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This chapter reviews the research literature of CSR, corporate image, customer satisfaction and customer loyalty, and the relationships between them. According to the influence of CSR on customer loyalty and the literature analysis of corporate image and customer satisfaction, the corresponding assumptions are given. At the same time, combined with the literature analysis of the role of the current COVID-19 epidemic in corporate social responsibility to customer loyalty, the moderating effect hypothesis of public health events is given.
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[bookmark: _Toc63383847]2.2.1 The Definition of CSR
Ever since Oliver Sheldon(1924) first defined CSR, Many scholars have discussed it, but its definition is not uniform. From the perspective of ethical events, Oliver Sheldon argues that enterprises should bear all kinds of social influence. According to the Council of Europe (2011), Corporate social responsibility is a social influence, an important enterprise resource considered to affect customer’s perception to the enterprise (Wang,2018; Yuen, Thai and Wong, 2016). Overall, CSR is a comprehensive concept, including active social responsibility activities, passive social response, and some contributions beneficial to society (Carroll,1991;Han et al.,2020).
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[bookmark: _Toc63383849]2.2.2.1 Corporate perspective
From the point of view of enterprises, Frederick(1983) put forward spontaneous and compulsory social responsibility from two aspects. Spontaneous social responsibility tends to charity donation, while compulsory social responsibility refers to the responsibility stipulated by laws and regulations. Carroll(1991) expanded above contents, dividing the CSR from low to high into four aspects, namely, economic responsibility, legal responsibility, ethical responsibility and charitable responsibility, and describing them in the form of CSR pyramids (Figure 1). He believes that enterprises should abide by the law, pay attention to morality and do public welfare while fulfilling their economic responsibilities. Economic responsibility and legal responsibility are necessary for society, and enterprises must abide by the law and social system while making profits. Ethical responsibility is what society needs, that is, enterprises should do just and fair things to avoid violating social moral norms. Charitable responsibility is the hope of the society, the highest level of corporate social responsibility, and the good corporate citizen image played by the company as a social individual. By synthesizing concepts of CSR, Yang and Guo (2014) argues that social responsibility has evolved from ethical philosophy, corporate sustainability, ethics and values to religion.
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[bookmark: _Toc63383851]2.2.2.2 Stakeholder Perspectives
Later, many scholars enriched the content of CSR not only from the perspective of the enterprise itself, but also from the corporate stakeholders. According to stakeholder theory, Brown and Dacin(1997) pointed out that although enterprises still have responsibility to shareholders in the past, more attention needs to be paid to social responsibility to other stakeholders, including employees, consumers, communities, customers, governments, etc., so as to expand the scope of corporate social responsibility. Sarkar and Searcy(2016) divide the CSR into three stages by analysing the evolution of the content, and synthesize the research contents of the three stages. They believe that corporate social responsibility includes economic responsibility, social responsibility, ethical responsibility, stakeholder responsibility, sustainability and so on.
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[bookmark: _Toc63383853]2.3.1 The Concept of Customer Loyalty
Customer loyalty is defined as a stable and lasting relationship (Singh and Sirdeshmukh,2000) between the customer and the product or service provider, and it is also a lasting commitment for the customer to form a positive word of mouth after multiple purchases of the product or service (Chanu et al.,2009). As a result, customer loyalty is considered to be the key to business growth and maintaining a stable customer base (Kotler and Armstrong,2008). By summing up more than 300 research results, Jacoby and Chestnut(1978) summarizes customer loyalty as attitude loyalty and behaviour loyalty. Attitude loyalty is a preference for products and services, while behavioural loyalty is a repeated purchase behaviour identified by measuring the frequency and share of customers' purchases. In addition, Oliver(1999) argues that  customer loyalty refers to the repeated purchase behaviour of consumers in the future for a long time, which is difficult to transfer easily because of market changes, so marketing factors will not affect consumer loyalty to the brand. In short, customer loyalty is a lasting purchase relationship formed by customers through long-term understanding of the quality of enterprise products and services, which cannot be changed in a short period of time.
[bookmark: _Toc63383854]2.3.2 Measurement of Customer Loyalty
According to the above definition of customer loyalty, it can be found that the first important criterion to measure customer loyalty is whether there is a continuous purchase action for customers. Of course, there are many factors that determine the customer's continuous purchase behaviour, but attitude loyalty is one of the important factors. That is to say, once a customer recognizes a product or service of an enterprise and has a certain psychological dependence (Cui Lina 2014), he will also actively recommend trusted products to others. Do free word-of-mouth publicity for the enterprise (Liu Xuefang 2015), which will lead to continuous purchase behaviour. Therefore, repeated purchase and word of mouth recommendation become an important index to measure customer loyalty, that is, to measure behaviour, attitude and so on (Zhang Jiaoying ,2019).
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According to the above concept and content analysis of customer loyalty, the charitable responsibility and stakeholder responsibility of CSR are emphasized. Customers, as important stakeholders of enterprises, are concerned by enterprises. Customer loyalty is one of the most basic behaviours that enterprises hope to influence customers by using CSR as a marketing tool. There are many literatures about the impact of CSR on customer loyalty. Although some researchers question the direct relationship between CSR actions and loyalty or consumers' future behaviour intention (Lombart&Louis,2014), most scholars have found that there is a positive correlation between CSR and loyalty (Mohr&Webb,2005; Stanand, Lwin and Murphy, 2011; Mandhachitara and Poolthong, 2011; Ailawadi, Neslin, Luan and Taylor, 2014; Chung, Yu, Cuk-Choi&Shin,2015). For example, Lee et al. (2020) regards CSR as the customer satisfaction and maintenance strategy of the chain catering industry. The study of SERVERA-FRANCéS and PIQUERAS-TomáS (2019) found that CSR has a positive impact on consumer loyalty through consumers' perceived value. Zhang Jiaoying (2019) found that charitable responsibility and customer responsibility have a positive impact on customer loyalty in the study of the influence mechanism of CSR on customer loyalty. From an industry point of view, taking retail banks as an example, Osakwe and Yusuf (2020) studies the roadmap of customer loyalty, takes reputation and trust as intermediary variables, and finds that CSR has a positive impact on customer loyalty. Other scholars analyse the positive impact of CSR on customer loyalty from the perspective of real estate industry (Sun Yunyun, 2018), hotel industry (Latif,Perez and Sahibzada,2020), bank industry (Perez and Ignacio Rodriguez del Bosque, 2015; Du, Bhattcharya and Sen,2007) and dairy industry (Chen Xiaofeng, 2014). The first assumption is,
H1: CSR has a positive impact on customer loyalty.
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[bookmark: _Toc63383857]2.4.1 The definition of corporate image and the influence of CSR on it
Corporate image is an abstract concept, which reflects the public's overall evaluation of the enterprise. As the concept of corporate image is very broad, there are some differences in the definition of different scholars, mainly from the customer cognition and corporate marketing. From the perspective of customers, corporate image originates from customers' perception of competence and social responsibility ((Brown and Dacin,1997), from customers' perception of the enterprise and its behaviour ((Nguyen and Leblanc,2001). Corporate image is the total contribution of customers to the organization and the sum of public beliefs, ideas and impressions of a particular organization ((Tang, 2007). From the perspective of corporate marketing, corporate image is an indicator (Mazzarol,1998) to attract potential or existing customers to contact the company. Therefore, the company image is the index that the enterprise pays close attention to in the marketing process. It is used to describe, remember and contact the company, and it is the final result of customer experience, impression, belief, feeling and knowledge (Copley,2004). 
From the perspective of CSR, CSR can not only improve the positive image of the enterprise, but also help the enterprise to resist the negative influence (GE Youde, 2018). Rowley and Berman (2000) believe that corporate investment in CSR can enhance corporate reputation and brand image. Russo and Fouts (1997) believe that enterprises' long-term efforts in environmental protection will enhance their reputation and political status. So, the second assumption is,
H2: CSR helps to improve corporate image.
[bookmark: _Toc63383858]2.4.2 Customer Satisfaction and its Relations to Corporate Image and Customer Loyalty
[bookmark: _Toc61842416]Satisfaction is an individual's response to feeling. For the perception in the process of consumption, different consumer has different experiences, and different satisfaction rates are generated (Oliver, 1997; Boshoff and Gray, 2004; Ueltschy, Laroche, Eggert and Bindl, 2007). During the marketing process, customer satisfaction is often the focus of the company strategy. In order to achieve customer satisfaction, the company will increase the cost of service (Fornell, Mithas, Morgeson and Krishnan,2006).
According to the above analysis of the company image, the company image shows two kinds of corporate characteristics (Dowling,2004): one is the ability and financial performance of the company, the other is the more emotional drive, such as social responsibility and the unique personality of the organization. As a company shows a strong and convincing good image of the company through marketing, it will attract more attention and psychological needs of customers, thus achieving customer satisfaction (Kotler and Keller,2012). So, the third assumption is:
H3：A good corporate image helps to achieve customer satisfaction.
Customers who are satisfied with the company's products and services will buy more, while less satisfied customers will reduce their investment portfolio (Terpstra &Verbeeten,2014). Moreover, satisfied customers tend to spread the positive word of mouth (Anderson,1998; de Matos, Henrique and de Rosa, 2013) and purchase intention (Anserson and V. Mittal, 2000), and further achieved customer loyalty. Therefore, the fourth hypothesis is:
H4： Customer satisfaction helps to achieve customer loyalty.
[bookmark: _Toc63383859]2.4.3 The influence of CSR on customer satisfaction
CSR not only affects the image of the company, it will directly affect customer satisfaction. Many scholars believe that, companies that take on CSR positively contribute to customer satisfaction (Brown and Dacin, 1997; Sen and Bhattacharya, 2001; Jayachandran, Sharma, Kaufman and Raman, 2005; He and Li, 2011; Hsu, 2012). The main reason is that a good record of CSR improves customers' evaluation of the company, and customers will get higher satisfaction from responsible company products (Luo and Bhattacharya,2006). Therefore, the fifth assumption is:
H5：CSR has a positive impact on the customer satisfaction.
[bookmark: _Toc63383860]2.5 The moderating role of Public Health Events
Since the end of 2019, the COVID-19 epidemic, a global public health event, has had a devastating impact on the world economy, and has also triggered some scholars' discussions on the relation between COVID-19 epidemic and CSR. Qiu et al. (2021) and Ding et al. (2020) studied the impact of CSR on corporate performance under the COVID-19 epidemic and found that CSR activities help attract the attention of stakeholders such as customers. In order to improve the return of corporate stocks or slow down the decline of corporate stocks, Manuel and Herron(2020)’s research found that firms were involved in a wide range of charitable CSR actions during the pandemic, possibly out of utilitarian and moral factors to meet the needs of internal and external stakeholders. Bae et al. (2021) believe that if the CSR rating is out of line with actual action, companies that are open to social responsibility are not immune to the adverse effects of the crisis under the COVID-19 epidemic. By the study of hotel CSR marketing, Huang and Liu(2020) argues that the donation appeal under the COVID-19 epidemic environment has a positive impact on the brand loyalty of enterprises. Cui Lihang and Guo Rui (2020) argues that consumers' perception of dairy CSR during the period of COVID-19 will produce internal responses such as identity emotion, consumer trust, corporate reputation, product quality perception, and external responses such as purchase intention. Based on these literatures, it can be found that the public health event such as COVID-19 epidemic will strengthen customers' understanding of CSR and brand loyalty. Therefore, the sixth hypothesis is:
H6：Public health events can strengthen the impact of CSR on customer loyalty.
[bookmark: _Toc63383861]2.6 Conclusion and evaluation
The analysis of the above literature shows that many scholars pay attention to the relationship between CSR and customer loyalty, and think that CSR has a positive impact on customer loyalty. At the same time, corporate image and customer satisfaction play an important role in this relationship. The public health event result in customers’ paying more attention to CSR. However, although few literatures have paid attention to the relationship between CSR and public health events, there is no literature focus on whether public health events playing a moderating role in the impact of CSR on customer loyalty. This paper will study it by taking China's food industry as an example.
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