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Abstract 

With the development of economic globalization, a series of social problems are gradually increasing. When people enjoy the happy life brought about by the progress of science and technology, they also need to face a series of social contradictions between inadequate development, which makes the social public's awareness of rights protection constantly strengthened when facing these adverse social problems. As a basic industry closely related to people's vital interests, automobile service industry should realize the importance of fulfilling social responsibility for the development of enterprises. Therefore, in this macro context, it is of great practical significance to explore the impact of corporate social responsibility on consumers' purchase intention.
Based on the research of foreign scholars, this paper combs and summarizes the basic theories of corporate social responsibility, corporate reputation and consumer purchase intention. Referring to the domestic and foreign literature on the relationship between corporate social responsibility and consumer purchase intention, combined with the characteristics of the automotive industry, the automotive corporate social responsibility is divided into five dimensions as predictive variables. It includes community responsibility, consumer responsibility, employee responsibility, environmental responsibility and economic responsibility. Corporate reputation is divided into cognitive and emotional dimensions as variables. This paper studies the relationship between corporate social responsibility and consumers' purchase intention. The researchers use spss21.0 statistical analysis software for correlation analysis and regression analysis, as well as the effect test of corporate reputation. The results show that the five dimensions of corporate social responsibility have a positive impact on the two dimensions of corporate reputation. Secondly, the two dimensions of corporate reputation have a positive impact on consumers' purchase intention. The impact of emotional reputation on purchase intention is greater than that of cognitive reputation. Third, the five dimensions of corporate social responsibility have a positive impact on consumer purchase intention.
Finally, according to the research conclusions of this dissertation, which provides specific guidance and suggestions for automobile enterprises to fulfill their social responsibility. This dissertation also proposes that automobile enterprises should promote social responsibility from the strategic level, the government level and the public level, integrate social responsibility into the enterprise management system and corporate culture, and enhance consumers' purchase intention by shaping a good image of the enterprise. Finally, in view of the shortcomings of this paper, the researchers also provide relevant recommendations for future research.
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[bookmark: _Toc5766]1. Chapter One: Introduction

[bookmark: _Toc41649310][bookmark: _Toc5357][bookmark: _Toc41856600]1.1 Introduction

This chapter introduces the background and expounds the theoretical basis. In addition, the purpose of this study, the description and structure will also be explained.
This study aims to explore the actual impact of corporate social responsibility on consumers' purchase intention. This study will include 10 well-known international vehicle companies for analysis.
Previous studies have shown that although some practice reports related to corporate social responsibility have been published, many consumers say that they are not obviously aware of it in the actual consumption experience.(Lee and Shin, 2010) Therefore, the corporate social responsibility (CSR) of automobile enterprises may have a certain impact on consumers' purchase intention.  

In fact, the practice of these CSR policies is often poor (Csillag et al., 2018; Khan et al., 2018; Meacham et al., 2019; Miethlich, 2019; Miethlich & Oldenburg, 2019) The implementation of corporate social responsibility practices in the automobile industry is influenced by the public's or consumers' views on issues of social importance (Hernandez et al., 2008). Recently, some issues in corporate social responsibility of automobile enterprises have been paid great attention, for instance, environmental responsibility (Baughn et al., 2007; Carol, 2016; Crane et al., 2019; Diekmann; Franzen, 2019; HEO and muralidharan, 2019)

This study aims to explore whether the implementation of automobile corporate social responsibility will have an impact on consumers' purchase intention, and to identify which aspects of automobile corporate social responsibility will have a greater impact on consumers' purchase intention. This study hopes to help vehicle companies in the premise of limited resources to clarify the focus of corporate social responsibility, then combined with their own actual situation to further determine the corresponding measures in business activities and improve their corporate social responsibility policy. The ultimate objective is to improve the corporate reputation, promote the purchase intention of consumers, and enhance the competitiveness of enterprises in the automobile industry.

[bookmark: _Toc4695][bookmark: _Toc41649311][bookmark: _Toc41856601]1.2 Background and Rationale
Research shows that more and more consumers encourage and appreciate the company's public welfare activities, because these activities will make a positive contribution to the society (Lee&Lee, 2015). According to a survey by McKinsey, 89% of consumers say they are more supportive of companies that effectively maintain their obligations to stakeholders and make great efforts for the broader common interests (Ramasamy & Yeung, 2009).
As a result, corporate voluntary economic responsibility, law, and philanthropy can be regarded as corporate social responsibility activities (Carroll, 1979). In other words, commercial companies should not only make profits, but also be responsible to the company, society, environment and other stakeholders (Fatma &amp; amp; gt; Rahman, 2016) Research shows that consumers will show a positive response to companies that participate in corporate social responsibility activities (Parsa, Lord, putrevu and kreeger, 2015). Therefore, corporate social responsibility activities have a significant role in promoting corporate image and consumer purchase behavior, and can effectively improve consumers' purchase intention and the long-term performance of the company.
Although the research report shows that enterprises' active participation in social responsibility activities has a positive impact on consumers' purchase intention
(Parsa et al., 2015; Lee and Lee, 2015), Fatma and Rahman (2016). Other studies suggest that consumers are less interested in corporate social responsibility. Because they are usually more concerned about their immediate interests. Therefore, corporate social responsibility activities, relatively speaking, are not related to the company's performance (Vaaland, Heide and gr ø Nhaug, 2008). In addition, most of the empirical studies have been confirmed in the UK, Europe and other countries.
However, there is little research on Chinese consumers' response to corporate social responsibility (Lee &amp; amp; Lee, 2015). Therefore, researchers are investigating and understanding in other countries and social backgrounds, especially in China, to explore whether corporate social responsibility initiatives have an impact on consumers' purchase intention (Lee&amp; Shin, 2010).
[bookmark: _Toc27694][bookmark: _Toc41856602][bookmark: _Toc41649312]1.3 Aim and Objectives

[bookmark: _Toc41856603][bookmark: _Toc41649313][bookmark: _Toc29848]1.3.1 Aim:

To explore the general public’s views on social and environmental responsibilities of businesses, with a particular focus on the employment of disabled people.

[bookmark: _Toc13560][bookmark: _Toc41856604][bookmark: _Toc41649314]1.3.2 Objectives:

1. To critically analyse academic literature on the employment of disabled people as part of CSR practice.

2. To select a suitable research approach to explore public views on the importance of employing disabled people, as compared to the importance of businesses’ environmental responsibilities.

3. To analyse the data collected to explore public views on the importance of employing disabled people, as compared to the importance of businesses’ environmental responsibilities.

4. To understand practical implications of the research, making recommendations for practice.

5. To investigate possible avenues for future investigation, with reference to limitations of the present study.

[bookmark: _Toc41856605][bookmark: _Toc41649315][bookmark: _Toc21674]1.4 Research Structure

This research, in order to meet its objectives, will consist of five chapters. Chapter one being the introduction, chapter two, a literature review, chapter three, methods and methodology, chapter four, data collection and analysis, and chapter five, conclusion and recommendations.

Chapter one has introduced the research through providing a background, reasoning for conducting the research, and aims and objectives for this research. This research will use primary and secondary data in the form of a participant questionnaire and literature review. 

Chapter two is a literature review, on the topic of CSR and employment for disabled people. The literature review will help to provide an understanding of the topic, problems in this area and the gaps in research, which will give way to the research methods discussed in chapter three to address the aforementioned gaps and issues.

Chapter three is the methods and methodology section which will identify the most appropriate primary research techniques and the procedure for this research. This aims to contribute to the research gaps discussed previously. This data can then be analysed.

Chapter four will analyse the primary data, which was collected through the methods discussed in chapter three. Statistical analyses will be conducted to present the findings. This will give way to discussion and review.

Chapter five will discuss and review the aim and objectives of this research. There will then be a discussion on the main findings, recommendations and limitations of the research. There will also be reference to potential future research.

[bookmark: _Toc18961][bookmark: _Toc41649316][bookmark: _Toc41856606]1.5 Conclusion

Chapter one has provided an introduction to this research, identifying the aim and objectives, and outlining why this research is beneficial for the employment of disabled people. The next chapter will present a literature review, bringing more depth to the issues discussed in chapter one.








[bookmark: _Toc18325][bookmark: _Toc41856607]2. Chapter Two: Literature Review

[bookmark: _Toc25679][bookmark: _Toc41856608]2.1 Introduction

The purpose of this chapter is to review the current academic literature on the implementation of corporate social responsibility in business, with more emphasis on the research on social responsibility of the automobile industry. And this chapter will accomplish the first objective in this dissertation: 

“Making a critical and objective analysis of the academic literature on China’s automobile industry as a part of corporate social responsibility.” 

The literature reviews mentioned below are from Google Scholar, the UWTSD online library and EBSCO. These sources of information include previous academic journals and research. Search terms are: “automobile industry”, “consumer’s purchase intention”, “corporate social responsibility”, “enterprise” and “government”.  

[bookmark: _Toc41856609][bookmark: _Toc769]2.1.1 History Development of Corporate Social Responsibility   

In the past few decades, the debate about the appropriate relationship between business and society has been focused on the topic of corporate social responsibility (Klonoski, 1991). For many years, the specific concept of corporate social responsibility has been vague.

Bowen pointed out that businessmen have the obligation to formulate policies and take actions in accordance with social goals and value system, which is the social responsibility of businessmen. (Bahman, Kamran and Mostafa, 2014) This concept emphasizes that the main body of corporate social responsibility is a modern large company, responsible for the implementation of corporate managers, the principle of social responsibility is voluntary. (Bowen, 1953).

Frederick believes that businessmen should regard the operation of the economic system as meeting public expectations, which means that enterprises should increase the level of economic well-being of society as a whole in the process of production and circulation. 
He pointed out that corporate social responsibility represents a kind of public behavior, which uses social economic resources and human resources to achieve a wide range of social goals, rather than being limited to the interests of individuals and enterprises. 
In this conclusion, Frederick emphasizes that business goals and social goals should be coordinated and unified. (Frederick, 1960)

Manne and Wallich further extend the concept of corporate social responsibility, they believe that "responsibility to a certain extent means that the enterprise is a free actor." (Bahman, Kamran and Mostafa, 2014)
They pointed out that corporate social responsibility should involve the following three steps: the first is to set goals, the second is to decide whether to meet set goals, and the third is to provide funding for selected goals. Manne and Wallich tend to give instructions to the company so that the company can better meet the interests of shareholders. (Manne and Wallich, 1972)

Bowen (1953) believed that the definition of CSR is that enterprise should proceed from a long-term scientific point of view, which can to a large extent limit the bad behavior of a series of short-term results that may be caused by enterprises and individuals for short-term profits. Applying legislation to corporate social responsibility will make it mandatory (Toal&Broome,2020).
[image: ]
Figure 1: Carroll’s Four-Part Model: The Pyramid of CSR 

According to Carroll, a professor at the university of Georgia in the United States, he believes that CSR is regarded as an obligation given to enterprises by society. Society not only requires enterprises to create economic interests, but also needs them to abide by the law, attach importance to morality and develop public welfare undertakings. (Carroll, 2014). Therefore, corporate social responsibility requires enterprises to take into account and fulfill economic responsibility, legal responsibility, ethical responsibility and charitable responsibility at the same time. (Miethlich, 2019). According to Tiezhu, Sang, he believes that corporate social responsibility means that enterprises must undertake a series of corresponding responsibilities to all stakeholders, resources, environment and society in their various activities. Meanwhile, enterprises are required to acquire the ability of sustainable development of society, economy, resources and environment while fulfilling their social responsibilities. (Sang, 2009) According to Yueming, Cui, the essence of corporate social responsibility is the enterprise’s restriction on business behavior, which requires enterprises to undertake a series of responsibilities to stakeholders, environment and society while pursuing profits, so as to promote social progress and development. (Cui, 2010)  

Corporate social responsibility will bring some benefits to the enterprise. When there were many uncertainties exists a specific period, company that invested in corporate social responsibility performed better because it brought sustainability and competitive advantage. (Lins et al., 2019). Although it brings these advantages, there are still some shareholders who resist the implementation of corporate social responsibility strategy because it often conflicts with the goal of some shareholders, that is the interest of profit maximization (Wang, 2014).

[bookmark: _Toc41856610][bookmark: _Toc27195]2.1.2 Measurement dimensions of social responsibility of automobile enterprises

The division of corporate social responsibility by domestic and foreign scholars mainly includes Carroll's pyramid model, the concentric circle method of the U.S. Economic Development Commission, Streiner's internal and external social responsibility.

American scholar Carroll (1991) divides corporate social responsibility into economic responsibility, legal responsibility, ethical responsibility and charitable responsibility. The theory of corporate social responsibility adopted by most enterprises is based on the stakeholder theory put forward by Freeman. It is defined as that companies and managers should actually create value for customers, suppliers, employees, communities and financiers or shareholders. (Freeman,1984)
Freeman also pointed out that there are specific defects in corporate social responsibility, such as the contradiction between business and morality, because the development of business economy depends on profits, and moral constraints often consume and limit profits. (Freeman, 2009) Li Haiqin and Zhang Zigang (2010) divided corporate social responsibility into economic responsibility, legal responsibility, environmental responsibility, consumer responsibility, employee responsibility and charity responsibility according to stakeholder theory. 

Automobile enterprises are constantly promoting the progress of society, while improving the convenience of people's life, they also cause a lot of consumption of resources and environmental pollution and other social problems. Therefore, while pursuing the maximization of economic benefits, automobile enterprises also need to stand in the height of automobile social industry ecological chain and strategic development to promote the realization of social responsibility.  

However, there is still no clear definition for the measurement dimension of social responsibility of automobile industry. Bauner (2011), Cortez and cudia (2010) believe that policies and regulations have the greatest impact on the technological innovation of automobile enterprises, and they believe that environmental costs will affect economic profits, and automobile enterprises fulfill their social responsibilities to promote enterprise economic development. Ganescu (2012) believes that the implementation of appropriate corporate social responsibility strategy is crucial to achieve sustainable business development, and combined with the actual situation of the automotive industry, he believes that the automotive enterprises undertake the responsibility of economic, ethical and society.

[bookmark: _Toc41856612][bookmark: _Toc17610]2.2 Enterprise reputation
[bookmark: _Toc13781]2.2.1 Definition of corporate reputation

Balmer (1998) believes that the concept of corporate reputation represents a relatively new perspective. The top management of the enterprise can solve the strategic problems of the company through this perspective. In order to guide the top management to manage the reputation and image of the organization, Balmer proposed a practical operation model. The model shows that in addition to understanding the reputation and image of the enterprise, managers also need to understand the corporate identity and Corporate Communication of the company, as well as the relationship between these factors. He believes that in the current economic environment, the ultimate survival of enterprises may depend on whether they can establish a good corporate image and reputation. Fombrun (2001) discusses the intrinsic economic value of "corporate reputation". He believes that corporate reputation is a good image for a company composed of four key resource Holders: employees, customers, investors and communities. Gotsi &amp; wlison (2001) believes that the corporate reputation of an organization will be affected by the behaviors of departments and employees of each company that contact with stakeholders.

Many scholars believe that corporate reputation can be divided into two dimensions. Liu Liang (2006) found that it is reasonable to divide corporate reputation into cognitive reputation and emotional reputation. Manfred (2004) summarized the definition of corporate reputation as that corporate reputation is mainly composed of cognitive and emotional elements. That is to say, corporate reputation is generated by stakeholders based on the comprehensive impression of emotional honor and cognitive reputation. Dividing corporate reputation into emotion and cognition can better reflect the overall situation of corporate reputation.
To sum up, researchers will cite Manfred's (2004) view of corporate reputation, that is, corporate reputation is a comprehensive evaluation of stakeholders' cognition and emotion on the past and future of an enterprise.

[bookmark: _Toc3133]2.2.2 Corporate reputation and Corporate social responsibility 

According to the definition of corporate social responsibility and corporate reputation, corporate social responsibility mainly reflects the expectations and needs of stakeholders in a particular aspect of the enterprise. Corporate reputation is a comprehensive reflection of consumers' cognition and emotion to the enterprise. There are many researches on the relationship between corporate social responsibility and corporate reputation in academic circles. Most scholars believe that the performance of corporate social responsibility will affect corporate reputation, and it is also one of the important methods to enhance corporate reputation. (Alzghoul et al., 2016)

There are many benefits to implementing CSR practices in business. During times of uncertainty, companies that invest in CSR perform better as it brings sustainability and competitive advantage (Lins et al., 2019). Wang (2014) highlights the benefits of businesses incorporating CSR strategies for both stakeholders and shareholders, for example increased performance. Despite these advantages, some shareholders resist implementing CSR strategies since it can conflict with profit maximisation interests (Wang, 2014). Khan et al. (2018) suggest that CSR policies are often used for image protection and to improve reputation, as opposed to companies having an actual commitment to them.

According to Fombrun & Shanley (1990), every social responsibility performed by an enterprise will have an impact on the reputation of the enterprise. Meanwhile, because different stakeholders have different expectations for the enterprise, the enterprise is required to engage in a series of different targeted social responsibility activities, such as public welfare, environmental protection and so on. Different corporate social responsibility behaviors are embodied and combined with their production process and resource status. Williams &amp; Barrett (2000) research confirmed that enterprises actively participate in charitable donation activities and environmental public welfare publicity and other social activities can enhance the reputation of enterprises. Based on the published data, Brammer &Pavelin (2004) studied the impact of corporate social responsibility on corporate reputation of 227 listed companies in various industries in the UK. The results show that corporate social responsibility of finance, resources and consumer goods industries has a significant positive impact on corporate reputation. This study confirms that different corporate social responsibilities have different impacts on corporate reputation. Yoon (2006) believes that when consumers can truly feel that the motivation of the enterprise is sincere, then the enterprise's behavior of actively fulfilling social responsibility will improve the corporate reputation. Castaldo (2008) believes that enterprises can enhance their reputation by fulfilling their social responsibilities, so as to gain competitive advantage.

The behavior of enterprises to participate in corporate social responsibility activities in a strategic way can be examined from the perspective of resource-based enterprise view (RBV). The RBV proposed by Wernerfelt (1984) and improved by Barney (1991) draws on the early research results of Penrose (1959). This theory assumes that enterprises are the aggregation of heterogeneous resources and capabilities, and the liquidity among enterprises is incomplete. Barney (1991) believes that if these resources and capabilities are valuable, rare, non imitative and irreplaceable, they can form the source of sustainable competitive advantage.

The first theoretical paper applying RBV framework to corporate social responsibility is Hart (1995), who focuses on environmental social responsibility. Hart believes that for some types of enterprises, environmental social responsibility can constitute a kind of resource or ability, which can bring sustainable competitive advantage.
Russo and Fouts (1997) empirically tested this theory by using the data of corporate social responsibility environment and accounting profitability, and found that those enterprises with higher environmental performance have better financial performance.

Based on RBV framework, McWilliams and Siegel (2001) put forward a more formal "profit maximization" model theory of corporate social responsibility. In this model, two companies produce the same product, but one company adds an additional "social" attribute or feature to the product, which is highly valued by some consumers or other potential stakeholders. In this model, managers perform cost / benefit analysis to determine the level of resources used for CSR activities / attributes. They assessed the specific needs of CSR and the specific costs of meeting them.

[bookmark: _Toc41856614][bookmark: _Toc18774]2.3 Consumer’s purchase intention

[bookmark: _Toc41856615][bookmark: _Toc23114]2.3.1 The concept of consumer’s purchase intention

Purchase intention belongs to the category of consumer behaviour theory. Philip Kotler (2016) believes that purchase intention refers to people's subjective tendency in the process of purchasing products or services to meet certain needs or desires. According to Schiffma (2000), purchase intention refers to the possibility that consumers are willing to buy a certain product or service. Spears Singh (2004) believes that consumers' purchase intention is a series of psychological activities in the process of purchasing products or services, including the role of external factors. Mullet (1985) believes that consumers' purchase intention can be regarded as their subjective tendency to choose a specific product, and it has also been proved to be an important indicator to predict consumer behaviour.
Zeithaml (1988) believes that perceived quality is consumers' overall value judgment of an entity, which is different from objective quality. It is an attitude towards expectation and performance. Šontaitė-Petkevičienė (2015) perceived quality and service quality will affect consumers' perceived value and purchase intention.

[bookmark: _Toc41856616][bookmark: _Toc29476]2.3.2 Corporate reputation and consumer purchase intention

Through the analysis of relevant literature, it can be found that corporate social responsibility can not only have a direct impact on purchase intention, but also have an indirect impact on purchase intention through corporate reputation, corporate image and so on. With the improvement of people's living standards, consumers not only pay attention to the basic needs of product price and quality, but also pay attention to the enterprise behavior behind the product. For example: whether the enterprise actively fulfills its social responsibility and whether it has a good reputation and image. Grewal (1998) believes that corporate reputation is positively correlated with purchase intention. Kotler (2005) believes that enterprises actively donate to charity activities, carry out environmental protection and public welfare publicity activities can effectively enhance the image of enterprises in the public field of vision, and then promote the purchase intention of consumers. Asshidin (2016) research results show that perceived quality and emotional value have moderate positive relationship with purchase intention. According to Lu & Chang (2014), when an enterprise has a good reputation, consumers have a very positive attitude towards purchasing its products, and it can also improve consumers' purchase intention.

[bookmark: _Toc41856617][bookmark: _Toc6183]2.3.3 Corporate social responsibility and consumer’s purchase intention

Sen & Bhattacharya (2001) considered that corporate social responsibility has a direct impact on consumer evaluation, and divided consumers' social responsibility into high trust and low trust. Compared with high trust enterprises, consumers are more vulnerable to negative social responsibility information. The results show that consumers' evaluation of products or services is significantly affected by corporate social responsibility, and this effect is also moderated by consumers' support for social responsibility activities. If consumers recognize the enterprise behavior, it will produce support behavior for the enterprise's products or services. According to Lee (2010), he believes that corporate social responsibility and community contribution have an impact on consumers' purchase intention, while corporate environmental protection and contribution have no impact on consumers' purchase intention. According to Lee (2015), the two basic responsibilities of enterprise to economy and law have a direct impact on purchase intention. Among them, moral responsibility has little influence on purchase intention.

	
[bookmark: _Toc41856619][bookmark: _Toc8793]2.4 Conclusion

This chapter achieved the first objective:

“To critically analyse academic literature on the impact of corporate social responsibility on consumers' purchase intention”

The literature review revealed that, CSR can be evaluated as a special asset because it invisibly helps the company improve its brand value and improve its overall reputation and image in terms of quality, basic functions or resource use. (McWilliams, 2010)
McWilliams also claims that many automobile companies are now committed to understanding and developing how to create and efficiently obtain value in the following ways, which is reflected in the strategic inclusion of corporate social responsibility (Baron, 2001) It is called strategic corporate social responsibility. (Werther and Chandler, 2006)

At present, vehicle manufacturers are actively identifying and recognizing the specific needs of strategic corporate social responsibility (CSR), as these requirements will trigger competitive advantage and help companies create long-term brand value in the future. 
The eco-friendly automobile industry has entered the era of strategic corporate social responsibility competition. Hart claims that environmental social responsibility has gradually reached a consensus in the automobile industry, which will eventually lead to sustainable competitive advantage. (Hart, 1995) In recent years, the literature on corporate social responsibility related to innovation has gradually expanded its background and introduced the new term "corporate social innovation". (Kanter, 1999)


The next chapter will identify the appropriate research methods and methodology to address the issues discussed in this chapter.



















[bookmark: _Toc41856620][bookmark: _Toc64]3. Chapter Three: Research Method 

[bookmark: _Toc30857][bookmark: _Toc41856621]3.1 Introduction

The first objective has been achieved in the previous chapter, which elaborates on the importance of corporate social responsibility in the automotive industry. 
However, there is a lack of research on the relationship between the automobile industry and corporate social responsibility.

Then, the following chapter will introduce the research method which used in this paper and aims to achieve the second objective: 

“Through the selection of appropriate research method, to identify the importance of automotive corporate social responsibility to society, as well as explore the point of view of the importance of environmental responsibility of relevant enterprise.” 

The research onion developed by Saunders et al. (2016) can make this investigation process achieve the second objective logically. In addition, effectiveness, reliability, limitations and other issues will also be fully considered.

[bookmark: _Toc866][bookmark: _Toc41856622]3.2 Research Onion

Research is usually regarded as a systematic process, and researchers strengthen cognition by studying the nature of phenomena. (Collis & Hussey, 2013; Saunders et al., 2009).


Figure 3.1 highlights the researcher’s chosen process.

[image: ]
Figure 2: The Research Onion (Saunders et al., 2016)

Collis and Hussey (2013) and Saunders et al. (2009) pointed out that exploratory research can help researchers establish an understanding of the problems that need to be further explore due to the lack of previous research, and provide more valuable support for further investigation and analysis.	

Descriptive research is a research method in basic research, which aims to accurately describe a topic or a phenomenon under study. (Collis & Hussey, 2013; Saunders et al., 2009). 
Gliner and George state that the scientific research paradigm is a way of research or the process and implementation method of thinking. It is not a methodology, but a philosophy that provides a research process. (Gliner and George, 2016)

[bookmark: _Toc19115]3.2.1 Philosophy

Research philosophy mainly explores the source, nature and development of knowledge. In short, it is an idea of how effectively the data of a phenomenon should be collected, analyzed and used in an appropriate way. (Bajpai, 2011)

In essence, this part can be seen as expounding in the paper that research philosophy involves awareness and elaboration of researchers' beliefs and hypotheses. （Saunders, Lewis & Thornhill, 2012)

The choice of specific research ideas will also be affected by some practical significance factors. 
For example, there are important philosophical differences between research that pays attention to facts and figures and qualitative research. (Johnson & Clark, 2006) This research uses positivist because the objectives of this paper are to identify and analyze these objective elements and causes, and it based on a large amount of quantitative data support. Positivists prefer to collect objective data that can be observed and look for regularity and causality in the collected data to create systematic generalizations. (Saunders, Lewi, & Thornhill, 2009)

[bookmark: _Toc41856624][bookmark: _Toc13443]3.2.2 Approach 

Deductive approach means that one or more hypotheses are put forward on the basis of existing theories, and then formulates the research approach to test it (Silverman, 2013). For research projects, the researchers focus on whether the observed phenomena are in line with expectations, and this method is the most suitable to guide this research. (Wiles et al., 2011). 
Therefore, deductive methods may be considered particularly suitable for positivist approach, as the process is to make assumptions first and then statistically test the expected results to reach an acceptable level (Snieder&Larner, 2009)

[bookmark: _Toc4687][bookmark: _Toc41856625]3.2.3 Strategy

The method of data collection and analysis process depends on the specific situation (Brightman, 2012). This study will use the questionnaire survey method to investigate and analyze the actual situation of social responsibility of automobile enterprises, and provide a large number of relevant quantitative indicators to specify the impact of social responsibility of automobile enterprises on consumers' purchasing intention, which can greatly improve the authenticity of this study. The survey facilitates quantitative research by obtaining a large amount of data on attitudes and perceptions towards a phenomenon (Glasgow, 2005). At this stage, the overall reliability and validity of the mature survey project will make a significant contribution to the survey results (Sanders et al., 2007)

The survey conducted by the researchers in the form of questionnaire was created on the Internet using Google form. A link is created to give participants direct access to the form. It is then distributed online on the social media platform which is called Wechat, as it is the most common and frequently used social platform in China, which can provide convenience for investigators and researchers.Then the survey were transmitted to voluntary participants via email. The questionnaire is confidential and anonymous. Participants were introduced to the study and asked to complete a questionnaire.

[bookmark: _Toc22430][bookmark: _Toc41856626]3.2.4 Choice

Due to mono-method research is often weak in providing comprehensive solutions to social problems, (Ojebode, and Oyedele, 2018) so this research adopts both of them. This approach which usually refers to the combination of qualitative and quantitative methods to make it more widely applicable. (Bryman, 2012). Positivist prefer quantitative indicators such as social surveys and official statistics because these methods are reliable and representative. (ReviseSociology, 2020) Quantitative method is through the collection of numerical data, used for statistical analysis, finally to explain the phenomenon or its nature. (Sukamolson, 2007). Qualitative research includes the collection and analysis of non-digital data, such as texts, to facilitate researchers to understand concepts and form opinions. (Pritha, 2020)

The positivist paradigm is regarded as a philosophical theory, and knowledge is analyzed and learned through real data, and these quantified results can be observed, measured and explained by logical analysis (positivist paradigm, 2018).

However, due to Covid-19, the researcher could only use quantitative methods.This quantitative method collects numerical data for statistical analysis to explain the phenomenon (Sukamolson, 2007). This makes it easier for researchers to analyze data with better reliability and accuracy. 

[bookmark: _Toc6539][bookmark: _Toc41856627]3.2.5 Time Horizon

The time horizon refers to a time frame that contains an approximate time frame for the completion of a project plan. (Saunders et al., 2007). The cross-sectional time horizon refers to the time horizon that has been determined, and researchers must collect data at a particular point in time. (Flick, 2011). Which is the most suitable for this research. This method is suitable for the study of investigating specific phenomena. The longitudinal time for data collection refers to the repeated collection of data over a period of time, which is used to study an important factor (Goddard&Melville,2004) that changes over time.

[bookmark: _Toc21611][bookmark: _Toc41856628]3.2.6 Techniques for Data Collection, Processes and Analysis

[bookmark: _Toc41856629][bookmark: _Toc16193]3.2.6.1 Data Collection

Preliminary research involves direct collection of data on specific research issues (Hox &amp; amp; Boeije，2005）。 The data will be obtained by questionnaire survey. Ghauri et al. (2020) pointed out that the disadvantages of using questionnaires include time and access to necessary resources. This study provides direct access to the surveyed public, and the questionnaire identifies consumers' attitudes towards corporate social responsibility of automobiles, allowing for comparison (Ghauri et al., 2020).

[bookmark: _Toc41856630][bookmark: _Toc5133]3.2.6.2 Questionnaire Design and Collection

According to Qingguo Ma(2002), researchers should design the questionnaire scientifically and reasonably, that is to say, to set up relevant questions in easy to understand language and avoid using professional terms, which will lead to the problem can not be understood by the respondents, thus leading to the decline of the authenticity of the questionnaire. Therefore, this questionnaire is based on the literature analysis of domestic and foreign scholars on corporate social responsibility, corporate reputation and consumer purchase intention, combined with the actual performance of corporate social responsibility of automobile enterprises, as well as the degree of familiarity and understanding of consumers. 
The social responsibility of automobile enterprises is divided into five dimensions, including the responsibility of automobile enterprises to the community, the responsibility of consumers, the responsibility of employees, the responsibility of environment and the responsibility of economy. Through the above five dimensions set the corresponding questions. Corporate reputation is set from cognitive and emotional perspectives. Consumers' purchase intention is a specific issue based on their perception, understanding and familiarity with consumers. The questionnaire consists of the following four parts:

(1)	Introduction. This part is mainly a brief summary of the questionnaire, and a brief description of the answering rules and confidentiality
(2)	Basic information. This part mainly includes the four basic information of the respondents: gender, age, education background and monthly disposable income
(3)	The Enterprises for evaluation
This research is a survey of automobile enterprises. The researchers selected ten automobile enterprises that consumers are familiar with as the evaluation objects, including: Chang'an, SAIC, GAC, Volkswagen, Dongfeng, Jiangling, FAW, JAC, great wall and BYD.
(4)	The main content. This section includes 32 subjects. This questionnaire uses Likert's five scale method to score each item, 1 means "totally disagree", 5 means "totally agree". The maximum value should not be more than 5, and the minimum value should be more than 1.

This questionnaire is released through the questionnaire star survey network. The questionnaires were transfered through email and wechat. The data were collected from March 25, 2021 to April 25, 2021. A total of 460 questionnaires were distributed and 446 were returned, with a recovery rate of 96.7%.



[bookmark: _Toc41856631][bookmark: _Toc24239]3.2.6.3 Pilot Study

In order to help researcher better decide how best to conduct a large-scale research project, they will conduct preliminary small-scale study which is called a pilot study. (Ashley, 2019)
Researchers can identify or further refine research problems through pilot research, combine analysis to find out the best way to solve the problem, and make a comprehensive systematic assessment of the time cost and resources needed to complete a larger version of the survey.


[bookmark: _Toc41856632][bookmark: _Toc18660]3.2.6.4 Analysis

This paper mainly uses theoretical analysis and empirical analysis to study the impact of corporate social responsibility on consumers' purchase intention. There are three specific analysis methods: 
1. Literature analysis. Literature analysis is mainly to sort out and summarize the concept, relationship and measurement dimensions of corporate social responsibility, corporate reputation and consumer purchase intention, and to determine the dimensions in line with the actual situation of automobile enterprises.

1. Questionnaire survey method. This paper takes the top ten auto companies that consumers know and are familiar with as the investigation background, and the existing car users and potential car buyers as the investigation subjects. Data acquisition is mainly through the investigation of consumers. The main purpose of this study is to clarify the relationship between the fulfillment of corporate social responsibility and consumers' purchase intention.

1. Statistical analysis of data. The researchers used SPSS statistical analysis software for data quality analysis, exploratory factor analysis, correlation analysis and regression analysis. Likert scale questions allow values to be coded easily, showing patterns in responses (Bowling, 2005).

[bookmark: _Toc31850][bookmark: _Toc41856633]3.3 Sample

The amount of consumers is too large, researchers used a smaller sample population (Ghauri et al., 2020). The sample can be widely representative of a part of the consumer population, in order to improve the reliability and validity of the research results (Collis &amp; amp; In order to be effective and reliable, a sample size of at least 150 respondents is required. Pearson and Mundfrom (2010) suggested that the minimum number of samples for statistical analysis should be 100, but 200 will be more suitable. The study included 440 respondents.
[bookmark: _Toc41856634][bookmark: _Toc23067]3.4 Reliability and Validity

Reliability is defined as the degree to which research results remain consistent over time. (Joppe, 2000) It can refer to the extent to which questionnaires, tests, observations, or other research procedures produce the same results in repeated trials.
Wainer and Braun (1998) described the validity in quantitative studies as "construct validity". It is the initial concept or assumption used to determine what data to collect and how to collect it.


[bookmark: _Toc41856635][bookmark: _Toc11307]3.5 Limitations

The identification of the influencing factors of the strategic transformation of automobile corporate social responsibility may not be comprehensive enough. (James and Judy, 2004) This study studies the driving factors and implementation basis of social responsibility in many automobile enterprises, but the identification of the driving factors is still based on the review of relevant theories, and combined with the analysis of relevant practice, it is concluded that due to the limitations of objective conditions such as COVID-19, the researchers did not carry out manager interviews or questionnaires, and the identification of driving factors may not be perfect. And there is no in-depth analysis of the importance of different drivers.

Another limitation comes from the social aspect. Because the information and content involved in the topic in this survey is very sensitive, participants will give moral answers through various trade-offs, rather than the real situation. (Andersen & Mayerl, 2019).
Therefore, researchers will select anonymous companies from multiple databases to reduce the extent to which the data is affected by other factors as much as possible.

[bookmark: _Toc41856636][bookmark: _Toc14528]3.6 Ethical Considerations

Ethical consideration is a major factor in the research. While ensuring that the purpose of the research is achieved, researchers transmit real information and knowledge, truth and prevent the emergence of erroneous ideas. (Priya, 2016)
The principles of ethical considerations can be concluded in the following aspects, promote authentic, original and true knowledge by avoiding error, to promote values of collaborative work and increase public accountability. (Resnik, 2011); (Smith, 2003)

This study was conducted in accordance with the ethical standards of UWTSD and approved by the research supervisor and coordinator through the ethical approval form (see Appendix 3).

[bookmark: _Toc32287][bookmark: _Toc41856637]3.7 Conclusion

This chapter successfully achieved the second goal of this study

"Researchers analyze the collected data through appropriate research methods to determine the impact of corporate social responsibility on consumers' purchase intention, and explore the importance of corporate reputation and image."

This chapter determines the research methods suitable for this study. Researchers choose the empirical quantitative method to collect first-hand data by issuing questionnaires, and then ensure the rationality of the research by random sampling. The next chapter will conduct in-depth analysis and Research on the collected data.

























[bookmark: _Toc41856638][bookmark: _Toc21082]4. Chapter Four: Data Analysis

[bookmark: _Toc41856639][bookmark: _Toc30613]4.1 Introduction

The approaches and methodology of this research have been identified in the previous chapter. This chapter aims to achieve the third objective.

“Researchers will explore whether corporate social responsibility has an impact on consumers' purchase intention from multiple dimensions”

Firstly, this chapter will present the data collected, then the researcher will analyze the collected data by SPSS to explore the correlation between corporate social responsibility and consumer purchase intention. In addition, the relevant quantitative indicators are also displayed through tables to compare and analyze the specific content of automobile industry’s CSR, so as to further enhance the reliability of  analysis result. 

[bookmark: _Toc41856640][bookmark: _Toc13650]4.2 Data Analysis

Data analysis includes the process of collecting, modelling and analyzing data to provide support decision information. (Morton el al., 2014) The data was analyzed using the Excel software and SPSS. Descriptive statistics are provided by identification.


[bookmark: _Toc31296][bookmark: _Toc41856641]4.3 Methods

Participants were categorised by gender and age to investigate any significant differences in respondents’ views. Similarly, as ages were originally within approximately nine year age brackets, for simplicity they were categorised into ages under 45 and over 45 years. Supporting this categorisation, much other research categorises under 45s as ‘young’ (e.g. Hantes et al., 2018; Haski-Leventhal et al., 2017; Liu et al., 2016; Sanjaya & Kurniawan, 2016). 

[bookmark: _Toc41856642][bookmark: _Toc23995]4.4 Demographics and Descriptive Statistics

4.2.1 Descriptive statistical analysis of samples

According to the figure 3. There are 217 males and 223 females in the sample. The proportion of women is 50.7% and that of men is 49.3%. The difference between men and women is small, so the survey results will not affected by gender characteristics	.

Secondly, among the respondents, 170 people aged 18-25, accounting for 38.6%, 177 people aged 26-30, accounting for 40.3%, and 93 people aged 31-50, accounting for 21.1%.College students are the main subjects of the survey. They belong to a large group of potential car buyers, and they have a certain understanding of the concept of corporate social responsibility reputation of automobile enterprises. They also have a better understanding of automobile brands and basic information. Taking this as the research object can effectively reduce the error. 

Thirdly, according to educational background. The proportion of people with master's degree and doctor's degree is 46.6%, the proportion of people with bachelor's degree is 28.2%, and the proportion of people with college degree and below is only 25.2%. It can be seen from the distribution of educational background that 74.8% of the samples are undergraduates or above. Their logical thinking is clear and they can accurately express their views. They are representative of the research and are conducive to the researchers to draw scientific and reasonable conclusions.

Finally, it can be seen from the table that the group with income below 1500 yuan accounted for 15.21500 yuan to 2500 yuan, accounting for 21.1%, mainly college students. The proportion of 2500-5000 yuan was 34.5%, mainly for those who just started their work. The proportion of the revenue more than 5000 yuan, accounted for 21.9%. This part of the population is mainly middle-aged people with rich economic conditions.












	　
	
	　

	Item
	Constitution
	Frequency
	Percentage
	Cumulative percentage

	Gender
	Male
	217
	49.3
	49.3

	　
	Female
	223
	50.7
	100

	　
	Total
	440
	100
	　

	Age
	18-25
	170
	38.6
	38.6

	　
	26-30
	177
	40.3
	78.9

	　
	31-40
	63
	14.3
	93.2

	　
	41-50
	30
	6.8
	100

	　
	Total
	440
	100
	　

	Education
	Senior High school
	10
	2.2
	2.2

	　
	Junior college
	101
	23
	25.2

	　
	Undergraduate
	124
	28.2
	53.4

	　
	Master
	151
	34.3
	87.7

	　
	Doctor
	54
	12.3
	100

	　
	Total
	440
	100
	　

	Monthly disposable income
	Under 1500 yuan
	67
	15.2
	15.2

	
	1500-2500 yuan
	93
	21.2
	36.4

	　
	2500-5000 yuan
	152
	34.5
	70.9

	　
	5000-8000 yuan 
	71
	16.1
	87

	　
	Over 8000yuan
	57
	13
	100

	　
	Total
	440
	100
	　


Figure 3: Sample statistical analystics

4.3.1 Reliability Analysis

Reliability refers to the stability or consistency of the test results. Devellis (1911) believes that the data accounted between 0.60 and 0.65 should be discarded; the value between 0.65 and 0.70 is the minimum acceptable value; The value between 0.70 and 0.80 indicates that the reliability of the data is quite good; If the value between 0.80 and 0.90 shows that the credibility of the data is very good.



	Variation
	Dimension
	A value
	Number     Total 

	
	Community
	0.938
	4

	Corporate
Social Responsibility   
           
	Consumer
	0.900
	5

	
	Employee
	0.901
	5         0.876

	
	Environment
	0.846
	4

	
	Economic
	0.887
	4

	Coporate
Reputation
	Cognition
	0.899
	4         0.892

	
	Emotion
	0.918
	  4

	
	
	
	

	Consumer Purchase
Intention
	Consumer Purchase
Intention
	0.934
	5         0.934

	
	
	
	


Figure 4: Reliability analysis results of each variable

It is obvious that, the five dimensions of corporate social responsibility include 22 measurement indicators, the two dimensions of corporate reputation include 8 measurement indicators, and the a values of the five measurement indicators of consumer purchase intention are all greater than 0.8, which indicates that the scale of these three variables has high stability and good reliability.

4.3.2 Validity Analysis

Validity is the degree of trait that the scale can measure correctly. Kmo and Bartlett were used to test whether variables were suitable for factor analysis. Kaiser (1974) thought that when kmo index value was between 0 ~ 1 or kmo < 0.50, it was not suitable for factor analysis; By contrast, if kmo > 0.8, the variables are suitable for factor analysis; When kmo > 0.90, the relationship between these variables is excellent, which is very suitable for factor analysis.

(1) Validity analysis of corporate social responsibility scale



	KMO measure
	
	
	0.863

	
	
	
	

	Bartlett's sphericity test
	
	Approximate chi square
	6131.662

	
	
	df
	231

	
	197
	Sig.
	.000

	
	
	
	
	


Figure 5: Kmo and Bartlett test of corporate social responsibility scale


It can be seen from figure 5, the results of exploratory factor analysis show that the test value is 6131.662, the degree of freedom is 231, the kmo index is 0.863, which is greater than 0.80, and the sig is 0.000, which is less than 0.001. Therefore, the possibility that the correlation number of the data is the unit matrix can be ruled out, thus, factor analysis can be carried out.

























Composition    Initial eigenvalue           Extract sum of      Rotation sum of squares 
squares load
       
Total   Variance% Accumulation   Total Variance% Accumulation Total  Variance Accumulation
                 
[image: ]
Figure 6: The total variance of corporate social responsibility interpretation

The common factors are determined according to the principle of eigenvalue greater than 1. The results in figure 6 shows that there are five factors with eigenvalues greater than 1, which are 5.502, 3.001, 2.911, 2.707 and 2.232 respectively, and the sum of eigenvalues is 16.353; The variance explained by the five factors is 25.010%, 13.640%, 13.232%, 12.307, 10.147% respectively, and the cumulative explained variance is 74.336%, which has reached the standard of 60%. It shows that it is appropriate to retain the five factors, and it also shows that the scale of corporate social responsibility has good explanatory ability.


		
[image: ]Figure 7: Rotating component matrix			            

	

It can be seen from table 4.5 that the items with factor load value greater than 0.50 in the rotating component matrix are concentrated in the same latitude. Common factor one includes Q5, Q6, Q7 and Q8, common factor two includes Q9, Q10, Q11, Q12 and q13, common factor three includes q14, Q15, Q16, Q17 and Q18, common factor four includes Q19, Q20, q21 and q22, and common factor five includes q23, q24, q25 and q26. The questionnaire Q5 ~ Q5 corresponds to the topic of community responsibility, Q9 ~ q13 corresponds to the topic of consumer responsibility, q14 ~ Q18 corresponds to the topic of employee responsibility, Q19 ~ q22 corresponds to the topic of environmental responsibility, and q23 ~ q26 corresponds to the topic of economic responsibility. The five main components extracted correspond to community responsibility, consumer responsibility, employee responsibility, environmental responsibility and economic responsibility respectively, which are consistent with the theory of five dimension division of automobile corporate social responsibility in the questionnaire design mentioned above, indicating that the effect of the scale is reliable.

(2) Analysis on the validity of enterprise reputation scale


[image: ]Figure 8: Kmo and Bartlett test of corporate reputation scale

It can be seen from figure 8 that the approximate chi square value is 2656.077, the degree of freedom is 28, and the value of kmo is equal to 0.845, greater than 0.80. These data all show that the relationship between the item variables is good. In addition, SIG is equal to 0.000 and less than 0.01, which has passed the significance level test, so the data of enterprise reputation scale is suitable for factor analysis.



[image: ]
Figure 9: The explanatory total variance of corporate reputation

According to figure 9, there are two factors with eigenvalues greater than 1, which are 4.597 and 1.734 respectively, and the total eigenvalue is 6.331. The explained variance of these two factors is 57.459% and 21.672% respectively, and the combined explained variance is 79.131% and greater than 60%, which indicates that it is reasonable to retain these two factors.


[image: ]
Figure 10: Rotating component matrix

From figure 10, it can be found that common factor 1 contains four topics q27, Q28, q29 and q30 respectively, and common factor 2 contains four topics Q31, q32, Q33 and q34 respectively. In the questionnaire, q27 ~ q30 correspond to cognitive reputation, Q31 ~ q34 correspond to emotional reputation. At the same time, the two factors extracted from the scale correspond to cognitive reputation and emotional reputation respectively, which is consistent with the two dimensions of corporate reputation mentioned in the previous questionnaire design, indicating that the scale is effective.


4.4 Correlation Analysis

Correlation analysis is a statistical analysis method to study the relationship between independent variables and dependent variables. The correlation coefficient is between - 1 and 1. If the correlation coefficient is greater than 0, then the two variables are positively correlated; On the contrary, if the correlation coefficient is less than 0, it means that there is a negative correlation between the two variables; The larger the absolute value of correlation coefficient, the stronger the correlation between the two variables.


[image: ]
Figure 11: The correlation analysis of corporate social responsibility (CSR) and corporate reputation

It can be seen from figure 11 that the correlation coefficient between corporate social responsibility and corporate reputation is 0.754, which indicates that there is a significant positive correlation between corporate social responsibility and corporate reputation


[image: ]

[image: ]
Figure 12: Correlation analysis between five dimensions of corporate social responsibility and two dimensions of corporate reputation.

According to figure 12, there is a significant positive correlation between the five dimensions of corporate social responsibility and cognitive reputation. The correlation coefficients of community responsibility, consumer responsibility, employee responsibility, environmental responsibility and economic responsibility with cognitive reputation are 0.319, 0.388, 0.348, 0.369 and 0.449 respectively. The order of the coefficients also corresponds to the correlation degree of the five dimensions of corporate social responsibility with cognitive reputation. From high to low, the order is economic responsibility, consumer responsibility and environmental responsibility, Employee responsibility and community responsibility.

There is also a positive correlation between the five factors of corporate social responsibility and emotional reputation. The correlation coefficients of community responsibility, consumer responsibility, employee responsibility, environmental responsibility and economic responsibility with emotional reputation are 0.524, 0.363, 0.349, 0.394 and 0.153 respectively. The correlation degree of social responsibility and emotional reputation of automobile enterprises is corresponding from high to low.
In addition, economic responsibility has the strongest correlation with cognitive reputation, and community responsibility has the strongest correlation with emotional reputation.
Based on the above data and analysis, the researchers believe that there is a significant correlation between the five dimensions of corporate social responsibility and the two dimensions of corporate reputation.

[bookmark: _Toc22119]4.5 Regression analysis of social responsibility of automobile enterprises on consumers' purchase intention


[image: ]
Figure 13: Regression analysis of social responsibility on consumers' purchase intention

According to figure 13 the influence of corporate social responsibility on consumers' purchase intention β coefficient is 0.752, the sig value is less than 0.001, and the revised r square is 0.564. It can be inferred that the independent variable of corporate social responsibility can explain 56.4% of the variation of consumer purchase intention variable, and the F value is 569.338.

From the above regression analysis data, the following standard regression equation is obtained: consumer purchase intention = 0.752 * corporate social responsibility. Thus, it can be concluded that corporate social responsibility has a significant positive impact on consumer purchase intention. That is to say, "corporate social responsibility has a positive effect on purchase intention."


[image: ]
Figure 14: Regression analysis 2

It can be found that, the Vif values of the five variables are less than 10, indicating that there is no collinearity problem among the five predictive variables. Meanwhile, in terms of the non-standardized regression coefficient, the five predictive variables in the regression model are the β, the values are 0.260, 0.599, 0.545, 0.515 and 0.264 respectively. Which indicating that the five variables of community responsibility, consumer responsibility, employee responsibility, environmental responsibility and economic responsibility have positive effects on consumers' purchase intention.

Finally, the standardized regression model of automobile corporate social responsibility on consumers' purchase intention can be determined as follows:
Consumer’s purchase intention=0.210*Community responsibility+0.350*Consumer responsibility+0.302*Employee responsibility+0.274*Environment responsibility+0.163*Economy responsibility

It is obvious that, among these five factors, consumer responsibility and employee responsibility are the two independent variables that have a greater impact on the dependent variable of consumer purchase intention. 


[bookmark: _Toc5432][bookmark: _Toc41856650]4.6 Conclusion

This chapter achieved the third objective:

“This paper analyzes the collected data. Through data analysis, researcher explore the impact of the five dimensions of corporate social responsibility on consumers' purchase intention. It can be concluded that there is a positive correlation between corporate social responsibility and consumer purchase intention”


The last chapter will achieve the final objectives of understanding implications and limitations of the research, then, recommendations will be provided by researcher, and  further possibilities for future research will be analysed. 



  










                  
[bookmark: _Toc26554][bookmark: _Toc41856651]5. Chapter Five: Conclusions and Recommendations

[bookmark: _Toc41856652][bookmark: _Toc26372]5.1 Introduction

	The previous chapter analyzes the data of this study, highlights the main findings, and achieves the third goal. This chapter will achieve the last two objectives:

“To understand the practical significance of the research and put forward practical suggestions” 

and, 

“Referring to the limitations of current research, the possible research direction and approach in the future will also be explored and discussed.”

There will be an additional discussion section that focuses on self-reflection.

(1) Automobile enterprises' social responsibility can enhance their reputation. According to the data analysis in the fourth chapter, the social responsibility of automobile enterprises has a positive and significant effect on the corporate reputation, that is, the more responsibilities the enterprise undertakes in the five aspects of community, consumers, employees, and economy, the more favorable it will be to enhance the reputation of the enterprise and win the favor of consumers. Through the analysis of the regression coefficient, we can see that there are significant differences in the impact of the five dimensions of automobile corporate social responsibility on corporate reputation, and the impact of economic responsibility, consumer responsibility, employee responsibility, environmental responsibility and community responsibility on corporate cognitive reputation decreases in turn. The positive effects of corporate responsibility to community, environmental responsibility, consumer responsibility, employee responsibility and economic responsibility on corporate emotional reputation decrease in turn. This shows that corporate reputation, as an intangible asset of an enterprise, can create profits for the enterprise. Therefore, while pursuing the maximization of economic profits, automobile enterprises should also actively carry out activities that contribute to community public welfare and environmental protection. For example, philanthropy and providing jobs for social work. These activities will help enterprises improve their reputation and make consumers have a sense of identity with enterprises.

(2) Corporate reputation has a positive impact on consumers' purchase intention
Automobile corporate social responsibility indirectly affects consumers' purchase intention through corporate reputation. According to the regression analysis data in Chapter 4, the regression coefficient of corporate reputation on purchase intention is 0.858, that is, corporate reputation has a significant positive impact on purchase intention, and emotional reputation has a significant impact on purchase intention(β=0.595) is greater than the impact of cognitive reputation on purchase intention(β=0.565). Therefore, it also shows that good corporate reputation can enhance consumers' purchase intention of corporate products or services

(3) Automobile enterprises actively and effectively fulfill their social responsibility can enhance consumers' purchase intention
The five dimensions of automobile corporate social responsibility have a positive impact on consumers' purchase intention, but the degree of impact is different. The regression coefficient of automobile corporate social responsibility on purchase intention is 0.752, showing a positive significant impact. Among them, the standardized regression coefficients of consumer responsibility, employee responsibility, environmental responsibility, community responsibility and economic responsibility are 0.350, 0.302, 0.274, 0.210 and 0.163, respectively. Therefore, automobile enterprises' active social responsibility will transmit some information to consumers, and consumers will judge whether the enterprise is consistent with their own values according to these information. Usually, consumers will recognize the enterprises with high level of social responsibility, and choose the automobile enterprises that are consistent with their own social values, so as to enhance their sense of identity and purchase intention of the enterprise products.


[bookmark: _Toc41856655][bookmark: _Toc29048]5.3 Recommendations

Following the present study, a number of recommendations can be made.
Firstly, automobile enterprises can promote social responsibility from the strategic level.
The empirical study shows that corporate social responsibility has a positive direct impact on consumers' purchase intention. For automobile enterprises, they must actively respond to national policies and take responsibility for the community, consumers, employees, environment and economy to achieve sustainable development. Because the five dimensions of corporate social responsibility have an impact on consumer purchase intention, but the specific degree of impact is different. Although the direct effect of economic responsibility on purchase intention is weak, it does not mean that automobile enterprises can ignore the importance of economic responsibility, but should correctly deal with the relationship between social responsibility and financial performance and other economic indicators. 

R. Edward Freeman (1984) put forward a more positive view on the support of enterprise development report based on Chester Barnard's "incentive contribution" framework (1938). According to Freeman's stakeholder theory, an enterprise must satisfy all kinds of stakeholders (such as employees, customers, suppliers, local community organizations) who can affect the company's performance. According to this view, it is not enough for managers to focus only on the needs of shareholders or company owners. This means that it is considered important and beneficial for a company to engage in some non-financial interest related activities, because without these activities, these groups may withdraw their support for the company. Donaldson and Preston (1995) further expanded the stakeholder theory by emphasizing the ethical and ethical aspects of business development reporting and the business reasons for engaging in such activities. Another view is that management theory (Donaldson and Davis, 1991) is based on the view that managers must "do the right thing" morally, regardless of how these decisions affect the financial performance of the company.

Consumers pay more attention to the social responsibility of automobile enterprises to consumers, employees, environment and community. Therefore, automobile enterprises need to reasonably plan resources to maximize the effect of fulfilling their social responsibility, and then promote the development of enterprise economy. Therefore, automobile enterprises can specify social responsibility behavior strategy, timely disclose complete automobile Corporate Social Responsibility Research Report, and actively fulfill corporate social responsibility in action.

On the other hand, automobile enterprises should integrate social responsibility into corporate culture and management system. According to the results of data analysis in Chapter 4, consumer responsibility has the greatest impact on purchase intention. Therefore, automobile enterprises should achieve the following goals in terms of consumer responsibility: put the needs of consumers first, and strive to provide consumers with safe, comfortable and reliable cars.

In terms of pre-sales experience and after-sales service, automobile enterprises should also actively respond to customers' needs and improve consumers' satisfaction; Secondly, the responsibility of employees. Automobile enterprises should always pay attention to the basic needs of employees, care for and respect the value of each employee. It is also necessary to customize career development planning and provide training opportunities for employees. This can enhance the sense of belonging of employees.

The third is environmental responsibility. With the increasing trend of global environmental pollution, automobile enterprises should abide by the national laws, regulations and policies on environmental protection, and actively formulate and carry out relevant strategies on environmental protection and energy saving. To ensure the sustainable development concept and green economy as the development direction of enterprises. The fourth is community responsibility. Automobile enterprises should widely carry out charity activities, such as actively donating funds to vulnerable groups and providing support.

Finally, in terms of economic responsibility, automobile enterprises should ensure that the rights and interests of investors and creditors are protected. By deeply standardizing and strengthening the management of automobile enterprises, and combining with the stable and orderly operation mechanism, it can bring good profit returns for shareholders and creditors.
Social responsibility should be regarded as an important part of enterprise operation system by automobile enterprises and integrated into actual production activities. Social responsibility, as the "soft power" of enterprises, should also be continuously promoted. So as to obtain more consumer recognition and support.

Even if it is not directly related to product characteristics or production process, corporate social responsibility can also be regarded as a form of establishing or maintaining reputation. The second strategic meaning of corporate perspective theory is that RBV logic can be applied to corporate social responsibility, that is, it can generate a set of predictions about corporate and inter industry corporate social responsibility investment model. For example, we expect to observe a positive correlation between corporate social responsibility and R &amp; D and advertising (McWilliams and Siegel, 2000). In the context of corporate social responsibility, when consumers clearly realize that products with corporate social responsibility characteristics are better than products without such characteristics, this special type of differentiation can strengthen or maintain the company's reputation, This not only enables the company to meet the specific market demand, but also increases its own brand value (Fombrun and Shanley, 1990).

[bookmark: _Toc41856656][bookmark: _Toc22352]5.4 Limitations
[bookmark: _Toc26750]This report has some limitations in methodology. Price and murnan (2004) pointed out the importance of reporting limitations, which is a systematic bias that has a negative impact on the results. Due to the domestic research on corporate social responsibility of the automotive industry is still in the exploratory stage, there are few references, and limited by time and cost, there are still some deficiencies in this study. As the strong professional characteristics of the automotive industry, this study takes the automotive industry as the background for analysis, but the industry differences of corporate social responsibility are large, and the conclusions may only represent the influence relationship between corporate social responsibility and consumer purchase intention.

[bookmark: _Toc19647]Secondly, the limitations of sample selection. Due to the limitation of time, human resources and other resources, the accuracy and preciseness of the research results are affected.
[bookmark: _Toc30927]Since the study was conducted during the covid-19 pandemic, the researchers were unable to collect data using a comprehensive method as planned. The data collected are mainly from the first-hand data of the questionnaire survey. In essence, due to the lack of official data support from some auto companies, the depth of research results may be reduced. Sen Crowe et al. (2020) recently reviewed the impact of covid-19 and admitted that there is no normal life and face-to-face meeting

[bookmark: _Toc18844]This study mainly selected a part of the people near the University parking lot as the survey object. Whether it will become the representative of the main consumer groups of automobile enterprises remains to be studied and confirmed. 

[bookmark: _Toc31214]Finally, in the analysis of automobile corporate social responsibility, if we can use the empirical research method for large sample test and obtain the data support of automobile corporate social responsibility report, the accuracy and preciseness of the analysis results will be improved. 


[bookmark: _Toc23480]5.5 Further Research

This will be helpful for future research to use hybrid analysis mechanism by combining qualitative data with interview form. This will provide a more diversified and detailed insight into why corporate social responsibility affects consumers' purchase intention and the importance of corporate social responsibility to corporate reputation. This may play a crucial role in helping managers formulate future recommendations to support the strategic priorities of corporate social responsibility.

On the other hand, corporate social responsibility in this study is divided into five dimensions: business to community, consumers, employees, environment, economy (shareholders), to explore the impact of corporate social responsibility on consumers' purchase intention. It is suggested that in the future research, we can choose the legal responsibility of corporate social responsibility or the responsibility of suppliers and other partners for further research.


[bookmark: _Toc41856658][bookmark: _Toc3397]5.6 The Achievement of Objectives

This study has completed its objectives:

1. To critically analyse academic literature on the employment of disabled people as part of CSR practice.

This was completed with an in-depth literature review, focusing on previous research relating to the employment of disabled people and CSR practice. An in-depth understanding of 
the lack of CSR implementation, in employing disabled people, was shown. The present study aimed to investigate public views surrounding the employment of disabled people, following suggestions that previous literature has neglected to examine this important area.
2. To select a suitable research approach to explore public views on the importance of employing disabled people, as compared to the importance of businesses’ environmental responsibilities.
This was completed utilising the research onion (Saunders et al., 2016). This was an exploratory study, using an interpretivist approach. Due to Covid-19 restrictions, the study used quantitative research methods to collect data. A questionnaire was developed to explore public views on the importance of employing disabled people, as compared to the importance of businesses’ environmental responsibilities. This was distributed to a convenience sample of the general population.
3. To analyse the data collected to explore public views on the importance of employing disabled people, as compared to the importance of businesses’ environmental responsibilities.
This was completed via the SPSS 26.0 programme. Descriptive statistics were provided using cross-tabulations. Further analyses were conducted using Chi-Square and Mann-Whitney U tests, assessing for both significant associations and differences. Main findings outlined that whilst males favour the environment, females and over 45s placed greater importance on social responsibility, specifically in regard to the employment of disabled people. The results showed the importance of social responsibility, attitudes towards disabled people and the need for employment, diversity and equality.
4. To understand practical implications of the research, making recommendations for practice.

This was completed by considering the practical issues arising from the present study. The study supported previous research, suggesting that the general public tends to place higher importance on environmental considerations of businesses, as opposed to social responsibilities. The study also supported previous research suggesting that females and over 45s place more importance on elements of CSR, particularly the employment of disabled people. These findings enabled recommendations to be made, focusing on enhancing the awareness and level of importance attributed to disability employment. It will be important to target specific groups (i.e. males and under 45s), provide work experience, and for businesses to go beyond reasonable adjustments for disabled people. It will also be important to consider social and environmental responsibility separately, rather than under the same branch of CSR, to avoid ignoring the critical uniqueness of each (Lynes & Andrachuk, 2008).

5. To investigate possible avenues for future investigation, with reference to limitations of the present study.

This was completed by analysing the study’s limitations and considering how future studies could improve on this. Limitations of the present study included the use of a convenience sample, the potential for socially desirable answers, and restrictions resulting from Covid-19. Future research may wish to gain a more representative sample, particularly focusing on the male population, and make use of additional qualitative research methods to gain deeper insights into views on disability employment.

[bookmark: _Toc9808][bookmark: _Toc41856659]5.7 Self Reflection

This study aims to explore the impact of corporate social responsibility on consumers' purchase intention, especially the fulfillment of corporate social responsibility and corporate reputation. Because of the lack of research in this area, this may affect the rigor of this study.
The researcher is interested in the social responsibility of automobile enterprises and has studied various courses of human resource management and finance.

The researchers developed and used new skills of Excel tabulation and SPSS data analysis, and demonstrated the ability to work and learn independently. This is especially true given the limitations of covid-19, as face-to-face communication with university lecturers has stopped. Considering the continuous changes and interruptions caused by covid-19, it is sometimes very challenging to complete some of the contents of this article, such as the limitation of working hours. Although these are overcome through creative thinking and flexibility. At the same time, it is also very challenging to collect data related to corporate social responsibility by questionnaire survey. With good time management skills and sense of responsibility, researchers have successfully achieved this goal.

It is also of great significance to understand and study the existing problems of automobile corporate social responsibility. Researchers hope that with the improvement of consumers' awareness and attention in this field, these suggestions and future suggestions can be implemented, so as to improve the awareness and behavior of automobile enterprises to fulfill their social responsibility. To create a better product and consumption environment for its stakeholders.

[bookmark: _Toc31431][bookmark: _Toc41856660]5.8 Conclusion

This chapter achieved the fourth and fifth objectives:

"Understand the practical significance of the research and put forward practical suggestions."
and,
"Referring to the limitations of current research, the possible research approaches in the future are explored."

This study also successfully achieved the original purpose. The first chapter introduces the purpose and purpose of this study, which provides a theoretical basis for this study. The second chapter realizes the first goal, reviews the relevant literature, points out the necessity of the research on the performance of the automobile enterprise social responsibility, and divides the CSR into five dimensions for discussion. The third chapter realizes the second goal and determines the corresponding research methods. This is an interpretative quantitative method. The researchers collect the first-hand data related to corporate social responsibility through questionnaire survey. Chapter four realizes the third goal, and analyzes the data collected successfully, and discusses and explores the direct relationship between corporate social responsibility and consumers' purchasing intention. Chapter five realizes the fourth and fifth goals, and successfully realizes the concrete manifestation of the influence of social responsibility of automobile enterprises on consumers' purchasing intention. The significance, suggestions, limitations and future research directions of this study are discussed. This study emphasizes the particularity of the evaluation system of social responsibility of automobile enterprises.

This study aims to explore the impact of social responsibility of automobile enterprises on consumers' purchasing intention, and to compare and analyze some samples of consumers. This research has successfully achieved this goal, and found that fulfilling the corporate social responsibility is necessary for the automobile enterprises to achieve the long-term sustainable development strategy and provide improvement suggestions.

Although the concept of corporate social responsibility (CSR) has been advocated for decades and is commonly employed by corporations globally, agreement on how CSR should be defined and implemented remains a contentious debate amongst academia, businesses and society. This gap is problematic for corporations because they are increasingly being required to align with societal norms while generating financial returns. In order to remedy this problem, the following definition is presented: corporate social responsibility is a business system that enables the production and distribution of wealth for the betterment of its stakeholders through the implementation and integration of ethical systems and sustainable management practices.
Many of the concepts in the proposed definition are commonplace amongst CSR practitioners and organizations, the validations for the key segments – production and distribution of wealth, stakeholder management, ethical systems, sustainable management practices – coupled with the application of a systems approach and other business practices make the definition unique and conclusive. An in depth review of the definition and supporting concepts will provide the needed vision and knowledge to enable corporations to successfully manage CSR strategies.
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Appendix  15： Questionnaire 
	Questions
	

	Q.1 What is your gender?

Q.2 What is your age range?

Q.3 What is your education background?

Q.4 What is your monthly disposable income?

Q.5 Which vehicle company is you familiar with?

	Questions 1-4 are demographic questions to provide background information for analysis.

	Q.6 What do you think the company should do ( ), which will affect purchase intention of the company's products

Q.7 Whether enterprises actively carry out and participate in community charity donation activities will have an impact on purchase intention

Q.8 Whether enterprises often help vulnerable groups will have an impact on purchase intention

Q.9 Whether enterprises actively and effectively carry out activities that contribute to society will have an impact on purchase intention

Q.10 Whether the enterprises actively respond to and support the public welfare undertakings held by the community will have an impact on the purchase intention

Q.11 The quality and safety of products and services provided by enterprises will affect the purchase intention

Q.12 Whether the products provided by enterprises can meet the needs of consumers will affect the purchase intention

Q.13 When consumers ask for compensation, whether enterprises can think about effective solutions will affect the purchase intention

Q.14 Whether enterprises should have good after-sales service

Q.15 Whether enterprises do not disclose or privately use consumers' personal information

Q.16 Whether enterprises can recruit employees in accordance with the law, and actively protect the legitimate rights and interests of employees
Q.17 Enterprises treat every employee fairly and provide broad development prospects for employees

Q.18 Whether enterprises can sign formal labor contracts with employees and pay social insurance for them

Q.19 Whether enterprises pay attention to the personal development of employees and provide them with vocational training opportunities

Q.20 Whether the enterprise pay employees' wages on time

Q. 21 Whether enterprises devote themselves to the production of environment-friendly vehicles and actively participate in the management and maintenance of the environment

Q.22 Does the enterprise actively participate in and sponsor various environmental protection activities

Q.23 Whether the enterprise can properly handle the waste in the process of production or service

Q.24 Do enterprises attach great importance to environmental protection

Q.25 Whether the enterprise can continuously create value for shareholders and protect their rights and interests

Q.26 Whether the enterprise has good performance and competitiveness in the industry

Q.27 Whether the financial mechanism of the enterprise is sound and how to improve the utilization rate of funds

Q.28 Is the business condition of the enterprise good enough to effectively drive the local economic development






	


	Q.29 
The automobile enterprise has a high reputation in the market

Q.30 The automobile enterprise has a strong strength and is the main competitor in the industry

Q.31 The operation ability of the automobile enterprise is very strong 

Q.32 The automobile enterprise has broad development prospects

Q.33 Do you prefer the manufacturing technology of this enterprise

Q.34 Do you pay more attention to the relevant information and development of the enterprise 

Q.35 Do you support and identify with the enterprise more emotionally












	

	Q. 36 Are you very willing to buy the auto products of the company

Q.37 Are you very willing to accept the new cars invented by the company

Q.38 Would you recommend this enterprise to your friends

Q.39 Will you continue to purchase other cars in the enterprise 

Q.40 Do you think buying a car from this company is the best choice
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