. Saunders et al., (2007), agreed with the use of this instrument, when he said, ‘’the survey research design was engaged so that relevant data can be ascertained regarding the personalities of the survey people and a selected sample size’’.
3.5.	Population of Study
Asika, E. (2004), describes a population as consisting of all manners of imaginable factors, subjects or considerations concerning a specific circumstance which is of interest to the research person. Contributing further, Asika, E. (2004), explained that ‘’Population can also be said to be some aggregate of factors which have familiar characteristics.
Asika, E. (2004), defined that other words for population would include ‘universe’, ‘census’ etc. In their own contribution, Oyeniyi et al., (2016), defined ‘’population as the total elements, units, items or individuals out of which sampling sizes are selected in the case of research analysis’’. Therefore, for this research, the study population focused on staff, buyers and sellers of Coca-Cola as well as consumers of the product made by Coca-Cola European Partners, United Kingdom.  In all, this research sourced information from 307 respondents. A breakdown of respondents shows that customers or sellers constitute 95 people or 31%, consumers were 174 people or 57% and Coca-Cola staff were 38 individuals or 12%. 
3.6	Sampling Design
‘’Purposive technique’’ was adopted for this study. The technique, which is a ‘non-probability’ approach enables this research fellow to choose participants who possess the intellectual capability to complete the questionnaires correctly. Therefore, for the study, ‘Purposive technique’ was adopted to carry out questionnaire distribution to survey participants. 
3.7	Sourcing the Data
Every information needed to carry out this work are obtained using ‘’Primary and Secondary data’’ sources. Bryman, (2012), defined primary data as ‘’derivable afresh from first-hand sources which can be ancient or historical or information sourced from survey participants in survey or interview’’. In other words, this is data collected afresh from respondents instead of data previously gathered by another person. In this research, primary data were gathered using questionnaires served on Coca-Cola consumers (174 no), the sellers (95 no) as well as staff (38 no) of the Company.
On the other hand, Newman, (1998), defined ‘’secondary data as data derivable out of research or judgement of other people’’ Contributing to the argument, Sanders et al., (2012), added that ‘’secondary data may be quantitative or qualitative which are utilized predominantly in either descriptive or exploratory study’’ Continuing the explanation, Sanders et al., (2012), added that ‘’the data could be fresh, in which case, little or no alterations has taken place, or summarised, in which case, data has undergone a form of compiling.
The justification of using both sources of data (Primary and Secondary) is to ensure proper capturing of information relating to the subject matter.
3.8	Administering Data Gathering Tool
In this study, the data collection instrument i.e. the questionnaire is set in three parts; Part 1 demands relevant personal information of the survey participants. The data so sourced affords the research person the opportunity to understand the level of competence, stature, quality, background etc. of the survey participants. 
Part 2 details straightforward questions which will provide data for data analysis and hypothesis testing. These were, deliberately, made that way so that both the respondents’ responses and the researcher’s data analysis will be uncomplicated. Part 3 demands of the respondents any other general information that could be useful to the research outcome. This research person actually planned executing questionnaires to nothing less than 300 respondents so as to ensure a close to valid results, but 307 respondents were eventually reached.
This research employed the services of two Research Assistants to assist with administration of questionnaires. Questionnaires were mainly administered through telephone due to Covid-19. The questionnaires that were administered to staff of the Coca-Cola European partners were served on them by a staff of the Corporation, Sameer Patel who was gracious enough to help do this despite his very tight official schedules.
3.9	Research Instrument Validity
Asika, E. (2004), defined ‘’Validity as capability of the data gathering tool i.e. the questionnaire to be able to do the job of measurement for which it has been created’’. If measurement is to be valid, such measurement must be devoid of any error. As for this research, ‘content validity’ is considered central for its analysis, even as the researcher ensures that the questions in the questionnaires are linked to the topic being studied. The questions were explicit, clear and detailed, besides, they were carefully checked so as to guide against the instrument lacking ‘measurement scale’.
3.10 Research Instrument Reliability
In this study, the need at ensuring that information collection instrument i.e. the questionnaire is adjudged reliable, led this researcher to carry out a ‘Pilot’ test with the survey instrument. Besides, the data gathering instrument i.e. the questionnaire was also administered on some samples of the respondents so as to determine if the instrument is interpreted the same way by all the sampled respondents and to ensure that the questions are similarly comprehended by all survey participants. I need to, also mention at this point, that for the security of data generated, I would keep the data confidential. 
3.11 The Pros of the Questionnaire Method
First, this method is some inexpensive way of gathering quantitative information particularly if it is to be self-administered. It can be placed on personal websites or even emailed to respondents.
Second, the questionnaire method is a very practical way to collect information. The questions asked and the format they are presented are entirely due to the researcher; they can be open-ended or multiple choice.
Third, getting results of surveys through questionnaires are very quick whether using online or mobile tools. Turnaround time is as little as 24 hrs. 
Four, provided the respondents have got internet, questionnaires can reach many respondents wherever they are in the world and besides, analysis of data can also be very easy.
Five, most importantly, questionnaires can be designed to cover every aspect of a topic but it is in the interest of the marketer or researcher to keep the questions short otherwise they may become discouraging.
3.12 Disadvantages of the Questionnaire Method
One disadvantage of the questionnaire method is that respondents may give dishonest answers. Besides, key questions may be over-looked or not responded to.
Second, unlike in a face to face interviewing method, respondents to the questionnaire may have different interpretations of the questions.
Third, besides the fact that the emotions of respondents may not be property captured in a questionnaire, some questions may be tough to figure out.
Four, a major disadvantage of the questionnaire method is the issue of accessibility. It will be completely inappropriate to expect respondents with sight, hearing impediments to completely questionnaires or respond to it on phone. Illiteracy is also an impairment. 
3.13	Method of Data Analysis
Information and data gathered using the survey instrument were analysed with ‘’SPSS version 21 software i.e. ’Statistical Package for Social Science ’’. Information or data gathered was described by what is called ‘Descriptive Statistical Test’ and hypothesis was tested using what is called the ‘Correlation and Regression Analysis’.
3.14	Constraints of Research Methods
A few factors may likely affect the quality and excellence of this exploratory work. These factors or constraints will affect the efficiencies of the study: 
· First, the certainty level of the study can only be comparable to the amount of data made available by the survey participants.
· Second, it is near impossible to guarantee the unfairness of the data given by the respondents. 
· Third, it is almost certain that the data collected will have inaccuracies hence affecting the ending and suggestions which the research has made, therefore, prospective or additional work on the study should enlarge its purview.
· Furthermore, the research location is limited to London, United Kingdom. 
Nonetheless, it must be emphasized these drawbacks cannot be limited to this research work but also to every study that utilizes the survey analysis method.

		CHAPTER FOUR

DATA SCRUTINY & RESULTS EXPLANATION 

4.0	Preamble

The fourth chapter is designed for a comprehensive scrutiny of data collected during field survey. Also, it will translate or interprete the outcomes obtained from data analysis. Analysed data is tabulated adopting measures as well as elementary percent (%). Besides, some parts of this analysis are presented in pictures employing histogram as well as pie charts.

Section 4.1 below focused on the respondents’ demographic profile and centred on pictorial representation of their responses to general questions while the second section is focused on the test of research hypotheses.

4.1 Socio-Demographic Information

	Table 4.1.1 Survey Participants’ Distribution by Gender


	
	
	Measures
	%
	Aggregate %

	
	Male
	182
	59.3
	59.3

	
	Female
	125
	40.7
	100.0

	
	Total
	307
	100.0
	


                Pulled From Questionnaire

Table 4.1.1 reveals the measures and percentage distribution of men versus women participants as 182 (59.3%) to 125 (40.7%) respectively. This means higher number of men than their women counterparts participated in completing questionnaires.

Graph 4.0 Graphical Respondents Distribution by Gender
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Bar Chart Showing Respondents’ Distribution by Gender 
Graph 4.0 graphically reveals participants representation by gender indicating more males than females.
[image: ]

Pie Chart Showing Respondents’ Distribution by Gender

	Table 4.1.2   Survey Distribution of Participants by Age


	
	    

	Measures
	%
	Aggregate %

	
	15yr-24yr
	154
	50.2
	50.2

	
	25yr-34yr
	126
	41.0
	91.2

	
	35yr-44yr
	21
	6.8
	98.0

	
	45yr-54yr
	6
	2.0
	100.0

	
	Total
	307
	100.0
	

	
	
	
	
	


Pulled From Questionnaires

The table above reveals respondents age; 15-24, 154 (50.2%); 25-34, 126 (41.0%); 35-44, 21 (6.8%); 45-54, 6 (2%). There were no respondents of the age 55 yrs+. The 15-24years & 25-34years age brackets constitute bulk respondents. These are the youth groups and they form the working population.



Graph 4.1 Graphical Age Distribution of Participants
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Bar Chart Showing Participants’ Distribution by Age

Graph 4.1 graphically shows gender representation of respondents revealing that most of the respondents are both vibrant youth and the working population. Age group of 15-24 years and 25-34years.
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Pie Chart Showing Participants’ Distribution by Age
Above diagram is a pie chart graph showing participants’ allotment by age indicating that most of them are both vibrant youths and potential members of the labour class.

	Table 4.1.3  Respondents Distribution by Education


	
	
	Measures
	%
	Aggregate %

	
	Secondary Education
	43
	14.0
	14.0

	
	Post-Secondary Education
	187
	60.9
	74.9

	
	Tertiary
	77
	25.1
	100.0

	
	Total
	307
	100.0
	

	
	
	
	
	

	
	
	
	
	


         Pulled From Questionnaires

Table reveals that 43 respondents or 14.0% have secondary education. 187 or 60.9% have post-secondary, 77 or 25.1% have other forms of qualifications i.e. 1st and 2nd degrees or PhD qualification meaning that all levels of certificate holders were reached with questionnaires.

Graph 4.2 Graphical Participants’ Distribution by Education.
[image: ]
Bar Chart Showing Participants’ Distribution by Education
Above shown diagram reveals that the bulk of respondents are Post-Secondary Education certificate holders. These are a people who seek to earn qualifications that can lead them up the ladder of corporate business.
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Pie Chart Showing Participants’ Distribution by Education

		Table 4.1.4  Participants’ Allotment by Length of Service





	
	Length of Service
	Measures
	%
	Aggregate %

	
	0yr-5yr
	41
	13.4
	13.4

	
	6yr-10yr
	180
	58.6
	72.0

	
	11yr-15yr
	71
	23.1
	95.1

	
	16yr+
	15
	4.9
	100.0

	
	Total
	307
	100.0
	


        Pulled From Questionnaire
.
The diagram above shows 41 respondents or 13.4% with 0-5years length of service, 180 respondents or 58.6% with 6-10years length of service,71 respondents or 23.1% with 11-15years length of service and 15 respondents or 4.9% with 16 years+ length of service. This means that every level of experience was surveyed. Could it be that people who had stayed too long in an organisation do not consider surveys of this kind important or could it be they are too busy looking at the bottom line?
Graph 4.3 Graphical Participants’ Apportioning by Length of Service 
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Bar Chart Showing Participants’ Apportionment by
Length of Service

The above graph reveals that preponderance of survey was carried out among respondents with 6-10 years length of service. It seems the senior people with lengthen years of experience may not have responded or they are fewer in terms of numbers in the corporation
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Pie Chart Showing Participants’ Apportionment by
Length of Service

	
Table 4.1.5. Participants’ Apportionment by Management Level


	
	Level of Management
	Measures
	%
	Aggregate %

	
	Senior Management
	45
	14.7
	14.7

	
	Supervisory Management
	149
	48.5
	63.2

	
	Junior Management
	113
	36.8
	100.0

	
	
	
	
	

	
	Total
	307
	100.0
	


     Pulled From Questionnaires

Data above reveals 45 respondents or (14.7%) top level managers. 149 respondents or (48.5%) were middle level managers, 113 respondents or (36.8%) of the lower level cadre.  This signifies that the questionnaires reached more respondents at the Middle Level of management than the other cadre of management. It also reveals that every level of management participated in the survey without discrimination.

Graph 4.4 Graphical Participants’ Apportionment by Management Level
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Bar Chart showing of Participants’ Allotment by Management Level 

Graph above reveals the larger number of respondents were the middle level management cadre. These cadre usually constitute bulk of an organisation’s employees.
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Pie Chart Showing Participants’ Distribution by 
Management Level

	Table 4.1.6. Survey Participants’ Allotment by Marital Status


	
	
	Measures
	%
	Aggregate %

	
	Married
	173
	56.4
	56.4

	
	Single
	134
	43.6
	100.0

	
	
	
	
	

	
	Total
	307
	100.0
	


             Pulled From Questionnaires

Table above reveals 173 respondents or 56.4% are married while it also shows that 134 or 43.6% respondents are single. This means that more married people took part in this survey. Could it be that they had more time on their hands or could it be that married people have a message to convey to others?


 

Graph 4.5. Graphical Participants’ Apportionment by Marital Status.
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Bar Chart Representation of Participants’ Apportionment by Marital Status

Above graph reveals about 60% of the applicants are married people indicating that the married may have more time on their hands for exercise like surveys or completing questionnaires.
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Pie Chart Showing Participants’ Distribution by 
Marital Status


4.2 	Analysing the Research Questions
	
Table 4.2.1. STATEMENT 1: An Increasing Number of Companies Worldwide Establish and Integrate The Corporate Social Responsibility Policy


	 
	
	Measures
	%
	 % True/False
	Aggregate %

	
	Strongly Disagree
	64
	20.9
	20.9
	20.9

	
	Disagree
	60
	19.5
	19.5
	40.4

	
	Undecided
	15
	4.9
	4.9
	45.3

	
	Agree
	106
	34.5
	34.5
	79.8

	
	Strongly Agree
	62
	20.2
	20.2
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaire

54.7% of the survey participants affirmed i.e. strongly agreed + Agreed that an increasing number of companies worldwide establish and integrate the corporate social responsibility policy while 40.4% participants disagreed. Also, 4.9% surveyors were unsure. I can, therefore, say that many corporations worldwide establish and integrate the corporate social responsibility policy since majority respondents agreed.

	Table 4.2.2. STATEMENT 2: CSR Actions Influences Organisation’s Competitiveness

	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	84
	27.4
	27.4
	27.4

	
	Disagree
	55
	17.9
	17.9
	45.3

	
	Undecided
	12
	3.9
	3.9
	49.2

	
	Agree
	97
	31.6
	31.6
	80.8

	
	Strongly Agree
	59
	19.2
	19.2
	100.0

	
	Total
	307
	100.0
	100.0
	


  Pulled From Questionnaires
50.8% of the respondents in the table above agreed that corporate social responsibility influences the corporate competitiveness while 45.3% of the participants disagreed. 3.9% others did not make up their minds. I can thus conclude that CSR has the ability to influence the organisational competitiveness since majority respondents agreed. 

	Table 4.2.3. STATEMENT 3: Corporate Social Responsibility actions subscribes to various Civil, Communal, Natural as well as Financial or monetary management aspirations.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	60
	19.5
	19.5
	19.5

	
	Disagree
	55
	17.9
	17.9
	37.4

	
	Undecided
	23
	7.5
	7.5
	44.9

	
	Agree
	94
	30.6
	30.6
	75.5

	
	Strongly Agree
	75
	24.5
	24.5
	100.0

	
	Total
	307
	100.0
	100.0
	


  Pulled From Questionnaires

55.1% of the respondents, in the table above, agreed that Corporate Social Responsibility subscribes to various civil, communal, natural as well as financial or monetary management aspirations while 37.4% disagreed that is the case. 7.5% other participants did not make up their minds. I can, therefore, deduce CSR contributed in implementing various civil and communal as well as natural and financial management objectives since majority respondents agreed. 

	Table 4.2.4. STATEMENT 4: There is likelihood that positive correlation exists amidst CSR actions vis-à-vis improvement in Brand Equity at Coca-Cola European Partners, United Kingdom 


	
	
	Measures
	%
	 % True/False
	Aggregate %

	
	Strongly Disagree
	63
	20.5
	20.5
	20.5

	
	Disagree
	61
	19.9
	19.9
	40.4

	
	Undecided
	12
	3.9
	3.9
	44.3

	
	Agree
	95
	30.9
	30.9
	75.2

	
	Strongly Agree
	76
	24.8
	24.8
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires.

55.7% participants in this survey, as seen in the table above, agree positive correlation exists amidst CSR actions vis-à-vis improvement in brand equity, Coca-Cola European Partners, United Kingdom. 40.4% of the respondents disagreed and 3.9% of the respondents were undecided. I can, therefore, infer that at Coca-Cola European Partners, United Kingdom, CSR initiatives and actions can drive Brand Equity positively since majority respondents agreed.

	Table 4.2.5. STATEMENT 5:  Corporate Organisations are concerned about what they can take from community rather than return to community.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	58
	18.9
	18.9
	18.9

	
	Disagree
	63
	20.5
	20.5
	39.4

	
	Agree
	123
	40.1
	40.1
	79.5

	
	Strongly Agree
	63
	20.5
	20.5
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaire
60.6% of survey participants in the above shown table agreed most organisations would, in the past, show more interest in all that can be taken from the community rather than can be given back to community. 39% participants rejected the notion meaning that it is confirmed that in the past many corporations will be more interested in all they can get from community rather than they will give back to the community since majority respondents agreed.

	Table 4.2.6. STATEMENT 6: Enterprises together with the Community will benefit if organisations will vigorously endeavour to implement social responsibility actions.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	58
	18.9
	18.9
	18.9

	
	Disagree
	60
	19.5
	19.5
	38.4

	
	Undecided
	16
	5.2
	5.2
	43.6

	
	Agree
	112
	36.5
	36.5
	80.1

	
	Strongly Agree
	61
	19.9
	19.9
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled from Questionnaires

56.4% survey participants above agreed that enterprises and society will of a necessity benefit if organisations endeavour to implement social responsibility actions. About 39% of the participants disagreed and 5% were undecided. It can, thus, be inferred that enterprises together with community will benefit if corporations vigorously pursue social responsibility actions since majority respondents agreed.
	Table 4.2.7. STATEMENT 7:  All categories of Organisation members are inspired to play a part in programs organized by the Organization, Professional bodies and the Society.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	54
	17.6
	17.6
	17.6

	
	Disagree
	87
	28.3
	28.3
	45.9

	
	Undecided
	13
	4.2
	4.2
	50.1 

	
	Agree
	84
	27.4
	27.4
	77.5

	
	Strongly Agree
	69
	22.5
	22.5
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

50% participants in this survey agreed that all categories of Organisation members are inspired to play a part in programs organized by the Organization, Professional bodies and the Society. 45.9% of the participants differed while 4% were undecided. I can infer that different categories of company staff can conveniently take part in company sponsored as well as professional and community events.

	Table 4.2.8. STATEMENT 8:  Company staff engage in a range of Trade enhancement Clubs and Cooperatives


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	58
	18.9
	18.9
	18.9

	
	Disagree
	56
	18.2
	18.2
	37.1

	
	Undecided
	17
	5.5
	5.5
	42.6

	
	Agree
	96
	31.3
	31.3
	73.9

	
	Strongly Agree
	80
	26.1
	26.1
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

57.4% surveyed people believed that Company staff engage in a range of Trade enhancement Clubs and Cooperatives. While 37.1% participants differed, about 6% were undecided meaning that Company workers would engage in a range of trade enhancements clubs and cooperatives since majority respondents agreed. By engaging in company funded clubs and company organised cooperatives, organisation workers are taking advantage of Corporate Social Responsibility actions of the firm. 

	Table 4.2.9. STATEMENT 9:  A major objective of the CSR is producing goods and services and making them reachable to consumers profitably.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	54
	17.6
	17.6
	17.6

	
	Disagree
	64
	20.8
	20.8
	38.4

	
	Undecided
	12
	3.9
	3.9
	42.3

	
	Agree
	104
	33.9
	33.9
	76.2

	
	Strongly Agree
	73
	23.8
	23.8
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

58% participants as seen above positively indicate that a major objective of CSR is producing goods and services and making them reachable to consumers. The organisation, while ensuring that, its goods and services reach the ultimate consumers, is expected to achieve a measure of profit. While 38% participants differed, 4.2% expressed indecision indicating a key objective of CSR is producing goods and services and making them reachable to consumers profitably since majority of the respondents agreed. 

	Table 4.2.10. STATEMENT 10:  If Businesses are recognised as naturally helpful, then a higher reciprocal relationships will of necessity develop amongst the businesses and their communities.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	55
	17.9
	17.9
	17.9

	
	Disagree
	57
	18.6
	18.6
	36.5

	
	Agree
	119
	38.8
	38.8
	75.3

	
	Strongly Agree
	76
	24.7
	24.7
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

	63% participants in this survey agreed that If Businesses are recognised as naturally helpful, then a higher reciprocal relationships will of necessity develop amongst the businesses and their communities. While 37% of the participants differed, there were no undecided respondents indicating a very high number of respondents agreeing with the statement.

Table 4.2.11. STATEMENT 11:  Coca-Cola European Partners, United Kingdom Strengthen Its CSR initiatives by Protecting Personal Gains without consideration for goods as well as services.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	60
	19.5
	19.5
	19.5

	
	Disagree
	122
	39.7
	39.7
	59.2

	
	Agree
	68
	22.1
	22.1
	81.3

	
	Strongly Agree
	57
	18.6
	18.6
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

Only 41% participants admitted that Coca-Cola European Partners, United Kingdom will strengthen its corporate social responsibility actions and protect personal gains at the expense of goods and services. While 59% participants differed, no undecided respondents were recorded. By the result of this analysis, it can, therefore, be inferred that Coca-Cola European Partners, United Kingdom would not strengthen its CSR actions and protect personal gains without consideration for goods and services since majority respondents disagreed. This means that Coca-Cola European Partners will give prominence to the product she delivers to the people, For example, the product quality, its availability, affordability as well as the product’s acceptability. It also means, great attention will be paid to meeting the needs of the consumers in the way the consumers want their needs met.

	Table 4.2.12. STATEMENT 12:  Coca-Cola European Partners, United Kingdom needs to engage totally programs which will unmask her plans to compensate the community’s support.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	57
	18.6
	18.6
	18.6

	
	Disagree
	55
	17.9
	17.9
	36.5

	
	Undecided
	13
	4.2
	4.2
	40.7

	
	Agree
	120
	39.1
	39.1
	79.8

	
	Strongly Agree
	62
	20.2
	20.2
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

59% surveyed participants admitted Coca-Cola European Partners needs to engage totally programs which will unmask her plans to compensate the community’s support. 37% participant’s differed and 4% respondents were undecided meaning it is important that Coca-Cola European Partners needs to engage completely programs which will unmask her plans to compensate the community’s support since majority respondents agreed.
	Table 4.2.13. STATEMENT 13:  A number of Corporations act unacceptably therefore the authorities and other administrative groups must impose sanctions.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	59
	19.2
	19.2
	19.2

	
	Disagree
	52
	16.9
	16.9
	36.1

	
	Agree
	121
	39.4
	39.4
	75.5

	
	Strongly Agree
	75
	24.4
	24.4
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

63.8% participants at this survey admitted not a few Corporations act unacceptably therefore the authorities and other administrative groups must impose regulatory sanctions. 36.1% of the respondents disagreed so it is true that a number of organisations act in ways that are unacceptable and so the authorities must step in to impose regulatory sanctions because majority respondents agreed.
	
Table 4.2.14. STATEMENT 14:  CSR cannot be said to be an unfamiliar or odd method in Coca-Cola European Partners, United Kingdom. It is certain it forms part of the Corporation’s go-to-market strategy.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	60
	19.5
	19.5
	19.5

	
	Disagree
	63
	20.5
	20.5
	40.0

	
	Undecided
	15
	4.9
	4.9
	44.9

	
	Agree
	110
	35.8
	35.8
	80.7

	
	Strongly Agree
	59
	19.2
	19.2
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires


	From the table above, more than half participants at the survey indicated that CSR cannot be said to be an unfamiliar or odd method in Coca-Cola European Partners, United Kingdom. As a matter of fact, it is apparent that implementing CSR initiatives form a major part of the Corporation’s go-to-market strategy. While 40% participants disagreed, 4.9% could not make up their minds. It can, therefore, be inferred that CSR cannot be said to be an unfamiliar method or odd in Coca-Cola European Partners, United Kingdom since majority respondents agreed.

Table 4.2.15. STATEMENT 15:  It can be said that the bottom line is the most important factor in doing business, however, a serious organisation must not lose sight of the far reaching benefits of implementing CSR initiatives.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	62
	20.2
	20.2
	20.2

	
	Disagree
	65
	21.2
	21.2
	41.4

	
	Agree
	85
	27.7
	27.7
	69.1

	
	Strongly Agree
	95
	30.9
	30.9
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

About 60% participants agreed that the bottom line is the most important factor in doing business, however, a serious organisation must not lose sight of the far reaching benefits of implementing CSR initiatives. While 41.4% participants differed, no participant was undecided. It follows, therefore, that revenue generation represents key purpose for the corporation, but however, a serious company must not lose sight of the far reaching benefits of implementing CSR initiatives.  A going concern needs to make money if that business is to survive in the market place and doing that will include delivering products that consumers want profitably. However, included in the package of survival are the CSR actions which the organisation cannot but implement because they are absolutely beneficial to its survival. 
	
	Table 4.2.16. STATEMENT 16:  Coca-Cola European Partners, United Kingdom has a properly defined and well-drawn up CSR guidelines within the organisation.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly disagree
	56
	18.2
	18.2
	18.2

	
	Disagree
	62
	20.2
	20.2
	38.4

	
	Undecided
	18
	5.9
	5.9
	44.3

	
	Agree
	73
	23.8
	23.8
	68.1

	
	Strongly agree
	98
	31.9
	31.9
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

55.7% partakers in the survey admitted Coca-Cola European Partners, United Kingdom has a properly defined and well-drawn up CSR guidelines within the organisation. While 38.4% participants disagreed, 5.9% could not make up their minds. This result inferred that Coca-Cola European Partners, United Kingdom has a properly defined and well-drawn up CSR guidelines within the organisation since majority respondents agreed.

	Table 4.2.17. STATEMENT 17: The involvement of an organisation implementing CSR actions cast invaluable measure of altruism on the firm thus inputting additional commercial worth on the organisation.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	58
	18.9
	18.9
	18.9

	
	Disagree
	56
	18.2
	18.2
	37.1

	
	Undecided
	17
	5.5
	5.5
	42.6

	
	Agree
	105
	34.2
	34.2
	76.8

	
	Strongly Agree
	71
	23.1
	23.1
	100.0

	
	Total
	307
	100.0
	100.0
	


 Pulled From Questionnaires
Table above shows 57% applicants agreed the involvement of an organisation implementing CSR actions can cast invaluable measure of altruism on the firm thus inputting additional commercial worth on the organisation. While 37% applicants disagreed, 6% were undecided. It can, therefore, be inferred the involvement of an organisation implementing CSR actions will cast invaluable measure of altruism on the firm thus inputting additional commercial worth on the organisation.
	
Table 4.2.18. STATEMENT 18: Actually getting elaborate with CSR actions will boost an organisation’s image and reputation.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly Disagree
	80
	26.1
	26.1
	26.1

	
	Disagree
	57
	18.6
	18.6
	44.7

	
	Undecided
	15
	4.9
	4.9
	49.6

	
	Agree
	54
	17.6
	17.6
	67.2

	
	Strongly Agree
	101
	32.8
	32.8
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

50.4% survey participants admitted that getting elaborate with CSR actions will boost an organisation’s image and reputation. While 45% participants disagreed, 4.9% other participants were undecided meaning actually getting elaborate with CSR actions will boost an organisation’s image and reputation.

Conversely, it follows CSR programs of Coca-Cola European Partners have contributed in no small measures to enhancing not just the corporation’s reputation but also brand Coca-Cola in the United Kingdom
	Table 4.2.19. Statement 19:  Getting elaborate with CSR activities gives Coca-Cola European Partners, United Kingdom competitive advantage via rising and expanding business.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Disagree
	60
	19.5
	19.5
	19.5

	
	Undecided
	14
	4.6
	4.6
	24.1

	
	Agree
	156
	50.8
	50.8
	74.9

	
	Strongly agree
	77
	25.1
	25.1
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires

75.9% participants, as shown above, admitted that getting elaborate with CSR activities gives Coca-Cola European Partners, United Kingdom competitive advantage via rising and expanding business. 20% survey participants declined while 4.6% could not make up their minds. It can be inferred, getting elaborate with CSR activities gives Coca-Cola European Partners, United Kingdom competitive advantage via rising and expanding business.

	Table 4.2.20. STATEMENT 20: Regulatory authorities are to be compelled to set nominal ratio which organisations will commit to CSR Actions out of their business revenue.


	
	
	Measures
	%
	% True/False
	Aggregate %

	
	Strongly disagree
	58
	18.9
	18.9
	18.9

	
	Disagree
	62
	20.2
	20.2
	39.1

	
	Undecided
	13
	4.2
	4.2
	43.3

	
	Agree
	110
	35.8
	35.8
	79.1

	
	Strongly agree
	64
	20.9
	20.9
	100.0

	
	Total
	307
	100.0
	100.0
	


Pulled From Questionnaires
56% participants agreed that government and other regulatory authorities are to be compelled to set nominal ratio which organisations will commit to CSR Actions out of their business revenue. While 39.1% survey participants disagreed, 5% other ones were undecided. It can be inferred regulatory authorities are to be compelled to set nominal ratio which organisations will commit to CSR Actions out of their business revenue 

This has become very imperative because since the organisation is sustained by the community, it will be very important that the organisation becomes socially responsible to the society that has nurtured it.

4.3 Testing Hypotheses

Having diligently and scrupulously analysed the respondents’ feedbacks to the research questions, it is expedient to examine hypothesis provoked by the research in order to determine how relevant they are for this study. This is because, hypothesis, being statements or presumptions around population limitations would need to be exposed to test. 

That is not all, exploratory questions are mostly dependent on the research persons past experiences relating to the subject under examination. Most times, these statements may appear true, however, the outcome of research be different. Therefore, it is expected that the researcher will subject all research questions to test.

I must mention that the major objective of examining research questions include assisting the research person(s) to reach a definite outcome by analysing data and information provided by a population sample size.  Therefore, hypothesis can be considered to mean a pointer which directs the research person(s) to find explanations to specific issues.

Hypothesis One
 
1. Ho: ‘Corporate Social Responsibility’ (CSR) to shareholders does not possess positive relationship with the organisation’s performance and Brand Equity.
	Table 4.4.1  Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.875a
	.765
	.763
	.602
	.765
	319.883
	1
	98
	.000

	1. Predictors: (Constant), Corporate Social Responsibility To Shareholders


From the model summary table, the coefficient of determination is 0.765 which implies 76.5% of the effectiveness and impact of corporate social responsibility on brand equity. Thus, 23.5% percent accounted for other variation between the two variables (corporate social responsibility to shareholders has positive effects on organisational performance and brand equity). 
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.
	95.0% Confidence Interval for B

	
	B
	  Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	-1.430
	.289
	
	-4.944
	.000
	-2.004
	-.856

	
	CORPORATE SOCIAL RESPOSIBILITY
	1.252
	.070
	.875
	17.885
	.000
	1.113
	1.391

	1. Dependent Variable: BRAND EQUITY



The constant is the Y intercept, the height of the regression line when it crosses the Y axis.  In other words, this is the predicted value of brand equity when all other variables are 0.
Considering the B; these are the values for the regression equation for predicting the dependent variable (brand equity) from the independent variable (corporate social responsibility to shareholders). 
The regression equation is presented thus: 
Brand Equity = -1.430 + 1.252 CSR to shareholders.
Std. Error: the standard errors connected with the coefficients are 0.289 and 0.070 reciprocally.
Finally, the outcome also reveals compelling correlation between CSR to shareholders and brand equity because of 0.000 level of significance.
	ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	115.825
	1
	115.825
	319.883
	.000a

	
	Residual
	35.485
	98
	.362
	
	

	
	Total
	151.310
	99
	
	
	

	a. Predictors: (Constant), CORPORATE SOCIALY RESPOSIBILITY TO SHAREHOLDERS


1. Dependent Variable: BRAND EQUITY


DECISION: Since, Fc (319.883) > Ft (3.964.) at 5% level of significance, we reject the null hypothesis (H0) and conclude that corporate social responsibility to shareholders has positive effects on organisational performance and brand equity.

Hypothesis Two

1. H0: ‘Corporate Social Responsibility’ (CSR) to organisation’s employees does not have positive correlation with the corporation’s performance and Brand Equity

Table 4.4.2 Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.870a
	.757
	.755
	.578
	.757
	305.649
	1
	306
		.000

	a. Predictors: (Constant), CORPORATE SOCIALY RESPONSIBILITY



The tables above revealed that the coefficient of determination is 0.757 which implies 75.7%. Variation between the variables. Other variables account for 24.3% which is not included in this equation i.e. corporate social responsibility to employees accounted for over 75.7% while the remaining 24.3% variation in organisational performance and brand equity is explained by other exogenous variables that are excluded in the model.                                                                                                                 
                                                                            

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.
	95.0% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	-1.199
	.278
	
	-4.318
	.000
	-1.750
	-.648

	
	   CORPORATE                     SSOCIAL        RRESPOSIBILITY
	1.176
	.067
	.870
	17.483
	.000
	1.042
	1.309

	a. Dependent Variable: ORGANIZATIONAL PERFORMANCE AND BRAND EQUITY


The constant is the Y intercept, the height of the regression line when it crosses the Y axis.  In other words, this is the predicted value of organisational performance and brand equity when all other variables are 0.
Considering the B; these are the values for the regression equation for predicting the dependent variable (organizational performance and brand equity) from the independent variable (corporate social responsibility to employees). 

The regression equation is presented thus: 
Organizational performance and brand equity = -1.199 + 1.176 corporate social responsibility to employees.

Std. Error is the standard errors associated with the coefficients and are 0.278 and 0.067 respectively.

Lastly, the result shows that there is a significant relationship between higher level of corporate social responsibility to employees and organisational performance and brand equity due to the fact that the level of significant relationship is very strong at 0.000 level of significance. 
	ANOVAb

	Model 
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	102.035
	1
	102.035
	305.649
	.000a

	
	Residual
	32.715
	306
	.334
	
	

	
	Total
	134.750
	307
	
	
	

	a. Predictors: (Constant), CORPORATE SOCIALY RESPOSIBILITY

	b. Dependent Variable: ORGANIZATIONAL PERFORMANCE AND BRAND EQUITY



DECISION: Since, Fc (305.649) >Ft (3.964.) at 5% level of significance, From above analysis, the null hypothesis (H0) is rejected and conclude that corporate social responsibility to employees have positive effects on organisational performance and brand equity.

Hypothesis Three 
 
H0: ‘Corporate Social Responsibility’ (CSR) to government does not have positive relationship with the firm’s performance and Brand Equity

	Table 4.4.3  Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.946a
	.894
	.893
	.381
	.894
	828.487
	1
	306
	.000

	1. Predictors: (Constant), CORPORATE SOCIAL RESPONSIBILITY TO GOVERNMENT



From the above table, the coefficient of determination (R-squared) value of 0.894 shows that the explanatory variable (corporate social responsibility to government) accounted for over 89.4%  while the remaining 10.6% variation in corporate social responsibility is explained by other exogenous variables that are excluded in the model. 

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95.0% Confidence Interval for B

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	.487
	.113
	
	4.313
	.000
	.263
	.712

	
	TURNOVER INVESTMENT
	.911
	.032
	.946
	28.783
	.000
	.849
	.974

	1. Dependent Variable: CORPORATE SOCIAL RESPONSIBILITY TO GOVERNEMENT




The regression equation is: 
Firm Performance and brand equity = 0.487 + 0.911 corporate social responsibility to government.
Std. Error is the standard errors associated with the coefficients and are 0.113 and 0.032 respectively.

	ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	120.497
	1
	120.497
	828.487
	.000a

	
	Residual
	14.253
	306
	.145
	
	

	
	Total
	134.750
	307
	
	
	

	a. Predictors: (Constant), CORPORATE SOCIAL RESPONSIBILITY TO GOVERNMENT

	b. Dependent Variable: FIRM’S PERFORMANCE AND BRAND EQUITY



DECISION RULE: 
Accept H0, if Fc< Ft
Reject otherwise and accept H1.
From the regression result, the value of our calculated F-statistic is 828.487
Thus;
         Fc = 828.487
         df = (K-1);(N-K)
         Where K= 2, number of parameters; and
         N= 99, number of observation
         df = 1;98
         Ft 0.95(1;98) =3.964.

DECISION: Since, Fc(828.487) > Ft(3.964.) at 5% level of significance, we reject the null hypothesis (H0) and conclude that there is a significant relationship between corporate social responsibility to government and firm’s performance and brand equity.
	
Hypothesis Four 

H0: ‘Corporate Social Responsibility’ (CSR) to consumers of the Corporation’s products does not have positive correlation with the organisation’s performance and Brand Equity

Table 4.4.5  Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.815a
	.761
	.763
	.602
	.765
	319.883
	1
	306
	.000

	1. Predictors: (Constant), CORPORATE SOCIAL RESPONSIBILITY TO CONSUMERS



From the table above, the coefficient of determination (R-squared) value of 0.761 shows that the explanatory variable (corporate social responsibility to consumers) accounted for over 76.1% of the effectiveness and impact of corporate social responsibility on brand equity. (Corporate social responsibility to consumers has positive effects on organisational performance and brand equity).

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.
	95.0% Confidence Interval for B

	
	B
	  Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound

	1
	(Constant)
	-1.430
	.289
	
	-4.944
	.000
	-2.004
	-.856

	
	CORPORATE SOCIAL RESPOSIBILITY
	1.252
	.070
	.875
	17.885
	.000
	1.113
	1.391

	1. Dependent Variable: ORGANISATIONAL PERFORMANCE & BRAND EQUITY



The constant is the Y intercept, the height of the regression line when it crosses the Y axis.  In other words, this is the predicted value of brand equity when all other variables are 0.
Considering the B; these are the values for the regression equation for predicting the dependent variable (brand equity) from the independent variable (corporate social responsibility to consumers). 

The regression equation is presented thus: 
Brand Equity =-1.430 + 1.252 corporate social responsibility to consumers.
Std. Error are the standard errors associated with the coefficients are 0.289 and 0.070 respectively.
Lastly, the result also shows that there is significant relationship between corporate social responsibility to consumers and brand equity because of 0.000 level of significance.

	ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1

	Regression
	115.825
	1
	115.825
	319.883
	.000a

	
	Residual
	35.485
	306
	.362
	
	

	
	Total
	151.310
	307
	
	
	

	a. Predictors: (Constant), CORPORATE SOCIALY RESPOSIBILITY TO CONSUMERS


1. Dependent Variable: ORGANISATIONAL PERFORMANCE & BRAND EQUITY


DECISION RULE: 
Accept H0, if Fc< Ft
Reject otherwise and accept H1.
From the regression result, the value of our calculated F-statistic is 319.883.
Thus;
	Fc = 319.883
	df = (K-1);(N-K)
Where K= 2, number of parameters; and
	N= 307, number of observation.
	df = 1;306
         Ft 0.95(1; 98) =3.964.

DECISION: Since, Fc (319.883) > Ft(3.964.) at 5% level of significance, From the above analysis, the null hypothesis (H0) is rejected while the alternate hypothesis is accepted meaning that CSR to consumers has positive effects on organisational performance and brand equity.

4.4	Discussion of Findings

This section discusses what research evidence affirms about the findings obtained. This came out absolutely very clear while undertaking this research which is highly prime and evidence-based. The subject of research has been ‘’Corporate Social Responsibility and Brand Equity’’ – A case study of Coca-Cola European Partners, United Kingdom. Research also looked at the effects of CSR actions on organisational performance. 

The following findings were made in the course of research, that:
· First, there exists significant correlation between CSR actions and organisational commitment. Adeyanju, (2012), corroborating this argument said ‘’socially responsible organisations are steered by a reasonable self-interest meaning these organisations are ethically enlightened enough not to relinquish their financial benefits. 
· Financial rewards are the priority compensation for these organisations because it delivers true value to the firm’s clients, assists in the development of the organisation’s workers, and also helps the firm to exhibit socially responsible behaviour.
· Every insistence on being a good corporate citizen will definitely invite buyers towards the goods and services of the organisation. An Opinion Poll indicated that about 90% of adult’s buying decisions are informed by an organisation’s reputation.
· Also, being socially responsible also enables corporations to be able to attract high calibre workforce. In other words, the firm’s image and reputation as well as goodwill earned from being good corporate citizen will attract potential skilled workers.

Business Day Newspaper, (2003), wrote that the ‘’CSR approach is considered an enduring responsibility by organisations to act decently in such a manner that will subscribe to the development of the country economically. Also, the CSR approach should better the standard of living of not just the firm’s workers and their households but also that of the larger community or society.

Besides, the outcome of findings from this research reveals compelling high level of responsibility actions and organisational profitability. Rettab, Brik & Mellahi, (2009), affirmed that organisational profitability, ‘’occupies a pride of place in the minds of top management of the organisation and if results are weak, organisations leaders have a responsibility to intercede and redirect the business on the pathway of progress’’. This means in a business environment in which competition is growing, organisational leaders are expected to watch over business performance. 
Organisation’s managers have specific duty to outline a trade policy in which ‘Business Performance’, which meets or exceeds management’s forecast, is prescribed.

In addition, through the findings, this researcher discovered there was a compelling correlation amidst turnover and stake in corporate social responsibility in Coca-Cola European Partners, United Kingdom. Donaldson, (2009), went a step further to support this notion. In his contribution, ‘’business leaders should not only be involved in Corporate Social Responsibility actions alone, primarily for critical business reasons like turnover and investment, but should rather be involved in implementing CSR initiatives due to a “moral mandate” which requests organisations to behave responsibly, without recourse to any potential impacts on the organisation. This decision, no doubt, will contribute greatly to turnover and investment.

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
 
5.0	Preamble

Key focus of research was to examine ‘Corporate Social Responsibility and Brand Equity’, particularly implications of CSR actions on organisational performance with Coca-Cola European Partners, United Kingdom as case study. In order to gather relevant information for the study, questionnaires were administered. The Chapter will cover a run-down of entire study, conclusions and suggestions. The various concepts used were highlighted so as to clarify their meanings as used in the study. Also, existing and relevant literatures were reviewed chapter 2.

More so, the methodological issues of the study were discussed in chapter three. The data generated in the study through the questions were analysed in chapter four. The last chapter summarised, concluded and made recommendations. 

5.1	Brief Run Down of Study (Summary)

Summary of findings from field work actually show that the CSR issue is ‘‘a voluntary commitment which makes businesses behave responsibly to the communities that have nurtured them’’. It also revealed that an increasing number of companies worldwide would, of a necessity, establish and integrate the CSR into their organisations’ policy.

Findings have it that the CSR influences corporate competitiveness while it also contributes to civil, communal as well as economic policy objectives. So in Coca-Cola European Partners, United Kingdom, CSR, Organisational Performance as well as Brand Equity are inter-related.

Through the findings also, results show that the public are satisfied that when organisations pay taxes and performs some other civic and communal responsibilities, such organisation is involved in CSR actions and so can take back from the community. As a matter of fact, findings reveal that most respondents consented to the opinion that, in the past, many corporations are more interested in what they can get out of community than what they can return to the community. 

Findings also have it that enterprises together with the community will benefit if organisations will vigorously endeavour to implement social responsibility actions. It also reveals that all categories of Organisation members are inspired to play a part in programs organized by the Organization, Professional bodies and the Society. In addition,, Company staff engage in a range of Trade enhancement Clubs and Cooperatives. 

Further results obtained show that a major objective of the CSR is producing goods and services and making them reachable to consumers.  The findings also reveal that if businesses are recognised as naturally helpful, then a higher reciprocal relationships will of necessity develop amongst the businesses and their communities. Also, according to the findings, Coca-Cola European Partners, United Kingdom do strengthen its corporate social responsibility actions and will protect organisations benefits without consideration for goods as well as services.

Besides, findings also show that Corporate Social Responsibility cannot be said to be an unfamiliar or odd method in Coca-Cola European Partners, United Kingdom. However, a number of Corporations act unacceptably therefore the authorities and other administrative groups must impose sanctions. Analysis of result further confirmed that though it can be said that the bottom line is the most important factor in doing business, however, a serious organisation must not lose sight of the far reaching benefits of implementing CSR initiatives.

hypothesis tw5.2	Conclusion
[bookmark: _GoBack]As a result of the data and information collected for this research and analysis carried out of same, I am drawing out these conclusions:

One, summary of findings reveal that implementing CSR actions has effect on organisational performance and brand equity in Coca-Cola European Partners (CCEP).
Second, there is significant connection when CSR is implemented to shareholders, staff, government and consumers and organisational performance and brand equity. 

Third, the study found some good relationship between corporations with elaborate CSR actions and organisational profitability. 

Four, the research findings reveal significant connection with turnover investment and implementation of CSR actions.

Five, the study also reveals that organisation members will prefer to view the CSR actions from the understanding of how well it fits into the community and how it has been able to deliver wealth to the organisation and shareholders through its goods and services. 

Six, the findings reveal also that corporations with elaborate CSR actions will improve image and reputation. Besides, such corporations will be in a better place to attract staff on a sustained basis. 

In conclusion, it can be said that CSR helps develop the society and enhance healthy living within the society. Also, a corporation that is nurtured by the community must of a necessity reciprocate the good gestures by returning to the community some of the things she has taken out. This can be in the form of infrastructural development in the community.

5.3	Recommendation

After reviewing the relevant Literature and also analysing main findings of this study, I now make the following suggestions:

· ‘’Corporate Social Responsibility’’ (CSR) issue should be some voluntary obligation of organisations to behave responsibly in every community where they operate.
· CSR actions should influence corporate competitiveness and must, of a necessity contribute to various Civil and Communal, Natural as well as Financial or Monetary Management Aspirations.
· Corporations, must without being pressured, include in their operating policy, guidelines for civic and communal as well as environmental advancement of the community in which they do business.
· CSR actions must be considered by the organisation as an integral part of the obligations they owe share owners, the local society, customers and consumers, the staff, the general public and the government.
· The Regulatory authorities are to be compelled to set nominal ratio which organisations will commit to CSR actions out of the business revenue.
· Coca-Cola European Partners, United Kingdom must consider all challenges in the environment of their business as opportunities and find solutions to them. As a matter of fact, these challenges are mere opportunities in disguise.
· Generally, the study recommends that Coca-Cola European Partners, United Kingdom would need to integrate CSR with the internal business strategy of the corporation so as to achieve workers motivation and enhance the image and reputation of the corporation. 

5.4	Recommendation of Further Study
This researcher will recommend that further study be carried out so as to determine financially what implementing CSR actions will contribute towards the organisations’ revenue. In addition, further study needs to be carried out to ascertain to what extent implementing CSR programmes has impacted the community and generated profits for the corporation.
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APPENDIX I
	RESEARCH INSTRUMENT/QUESTIONNAIRE

Dear respondents,
This questionnaire is a requirements for the Award of MBA, Marketing Degree of the University of Wales designed to gather information on the ‘’Effect or Impact of Corporate Social Responsibility on Brand Equity’’ at Coca-Cola European Partners (CCEP)
Please, supply all the data requested by this research instrument as correctly as you can. We shall handle any data supplied in strict confidence and shall deploy all such data only for research reasons. For any question considered not relevant, please indicate as Undecided (U).

Researcher 	
PART 1
INDIVIDUAL DATA
Instruction – place a (√) in the relevant bracket 
1.	Gender:
	(i)	Male									[     ]
	(ii)	Female								[     ]

2.	Age (Years)	
	(i)	15 – 24								[     ]
	(ii)	25 – 34								[     ]
	(iii)	35 – 44								[     ]
	(iv)	45 – 54								[     ]
(v)	55+             							[     ]

3.	Education Level
	(i)	Secondary Education  					         [     ]
	(ii)	Post-Secondary Education				         [     ]
	(iii)	Others 
Indicate Please ………………………………………………………..
4.	Length of Service (Years)
	(i)	0 – 5								        [     ]
	(ii)	6 – 10							        [     ]
	(iii)	11 – 15							        [     ]
(iv)	16+								        [     ]

5.	Management Level
	(i)	Senior Manager	Cadre	                                    [     ]
	(ii)	Supervisory Cadre					        [     ]  
	(iii)	Junior Cadre						        [     ]
	(iv)	Others 
Indicate Please ………………………………………………………..

6.	Marital Status
	(i)	Married							        [     ]
	(ii)	Single							        [     ]
	(iii)	Others 
Please Specify………………………………………………………..	

PART 2

RESEARCH QUESTION
SA = Strongly Agree, A = Agree, U = Undecided, D = Disagree,      SD = Strongly Disagree
	NOS
	RESEARCH STATEMENT
	SA
	A
	U
	D
	SD

	1.
	An increasing number of companies Worldwide Establish and Integrate the Coca-Cola Social Responsibility Policy. 
	
	
	
	
	

	2.
	CSR actions Influence Organisation’s Competitiveness
	
	
	
	
	

	3.
	Corporate Social Responsibility actions subscribes to various Civil and Communal, Natural as well as Financial or Monetary Management Aspirations
	
	
	
	
	

	4.
	There is likelihood that positive correlation exists amidst CSR actions and improvements in Brand Equity at Coca-Cola European Partners, United Kingdom
	
	
	
	
	

	5.
	Corporate Organisations are concerned about what they can take from community rather than return to community..
	
	
	
	
	

	6.
	Enterprises together with the Community will benefit if organisations will vigorously endeavour to implement social responsibility actions.
	
	
	
	
	

	7.
	All categories of Organisation members are inspired to play a part in programs organized by the Organization, Professional bodies and the Society.
	
	
	
	
	

	8.
	Company staff engage in a range of Trade enhancement Clubs and Cooperatives.
	
	
	
	
	

	9.
	A major objective of the CSR is producing goods and services and making them reachable to consumers profitably.
	
	
	
	
	

	10.
	If Businesses are recognised as naturally helpful, then a higher reciprocal relationships will of necessity develop amongst the businesses and their communities.
	
	
	
	
	

	11.
	Coca-Cola European Partners, United Kingdom Strengthen Its CSR initiatives by Protecting Personal Gains without consideration for goods as well as services.
	
	
	
	
	

	12.
	Coca-Cola European Partners, United Kingdom needs to engage totally programs which will unmask her plans to compensate the community’s support.
	
	
	
	
	

	13.
	A number of Corporations act unacceptably therefore the authorities and other administrative groups must impose sanctions.
	
	
	
	
	

	14.
	CSR cannot be said to be an unfamiliar or odd method in Coca-Cola European Partners, United Kingdom. It is certain it forms part of the Corporation’s go-to-market strategy.
	
	
	
	
	

	15.
	It can be said that the bottom line is the most important factor in doing business, however, a serious organisation must not lose sight of the far reaching benefits of implementing CSR initiatives.
	
	
	
	
	

	16.
	Coca-Cola European Partners, United Kingdom has a properly defined and well-drawn up CSR guidelines within the organisation.
	
	
	
	
	

	17.
	The involvement of an organisation implementing CSR actions cast invaluable measure of altruism on the firm thus inputting additional commercial worth on the organisation.
	
	
	
	
	

	18.
	Actually getting elaborate with CSR actions will boost an organisation’s image and reputation.
	
	
	
	
	

	19.
	Getting elaborate with CSR activities gives Coca-Cola European Partners, United Kingdom competitive advantage via rising and expanding business.
	
	
	
	
	

	20.
	Regulatory authorities are to be compelled to set nominal ratio which organisations will commit to CSR Actions out of their business revenue.
	
	
	
	
	



PART 3

GENERAL
In this section, avail of relevant data that you consider useful in explaining the ‘’Impact of Corporate Social Responsibility on Organisational Performance and Brand Equity’’ and work organizations generally. 
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