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[bookmark: _Toc7993072]Executive Summary
The report was established on CSR activities role and impact on building brand identity in the competitive market. At the first part, the literature review was developed where the corporate social responsibility and brand identity had defined and the overview of the business brand image and CSR were demonstrated. After that, the factors affecting the brand identity and social responsibility had discussed and the interconnection between CSR and brand identity had explained. The CSR significance on building brand identity and the positive impact had discussed along with the role CSR plays towards developing the brand identity. In the second part, theories and philosophies related to research had explained along with the research approaches. The validity and reliability of the research approaches had critically analysed and evaluated the consideration in social research. The research philosophy, theories, approaches and consideration had justified in the context of this research area.
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[bookmark: _Toc7993073]1. Literature Review 
[bookmark: _Toc7993074]1.1 Corporate Social Responsibility 
CSR or corporate social responsibilities is focused on the sustainable growth and development of the economic aspect of businesses. Wangcharoendate, (2014) has stated that the businesses in which CSR are carried on, success does not mean only the development in economic perspective but also the contribution to the development of society and environment. Corporate social responsibilities can be compared to the morals of businesses. Priyanta, (2016) has added that the businesses that honor the corporate social responsibilities tend to be in the positive side of the citizens because maintaining CSR ensures that the business is not only focused on its own development but also is focused on giving back the same to the society in which it is gaining its growth.
It has been stated in the argument between Reese, (2017) and Sin, (2018) that CSR is accomplished by those businesses that do not have much growth and the Centre of interest of the growing companies is the profit of their own rather than on the CSR. though Reese, (2017) and Sin, (2018) have agreed upon the fact that practicing CSR has been beneficial for the companies in the long run because it addresses the problems in the society and environment and tries to contribute in eradicating the problems. Wangcharoendate, (2014) has said that CSR is done only with the purpose to eradicating the social problems. Wu and Chen, (2015) has argued against this and explained that, fulfilling corporate social responsibilities is the aim of a company so that the brand identity of the company can be strengthened. Focusing on CSR activities can not only be the way to be socially responsible but also be the way to earn more profit (Kalenjanyan and Zdanov, 2015).
[bookmark: _Toc7993075]1.2 Brand Identity
Myounghee, (2015) has defined brand identity as the individuality of a business product which is separated from all other brands, which can be a logo or a brand name. Brand identity has been explained by Seo and Yang, (2015) the theme line of a company that makes it different from other brands or when people sees colour and the first business product comes into mind is the brand identity created by that company. Brand identity is the uniqueness of a business product that is recognized by the customers of a target market (Roy and Banerjee, 2014). Brand identity is created by being consistent with the product by delivering the qualities as assured by the product, stated by Jin, et al, (2019). However, brand identity can be created through different elements like the theme line, logo, the brand name, the product name, the colour of the brand, the music used to promote the brand (Putra, et al, 2019).

Amaral and Torelli, (2018) have said that brand identity is necessary for any business product because it helps to attract the mind of the customers and build a loyal relation between the customers and the company. Argument among (Kalenjanyan and Zdanov, (2015) and Wu and Chen, (2015) have pointed out that brand identity creates the focus on a few of the products rather than the large array of products that many companies offer. In many cases, companies try to build brand identity rather than focusing on the development of their products to provide the customers with the service that the companies are supposed to do which is stated by Michel, (2017). Against this, (Heo, et al, 2011) and Roy and Banerjee, (2014) has agreed that brand identity brings the individuality for the products that capture the attention of the customers by fulfilling the demands that customers have from the products. 
[bookmark: _Toc7993076]1.3 Corporate Social Responsibility and Brand Image Overview  
CSR (Corporate Social Responsibility) can be defined as the sustainable operation of the business in the account of stakeholders for improving the social standards by resolving social issues affecting day to day life of the citizen. Priyanta, (2016) has defined CSR as a process of moral activities of an organisation towards social welfare. Heo, et al, (2011) has added that the organisation performing CSR activities have a positive image in the market since it improves the social standard by eliminating social problems which can be identified as the organisation’s voluntary initiative. Though Wangcharoendate, (2014) have argued with the Roy and Banerjee, (2014) statement and said that CSR is performed by the organisation for improving reputation and reliability in the market in the aim of growing interest not only for resolving social issues in the context of morality rather from both perspectives.
While Reese, (2017) has supported Roy and Banerjee, (2014) statement against CSR definition from the business and general perspective. However Pedeliento and Kavaratzis, (2019) have said that improving brand image in the market is the core objective of business CSR activities where the secondary objective is to eradicate the social problem and improve living standards. According to Heo, et al, (2011) “Brand image can be defined as the reputation of the brand which is consist of the customer perceived value and position in the mind of the prospect to recognise the brand presence among other brands”. The message of the brand is recognised by the customer which represent the identity of the brand stated by Pedeliento and Kavaratzis, (2019).
[bookmark: _Toc7993077]1.4 Factors Influencing Brand Identity and Corporate Social Responsibility 
Brand identity can be created through the name or the logo or the image of the product, as said by Roy and Banerjee, (2014). Even the theme line or the slogan used for defining the product can also be the brand identity. Putra, et al, (2019) has stated that when a company is producing the product in a sustainable way it is performing its responsibilities towards the environment. This creates a positive image for the company in the market and thus the brand identity is positively influenced by CSR. Even though there is a dispute between Roy and Banerjee, (2014) and Wangcharoendate, (2014) on the topic that CSR activities increase the cost of creating a brand identity.
But Roy and Banerjee, (2014) have defended this by saying that a company can not only create an image through being conscious about the environment, it also creates a way to spread its individuality among the customers. to provide a view on the negative influence on brand identity, Putra, et al, (2019) has stated that a company with a logo that hurts the belief of a certain group of the society can hamper the brand identity.so, concentrating on the needs and concern of society is equally important for any company than just be focused on making a profit. Seo and Yang, (2015) have explained that the CSR activities are great media to content the customers need and expectation while creating a brand identity for its products.
[bookmark: _Toc7993078]1.5 The Connection between CSR and Brand Identity
Corporate social responsibilities revealed the fact that the company is responsible for the society by contributing to the development of society. Priyanta, (2016) has agreed with such statement and has further added that CSR is the way to build a brand identity as practising CSR captures the positive feedback from the customers and new individuality is created for the product which company has been contributing in the development of the society. Consumers are generally focused on the activities that help to sustain the environment and the balance in society and CSR activities are the ways companies can contribute to sustainability Heo, et al, (2011).  
Venger and Pomirleanu, (2017) have explained that when a company is trying to do something that is helpful towards the sustainability the consumers are already attentive to that company and their loyalty is created from the fact that the company is also considering society rather than being focused on the profit only. This loyalty helps to create the brand identity for the company as the company fulfils the concerns of the society supported by Michel, (2017). 
Lee et al, (2015) has said that, caring for the emotional values of the society and contributing to developing the society helps to build a competitive advantage for the company by making it different than other companies. This individuality creates the brand identity for the company, which is beneficial for the growth and fulfilment of the mission of the company (Cowan and Guzman, 2018).
1.6 [bookmark: _Toc7993079]CSR significance on building Brand Identity 
Michel, (2017) has explained that positive feedback from the activities of CSR changes the attitudes of the customers towards the brand. Jin, et al, (2019) and Amaral and Torelli, (2018) have disputed on the topic that CSR does not help in building brand identity rather it only focus on fulfilling the minimum expectation of the customers to survive in the market. On the other hand, Brodie, (2017) has stated that CSR activities can be used as a way to create a brand identity for the company. Black and Veloutsou, (2017) have focused on the alarming fact that doing CSR activities in the wrong way or not caring about the expectation of the stakeholder can result in the degradation of the position of the company in the market. When a company is focusing on a sustainable environment, it becomes different than the other companies that are focusing on profit only, stated by Wangcharoendate, (2014)
Black and Veloutsou, (2017) have further added that a company with CSR activities prevail more positive brand identity than the ones with no CSR activity. CSR not only improve the image of the brand to the customer but also improve the morality of the employee stated by Priyanta, (2016). Brodie, (2017) has agreed with such statement and further added that in order to attract customer consistently, CSR actions are effective to conduct and implement which are essential for a brand to attain sustainability in the market. The relation between CSR and brand identity has been defined by Khan and Fatma, (2019) as both positive and negative way and so companies have to be strategic while dealing with these two component of the business. CSR and brand have a positive relationship as reasoned by Michel, (2017) while emphasizing on the fact that the company must maintain a good strategy to handle these components.  



[bookmark: _Toc7993080]1.7 CSR and Brand Identity Importance for Business 
Positive feedback on maintaining CSR by a company creates a reputation that assures the growth of the brand, stated by Lee et al, (2015). As said by Reese, (2017), brand identity is the uniqueness of the product that helps to attract the customers and CSR is the way to create the individuality in the market for that brand. As CSR fulfils the expectation of the customers on a brand, the brand identity spreads in the market and this is the main reason why a company engages incorporate social activities. Kalenjanyan and Zdanov, (2015) have explained that positive feedback from the activities of CSR changes the attitudes of the customers towards the brand.
Cowan and Guzman, (2018) have focused on the alarming fact that doing CSR activities in the wrong way or not caring about the expectation of the stakeholder can result in the degradation of the position of the company in the market. The relation between CSR and brand identity has been defined by Seo and Yang, (2015) as both positive and negative way and so companies have to be strategic while dealing with these two component of the business. CSR and brand have a positive relationship as reasoned by Cowan and Guzman, (2018) while emphasizing on the fact that the company must maintain a good strategy to handle these components. Jin, et al, (2019) and Amaral and Torelli, (2018) have disputed on the topic that CSR does not help in building brand identity rather it only focus on fulfilling the minimum expectation of the customers to survive in the market. On the other hand, Cowan and Guzman, (2018) have stated that CSR activities can be used as a way to create a brand identity for the company.
The company becomes socially responsible by practicing corporate social responsibilities and consumers sees the transition of becoming considerate about the social, economic and environmental aspect of the society from being engrossed in profit, as explained by Khan and Fatma, (2019). When a company abide by practicing and maintaining the social responsibilities, consumers are influenced positively and that creates a brand identity for the company. Venger and Pomirleanu, (2017) have stated that the position of the company strengthens in the market and customer loyalty increases as the positivity is spreader. 



[bookmark: _Toc7993081]1.8 Positive Impact of CSR on Brand identity
Heo, et al, (2011) has stated that the positive impact of the CSR on brand identity initiates as the stakeholder of the company is satisfied with the contribution of the company to the society. The argument about CSR not having any positive impact on brand identity was initiated by Cowan and Guzman, (2018) and Amaral and Torelli, (2018) by saying that corporate social responsibilities are merely a way to get into the good side of the customers. But Wu and Chen, (2015) has opposed this and pointed out that when a company is performing the responsibilities towards the society, it is normal that society will also try to give positive feedback to the company. While developing an effective brand identity in the market, the business requires to follow two brand identity development approach which are developing unique position through offering quality service and products (Michel, 2017). It improves the customer experience and create position in the mind of the prospects where the second approach is to implement the corporate social activities in order to act as an active citizen of the society stated by Venger and Pomirleanu, (2017). 
Putra, et al, (2019) have suggested while business focuses on resolving a specific problem or issue of the society, the business creates a direct influence on improving the social standard of living which is considered as the corporate social responsibility. CSR increases the reputation of the business and the citizen get a positive perception regarding the business which provides a clear insight into the brand identity Venger and Pomirleanu, (2017). CSR plays an impactful source for improving the brand image of the business brand identity.
[bookmark: _Toc7993082]1.9 Role of Corporate Social Responsibility towards Brand Identity 
It has been stated in the argument between Cowan and Guzman, (2018) and Amaral and Torelli, (2018) that CSR is accomplished by those businesses that do not have much growth and the centre of interest of the growing companies is the profit of their own rather than on the CSR. Though Cowan and Guzman, (2018) and Amaral and Torelli, (2018) has agreed upon the fact that practicing CSR activities. Lee et al, (2015) has defended this by saying that a company can not only create an image through being conscious about the environment, it also creates a way to spread its individuality among the customers. To provide a view on the negative influence on brand identity, Brodie, (2017) has stated that a company with a logo that hurts the belief of a certain group of the society can hamper the brand identity. So, concentrating on the needs and concern of society is equally important for any company than just be focused on making a profit. (Reese, 2017)
Priyanta, (2016) has explained that the CSR activities are great media to content the customers need and expectation while creating a brand identity for its products. CSR has been beneficial for the companies in the long run because it addresses the problems in the society and environment and tries to contribute to eradicating the problems. Roy and Banerjee, (2014) have explained that when a company is trying to do something that is helpful towards the sustainability the consumers are already attentive to that company and their loyalty is created from the fact that the company is also considering society rather than being focused on the profit only. This loyalty helps to create the brand identity for the company as the company fulfils the concerns of society (Putra, et al, 2019).















[bookmark: _Toc7993083]2 Research Studies 
[bookmark: _Toc7993084]2.1 Research Theory and Philosophy
For conducting research work, the theoretical knowledge regarding the process of the research required for inauguration by the researcher can be defined as research philosophy. At first, the researcher requires to set the assumptions on the processing of the research which include reality, rational and methods assumptions that add value to the procedure of the research (Essamri, et al, 2019). By applying the research theories, the researcher can formulate appropriate techniques and approaches which fit for the specific research application. The researcher can formulate the design of the research by eliminating redundant research activities in order to set specific research philosophy, approach, method, and technique and tools application (Longbottom and Lawson, 2017). While conducting social research, the researcher considers three kinds of philosophies which are Ontology, Axiology and Epistemology research philosophy (Ling Cheuk Ying and YongHee Kim, 2018). For having a clear insight into the research and developing the design, research philosophy is essential to develop.
Epistemology: When a researcher conducts social research by focusing on human involvement and with no intention to conduct experiment scientifically, can be recognised as epistemology philosophy. This philosophy supports research to develop a structured procedure to conduct research activities (Malhotra, 2019). The epistemology philosophy can be categorised into two which are positivism and interpretivism. Positivism philosophy is applied which structured data are aimed to collect from the human participant where interpretivism philosophy is applied for collecting data through observation and applying both quantitative and qualitative method (Kamil et al., 2014). For shaping the research procedure and interpret strong and valid data, positivism under epistemology philosophy is appropriate to implement for conducting research. 
Ontology: Ontology philosophy suggests the social research which covers an individual fact by specifying the study and interpret through an assumption based system on natural elements. Such research philosophy enables the researcher to innovate new knowledge through research activity which is regarded as new information in the research field (Kamil et al., 2014). However, epistemology is applied when existing assumptions are needed to justify taking a specific conclusion. When ontology philosophy is developed by the researcher, the research will be an experimental activity where no human participation is required to perform the research (Ling Cheuk Ying and YongHee Kim, 2018). 
Axiology: Axiology philosophy implies the wide range of value study through the logical path in order to formulate relative research for a broader sensed area. This philosophy enables the researcher to develop a research approach and design in the collective form in the context of aesthetics and ethical consideration where nature or different criteria are judged according to research aim and objectives (Essamri, et al, 2019).
Justification of Choosing Epistemology Philosophy
This research will be conducted by following epistemology (positivism) philosophy research study since this study requires human involvement and aiming to collect numerical data without having any intention of scientific research. The research has selected epistemology instead of choosing ontology and axiology philosophy since the research will not follow any observation method and collective logical path of natural or critical value widely. The research aims to attain a specific conclusion on CSR activities influence on developing the brand identity.
Ontology and Axiology philosophy can be applied here if the study would have selected both qualitative and quantitative form of data collection and aims to evaluate the sector at a broader sense. Since the researcher will evaluate the positive belief only not innovating new information or knowledge on the research field, positivism under epistemology philosophy is appropriate for the study. Under positivism philosophy, the deductive approach, quantitative data formulation, random sampling, primary data sources and interpretation through statistical tools have chosen for this research.  
[bookmark: _Toc7993085]2.2 Research Approaches, Reliability and Validity
For choosing a research approach, the researcher often follows two research approaches which are the inductive and deductive approach. While applying the inductive research approach, the research considers the study for developing theory based on the study of the research issue. The inductive research approach includes observational action based on the issue, developing a hypothesis and innovating theory of the study (Ling Cheuk Ying and YongHee Kim, 2018). However, deductive approach is more effective than inductive approach since it provides specific concentration on developing the issue of the research and provides a clear concept by developing a critical literature review on the research issue and performing hypothesis testing in order to recognise the findings and attain the study aim and objectives efficiently (Longbottom and Lawson, 2017). 

The deductive approach of the research suggests pretesting the research issue's validity and reliability for the study and relationship. By performing the deductive approach, the researcher has to follow four stages of deductive approach which are developing theories (conducting literature review), preparing hypothesis (alternative and null) and testing the validity and reliability of the hypothesis, determine the research findings by using numerical data analysis and evaluation and finally confirm the conclusion specifically in order to measure whether the study has attained its aim or not (Stevens et al., 2012). The researcher conducts bias behaviour while conducting social research in order to attain a specific conclusion without considering negative factors. These biases can be classified into three bases which are information, perplexing and selection biases (May, 2011)  
Justification of Choosing Deductive Approach and Measuring the Reliability and Validity  
For this research, deductive approach is applied here which is appropriate for this study since the study needs to develop specific findings or conclusion where no new conclusion or experiments are intended to attain by the researcher. The inductive approach has not applied here since the study doesn't need any new knowledge or information to gain in this field and need not to attain a new conclusion. The researcher will use quantitative data for analysing the response of the human participants which doesn't need collective measurement or value. The CSR activities impact on building the brand identity will be measured and evaluated through following the deductive approach by reviewing the literature and theories along with concepts.
By following the deductive approach, the researcher has to develop the research aim, questions, objectives, hypothesis and measurement technique to confirm the specific findings of the research. The impact can be measured by evaluating the quantitative data analysis since it's easy to use and complete the study within the given timeline. Also, deductive approach is not influenced by social research biases since it's developed based on existing reviews and concepts where the researcher has to follow the structure and collect data from the field by following an effective sampling technique. This is the reason for choosing the deductive approach for this study.
While selecting the research approach, the research considers the reliability and validity of the research approach in the context of social research activities since valid and reliable approach provides genuine structure to attain the specific conclusion and improve the efficiency and effectiveness of the study. Since deductive approach suggests to apply mathematical data application which has high reliability and validity against the qualitative research method in the context of inductive approach.
The deductive approach stages confirm the validity and reliability since it develops the background by reviewing the literature and theories based on research topic and determine the hypothesis based on independent factors where inductive approach focuses on developing new knowledge or theories based on research area which follows qualitative data measurement basically that may lead biased data collection and may not represent the whole population since qualitative data vary from person to person. The qualitative data requires long time projection for conducting research than quantitative along with a high cost. So, the researcher highly depends on a deductive approach than inductive while conducting a study.
[bookmark: _Toc7993086]2.3 Ethical Considerations in Social Research 
Ethical consideration implies the standards or norms of conducting activities by distinguishing the unacceptable and acceptable actions. While conducting research, the researcher needs to consider ethical behaviours (Stevens et al., 2012). The researcher requires to set informed consent of the respondent in order to ensure ethical activity in the research (Malhotra, 2019). Under the informed consent ethical consideration, the human participants have full right to withdraw their opinion and need to assure the privacy of the participant opinion which won't be disclosed without their consent. The researcher requires to debrief the study and conclusion to the participant which implies presenting details about the study (Essamri, et al, 2019). While conducting research, the researcher needs to ensure the study will not affect any group or harm psychologically (May, 2011). The research subject requires to avoid discrimination while developing the research design and eliminate biased consideration in choosing research areas. While performing the study, the researcher considers five core ethical actions which are explained in the following:  
Informed Consent of the Participant: While developing research, the researcher requires to consider the informed consent of the participant which implies the participant must have acknowledged the activity of the research in details, the purpose and must have the willingness to participate or withdraw opinion (Malhotra, 2019). Under the informed consent, the participant has a clear understanding of providing information willingly. The participant right is protected under this consideration. The participant must have informed to integrate information about the study and the absence of informed consent may lead to creating ethical issues which will affect the study validity and reliability (Kamil et al., 2014)
Benevolence: The researcher considers benevolence ethical issue which implies not harming or creating benefits to the participant or research area. The research must create benefits and promote a significant impact on the research field. The researcher requires to predict actions by assessing the risk associated with research (Denscombe, 2014). If the research has a scope of harm to the participant and research area, the researcher needs to avoid potential risks in order to ensure the benevolence factor.
Confidentiality of Participant Information: The researcher must consider confidentiality issues while managing the study since it implies the rights and fidelity of the personal response. The researcher requires to eliminate obscure and protect the participant identity and response under confidentiality consideration (Kamil et al., 2014). 
Privacy: While conducting research, the researcher requires to maintain the privacy of the human participant. The researcher must ensure the privacy of the consent in order to save the information from the third party (Denscombe, 2014). Though the researcher can avoid this consideration if the research is conducted on the inductive approach without identifying the selected group and personal information.
Vulnerability: For considering research ethical issues, the research requires to focus on vulnerability issues in order to ensure protecting rights and wellbeing of the selected group. While developing the population sample, the researcher must overlook group drawbacks and issues in order to develop an ethical practice which will not create any vulnerability to the participants (May, 2011). The researcher requires to justify the group presence and influence of the researcher in order to understand the rate of vulnerability the research may create. For conducting effective research, the research considers these ethical issues and ensure the validity and reliability of the research.







[bookmark: _Toc7993087]Conclusion 
It can be justified and said that building brand identity requires CSR activities for every business since these two are interrelated. CSR not only improve the reputation of the business in the market but also develop a positive perspective CSR activities can be used as a way to create the brand identity for the company. Performing CSR activities in the wrong way or not caring about the expectation of the stakeholder can result in the degradation of the position of the company in the market. When a company is focusing on a sustainable environment, it becomes different than the other companies that are focusing on profit only. Customer loyalty helps to create the brand identity for the company as the company fulfils the concerns of the society which can be gained through CSR activities of the business. Customer care for the emotional values of society and contributing to developing society helps to build a competitive advantage for the company by making it different than other companies. This individuality creates the brand identity for the company, which is beneficial for the growth and fulfilment of the mission of the company. So, it essential for the business to conduct CSR in order to develop a strong brand identity in the market. 
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