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1. [bookmark: _Toc224766241]Introduction
[bookmark: _Toc224766242]Background of the Study
CSR has grown to be the centre stage in contemporary retail tactics in major UK retailers such as Tesco. Retail companies like Tesco are ever adopting the concept of sustainability in their day-to-day activities and marketing. CSR comprises the environment, ethical sourcing, and community development efforts. These practices are very important in determining the relationship among the stakeholders and the reputation of the corporation in UK retailers such as Tesco. Aras and Daidj (2016) posit that sustainability reinforces the competitive space in changing markets. Retailers have embraced CSR as a way of addressing the emerging demands of stakeholders. CSR is also one that links businesses to larger social and environmental responsibilities. According to Du, Bhattacharya and Sen (2010), communication is an element that is highly important to the success of CSR. Good communication makes the stakeholders aware of the company's intentions and social fulfillments.
[bookmark: _Toc224766243]Relevance of CSR Marketing in the current Consumer Markets.
Consumers are becoming more and more critical of the performance of social responsibility on the part of a brand like Tesco. CSR has effects on customer satisfaction and long term value of the market. Luo and Bhattacharya (2006) demonstrate positively the impact of CSR on the outcome of customer satisfaction. Customers loyal to brands tend to have greater emotional attachments to the brands. According to Ferrell et al. (2019), CSR increases brand ethical perception. Favourable imagery reinforces trust and long-term customer relations. According to Fatma and Rahman (2015), consumers are demanding transparency and accountability. The retail markets thus demand visible and real CSR marketing. CSR communication assists in creating less scepticism and brand credibility.
[bookmark: _Toc224766244]Problem Statement and Research Gap.
Marketing of corporate social responsibility has taken relevance in Tesco and retailers like Tesco in the UK. The retailing enterprises are also eager to promote sustainability, ethical sourcing, and community support programs. Luo and Bhattacharya (2006) demonstrate how CSR can be used to increase customer satisfaction and market value. It also applies to effective CSR communication that has an impact on the way of consumer interpretation (Du, Bhattacharya and Sen, 2010). Nonetheless, the effect of CSR marketing activities on brand preference is vague. A lot of research deals with loyalty and not preference outcomes. Besides, there is a dearth of research to offer practical advice on the promotion of consumer involvement. Consequently, additional research in the retail setting needs to be carried out.
[bookmark: _Toc224766245]Research Aim and Objectives
Research Aim
The aim of this study is to examine how CSR marketing activities influence consumer brand preference in the Tesco retail company.
Research Objectives
1. To identify the main CSR marketing activities used by the Tesco retail company.
2. To examine the effect of CSR marketing activities on consumer brand preference in the Tesco retail company.
3. To provide recommendations for improving consumer engagement in CSR marketing activities within the Tesco retail company.
[bookmark: _Toc224766246]Research Questions
1. What CSR marketing activities are currently used by the Tesco retail company?
2. How do CSR marketing activities influence consumer brand preference towards the Tesco retail company?
3. What strategies can the Tesco retail company use to increase consumer engagement in CSR marketing activities?
[bookmark: _Toc224766247]Methodology Overview
The proposed study will take a quantitative survey-based design. The Tesco consumers will be involved, and data will be gathered using questionnaires. Statistical tests will be done to study the links among CSR and preference. The approaches adhere to the principles of marketing research.
[bookmark: _Toc224766248]2. Literature Review
Corporate social responsibility denotes those business practices beyond profit-making and compliance. It involves ethical, legal, economic, and philanthropic obligations to society and stakeholders. According to Carroll and Shabana (2010), CSR promotes long-term organisational performance and competitiveness. CRS has, over the years, transformed into a strategic business integration process in lieu of philanthropy. Companies have now joined CSR with marketing and brand positioning. Bhattacharya et al. (2009) emphasise the fact that CSR enhances the relations between the companies and the stakeholders. Tesco realises CSR practice by means of sustainability projects, fair sourcing, and sponsoring local communities. These are some of the practices that enable Tesco to build familiarity and a good brand image.
Close interaction with the consumers has made CSR very relevant to the retail sector. The retailers are located near the communities and expose a certain degree of their social activities. It is revealed through Dal Mas et al. (2022) that CSR enhances transparency and accountability in retail companies. Tesco is showing these through the environmental campaigns and responsible supply chain management. Customers are becoming more and more critical of who they buy from based on their social and environmental benefits. According to Green and Peloza (2011), CSR brings about emotional and social value to the consumers. The perception of the brand and buying behaviour are affected by such a value.
CSR marketing action involves the communication of the responsible practices to the consumer in an effective manner. Cause-related marketing is a form of marketing that links brands and social causes to the emotions of consumers. According to Nan and Heo (2007), brand cause fit has a significant implication for the consumer response. Tesco is able to strengthen its brand credibility by the use of sustainability campaigns and community programmes. In contemporary markets, consumers also use environmental activities when making purchasing decisions. Saxena et al. (2025) indicate that demand for responsible products is inspired by eco awareness. Buyer sourcing also enhances purchase trust and brand credibility. Dal Mas et al. (2022) focus on the fact that transparency enhances credibility and confidence among consumers.
Brand preference involves the consumer's preference for a particular brand over other brands. Keller (2013) states that the high level of brand equity creates positive consumer preferences. CSR is related to brand perception in terms of emotions and cognition. Green and Peloza (2011) demonstrate that CSR creates emotional value that affects consumers in their decisions. Romani et al. (2013) claim that CSR elicits emotional responses that influence the behavioural intentions. He and Li (2011) establish that brand identification mediates the CSR effect on loyalty. The advantages of CSR to Tesco are trust, identification, and emotional attachment.
The empirical research shows that CSR has a beneficial impact on consumer behaviour and brand performance. Fatma et al. (2015) demonstrate the positive effect of CSR on brand equity and consumer preference. Park et al. (2017) discovered that CSR enhances consumer loyalty within a retail setting. According to Martiñez and Rodriguez del Bosque (2013), trust is an important intervening factor. Lacap et al. (2021) verify that CSR enhances satisfaction and perceived quality. Nevertheless, the issue of consumer cynicism continues to exist where CSR communication is not authentic. According to Baskentli et al. (2019), various CSR domains have a diverse response among consumers.
[bookmark: _Toc224766249]Literature Gap
Available literature pays significant attention to loyalty, but not the results of brand preference. There is little research on CSR marketing in the context of Tesco and other retailing settings. The disparity in the results in different aspects of CSR generates gaps in comprehending the consumer reactions. Further, little has been done to focus on CSR communication effectiveness to sway preference. Thus, this requires additional studies on the influence of CSR marketing on the brand preference at Tesco.
[bookmark: _Toc224766250]3. Methodology
Through the positivist research philosophy, the study aims to provide an objective and measurable analysis. The positivist school deals with facts that can be observed and advocates systematic quantitative research. According to Bryman (2016), positivism focuses on the aspects of reliability and quantifiable evidence in the research. This method is appropriate to analyse the associations between CSR marketing and brand preference. The research is deductive through the existing CSR theories. According to Creswell and Creswell (2017), deduction aims at empirically verifying the theoretical connections of empirical data. Indeed, hypotheses will be formulated based on previous literature and then validated using the information obtained.
Relationships between variables are measured in a systematic way by the use of a quantitative survey design. According to Sekaran and Bougie (2016), surveys enable the collection of data using a standardised and similar method. In research, Saunders et al. (2009) suggest the use of a survey to determine the patterns and relationships. The design helps in testing the effect of CSR marketing on brand preference statistically. The questionnaire to be employed to collect data will be online and sent to Tesco consumers. The population shall be those over eighteen years who shop in Tesco. The participants should have had a recent buying experience with Tesco to have answers related to the same.
The questionnaire will also have the closed-ended questions based on Likert scale measurements. These questions will measure the perception of CSR activity and the brand preference of Tesco. The convenience sampling will be applied because of time and accessibility constraints. This restriction on the scope of generalisation facilitates effective data gathering under the existing resources. Sixty respondents will be targeted in terms of analysis. Saunders et al. (2009) reiterate that even small samples can give some useful information. This is a size that is not too big to warrant statistical testing.
Microsoft Excel software will be used as it will be easy and accessible to conduct the data analysis. Hair et al. (2010) elaborate that statistical tools contribute to the relationship analysis between variables. Demographic data and the variables of interest will be summarised using descriptive statistics. Correlation analysis will be used to look at the relationships between CSR and brand preference. Predictive relationships will be tested in a systematised manner by Regression analysis. Such methods make sure of objective assessment of hypothesised theories.
All research activities will be performed with consideration of ethics to protect the participants. The participants will be provided with understandable information prior to the questionnaire. Voluntarily, informed consent will be reached then the participation will commence. According to Bryman (2016), transparency and confidentiality of research are essential. All the responses will be anonymous and will be safely kept for academic purposes only.
4. [bookmark: _Toc224766251]Expected Findings
The research advertisement anticipates that the CSR-based marketing will have a positive effect on the brand preference for Tesco. CSR would improve the perception of value amongst the consumers. Trust has the potential to mediate between CSR and brand preference. More positive reactions should be observed among socially conscious consumers. Respondent variation may exist due to demographic factors like age.
5. [bookmark: _Toc224766252]Limitations
The research is constrained by a small sample and convenience-based sampling. There is a possibility of bias in self-reports, which may lead to bias in responses. The limitations of time limit the level of analysis and the data gathering process. Tesco's concentration does not allow generalisation to the other retail firms.
[bookmark: _Toc224766253]6. Timeframe
[image: ]
The research will be done in a timely manner over a duration of eight weeks. The first and second weeks will be dedicated to the improvement of the literature review. The third week will be used on matters of proposal revision and approval of the ethical matters. The fourth and fifth weeks would involve data collection and distribution of the questionnaires. The sixth week will concern the cleaning and preparation of data. Data analysis will be included in week seven and involves the use of Microsoft Excel. Week eight will entail final editing and proofreading, as well as submitting the study.
[bookmark: _Toc224766254]7. Conclusion
The proposed research focuses on the impact of CSR marketing on the preference for brands in the UK retail sector. The paper indicates that the significance of responsible business practices is growing in the UK retail sector. The retail companies are increasingly incorporating the concept of sustainability in marketing. There is little research, however, that specifically concentrates on the result of brand preference. This proposal has well-stated objectives and organised research questions. To determine objective analysis, a quantitative methodology is chosen. The data provided by the survey will assist in measuring the correlation of major variables. Proposed hypotheses will be tested systematically by the use of statistical techniques. Ethical standards and research limitations are also taken into consideration in the study. Positive impacts of CSR marketing might be supported by an anticipative outcome. Recommendations will be provided appropriately in practical terms to assist retailers in improving their strategies of engaging consumers. On the whole, the given research is conducted to add academic knowledge and management experience.
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