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1. Literature Review

The article under review is “Why Don’t Consumers Care About CSR?”:  A Qualitative Study Exploring the Role of CSR in Consumption Decisions.  The study was carried out by Magdalena Öberseder, Bodo B. Schlegelmich and Verena Gruber.  The article was published in the Journal of Business Ethics in the year 2011 (Öberseder, 2011).
Corporate social responsibilities
There are increasing demands from various stakeholders on the business to take up the social responsible activities.  The business finds it no longer acceptable to focus on the profits maximisation in the short-term at the expense of societal demands.  The business takes up the corporate social responsibilities (“CSR”) to satisfy the demands form the employees, customers and the public in the areas of employee welfare, safety, human rights, climate and environment.  
Archie B Caroll’s (1991) definition of Corporate Social Responsibility (“CSR”) has been widely used in the recent study on the subject.  CSR is described as a pyramid of responsibilities, namely economic, legal, ethical and philanthropic responsibilities.  Carolls’ definition of CSR has extended from the traditional economic and legal responsibilities to ethical and philanthropic responsibilities.  This is in response to the increasing concerns from the community on the ethical issues in business (Wikipedia, 2018).  
The findings
The study by Öberseder M. tried to find out the role of CSR in the consumption decisions.  If social responsible activities of the company attract the consumers to buy the products, it will encourage the business to invest more in the CSR activities.  
The study collected the qualitive data from the in-depth interviews.  It attempted to study how consumers integrate CSR concerns as purchasing criterion.  It is found that the evaluation of CSR initiatives in the consumption decision is a complex and hierarchically structured process where it involves the core, central and peripheral factors.  
Although there are increasing interests in CSR, it is found that CSR plays only a limited role to affect the consumption behaviour.  It comes to an apparent gap between the increasing interests in CSR and the minor role of CSR in consumption decisions.  

2. The philosophy and theoretical perspective being employed
Ontology, epistemology, axiology and methodology (Lee S, 2018)
The four philosophical assumptions for qualitative research are ontology, epistemology, axiology and methodology.
The study used exploratory approach to collect data which aimed at developing a grounded understanding of consumers’ evaluation of CRS initiatives during the purchasing process.  This emergent theory is data driven rather than the hypothesis testing.  The emergent theory is grounded in the data which are analysed in such a way to guide the collection of further data.  The grounded theory is inductive process of inquiry.  Therefore, the simultaneous collection and analysis of data is a feature of grounded theory.  
The philosophical underpinning for this qualitive research approach is the constructivism of the inquiry paradigm.  It is constructionist approach that the phenomena are constructed based on the people’s daily activities.  Therefore, it involves the time commitment and complex process of data analysis to construct the reality.  The process is constantly changing and evolving over time.
The ontology is the nature of the reality.  The reality is emergent, local and specific which effectively rules out the exact replication.  The research on the reality cannot be value free and therefore is impossible to rule out the subjectivity in the way the data are interpreted.  Our judgement and perceptions are inevitable.  The researcher need to disclose the sources of value bias through the critical reflectivity.  The trustworthiness of the data can be achieved by triangularity and reflexibility.  
The epistemology is relationship between the reality and the researcher.  This involves the subjective evidence from the participants.  The researcher relies on the quotes as evidence.  Researcher reports different perspectives as themes develop in the findings.  And focuses will be placed on the participants’ perspectives.  The findings are inductive and situated within the context and setting of the participants.  
The axiology is the role of values.  The research approach is value-laden and biases are present to interpret the data obtained.  Value will shape the research results and the trustworthiness should be addressed.
The methodology is qualitative research approach.  This is the inductive inquiry to obtain the data and it is an emergent and evolving design of the research.  The researcher describes in detail the context of the study, continually revises the questions from the experiences in the field.  The process and results are reflective and interpretive and subject to the researcher’s social identities.  It implies that transferability and generalisation is not possible. 

Qualitative Research (Flick U, 2004)
The background assumption of qualitative research approach is that reality is created interactively and becomes meaningful after subjective interpretation, and that it is transmitted and becomes effective by collective interpretation.  
The practice of qualitative research is characterised by the fact that there is no single method but a spectrum of methods and approaches according to the research questions.  Qualitative research has a strong orientation to everyday events and the everyday knowledge of those under investigation.  Attention is paid to the diversity of perspectives of the participants.  Qualitative research relies on the investigator’s subjective perception of the collection and analysis of data.  
Qualitative research claims to describe the life-worlds “from the inside out”, from the point of view of the people who participate.  By doing so, it seeks to contribute to the better understanding of the social realities and to draw attention to processes, meaning patterns and structural features.  
The assumption of the qualitative research is that “objective” life circumstances are made relevant to a life-world through subjective meanings.  The social reality may be understood as the result of meanings and contexts that are jointly created in social interaction.  Both are interpreted by the participants in concrete situations within the framework of subjective relevance horizons and therefore constitute the basis of shared meanings that they attribute to objects, events, situations and people.
The methods of collecting data include focus group ethnography, participant observation, recording of interactions, and collection of documents.  The collection of data continues until the concepts and categories are saturated.  The outcomes of the data collection are the categories, themes and hypothesis before the formal theory is derived.
There are tools for the data analysis, e.g. NVivo.  The following techniques help ensure the creditability of the results of the data analysis:  prolonged engagement and observation, triangulation and member checks.
3. The data collection methods used
The qualitative research method was adopted in the study.  As this qualitative research focuses on in-depth exploration, it is recommended to take small but diverse sample.  

Theoretical sampling
The topic under discussion is CSR-related issues.  The study therefore chose the consumers who could inform them about their attitudes towards CSR.  Their belief and attitudes towards CSR are discussed in detail.  And the samples are selected by convenience sampling and snowball sampling.  First, the majority interviewees were selected by convenience sampling.  Second, a few interviewees were recommended by the participants by identifying the interest match as snowball sampling.  

Venue
The in-depth interviews were conducted in individuals’ homes which gave the relaxing and familiar atmosphere to the individuals.  This also created trusted environment where the individuals felt comfortable and this encouraged them to answer openly and honestly.
Before the interviews, the participants were advised that the study was to investigate their beliefs and opinion and therefore there were no right or wrong answers.

Data collection
A total of 22 individual interviews were conducted.  Interviewing continued until the finding saturation was reached.  The interview took place in a Western European country in 2009 and 2010.  The interviews lasted between 30 and 105 minutes.  With permission of the participants, each interview was audiotaped and transcribed.  Notes on interview descriptions and observation were taken.
The participants are asked questions from general to more specific subjects.  At the beginning of the interview, the real purpose of the study was not disclosed to the participants.  Gradually, the questions moved towards the CSR issues of the companies.
First, the participants discussed what shops they liked and what products they bought recently.  They were then asked the reasons and the important purchasing criterion under concern.  Second, the participants were shown logos of some selected companies and were asked to choose where and what to buy.  Then, they are asked to give reasons.  Next, the discussion moved towards the CSR activities of the companies.  The consumer behaviour towards the companies were discussed, e.g. boycotts and support for the products of the companies.  Finally, the real purpose of the study was discussed with the participants.

Data analysis
This included the coding of the data, combining the codes into broader categories and themes, and interpreting the results.   The codes were read and analysed in search of patterns and themes.  This process of reading, coding and analysing was interactive and repeated until the final pattern is reached.  The philosophy and theoretical perspective of this qualitative research method are provided in the previous sections.


4. A critique of the methods used
In-depth interviews
This study aims to understand the consumer behaviour in the context of CSR rather than to predict the behaviour.  I agree that the qualitative method is most appropriate.  This enables the researcher to obtain a clear and accurate picture of the participants’ belief and opinion and their consequent behaviour.  During the in-depth interviews, the researcher could explain the question in detail and clarify and elaborate the feedback from the participants.  This exploratory approach will then develop into a grounded analytical framework to understand the consumers’ evaluation of CSR in the consumption decision.  

Samples
I agree that convenience sampling and snowballing sampling are appropriate to obtain the sample for the investigation on this CSR issue.  And I also agree that 22 samples are adequate for this purpose.
Participants are chosen with certain level of interest in CSR and they are selected if they are found with the match on the interest on the CSR issue.  From the table shown in the article, the consumers are selected with diverse backgrounds on demographic criteria such as age, gender, education level and occupation.  

Social desirability bias
The study on SCR issues is an ethics-related topic and the results are subject to the social desirability bias.  When the participants are asked whether they consider CSR in the consumption decision, it always comes with a positive response.  This is due to the group pressure “to say and do the right thing”.   I agree that face-to-face interviews method is a better way than focus groups to collect the data.  For some delicate questions, the participants are asked to comment on the behaviour of other consumers.  The social desirability bias is thus reduced by avoiding the direct question on the participants on their behaviour.  

Data analysis
The data were coded and combined into broader categories and themes.  After the data collection and data analysis in the study, the findings show that the evaluation of role CSR initiatives in the consumer behaviour is complex.  The evaluation of CSR concerns is a hierarchically structured process that involves core, central and peripheral factors.  The core factors include information on CSR initiatives and personal concern.  The central factors include financial status of the persons and their perceived price perception on CSR activities.  The peripheral factors include the image of the company, the creditability of CSR initiatives and the influence of peer groups.  These also affect the consumer-company identification in the consumption behaviour.

This complexity of core, central and peripheral factors hinder the consumers to translate the positive attitude towards CSR into consumption decision.  This research contributes to the better understanding of the attitude-behaviour gap on relationship of CSR activities and consumption behaviour.  The moderating effects give the insights into the complexity of the evaluation of CSR initiatives and the related consumer behaviour.  

However, I think that the coding of data into broader categories and themes should be elaborated in the article.  The conclusion on the core, central and peripheral factors in the evaluation process should be explained in more details.  The study lacks the explanation on how the data collected in the interviews is coded into categories and themes.  Why and how the items such as information and price perception are categorised into core, central and peripheral factors.  For example, why price perception is central factor instead of core factor.  I think the further explanation should be provided in the article.





[bookmark: _GoBack]Analytical framework and ground theory
To enhance the better understanding of the research results, the analytical framework should be illustrated in picture.  The core, central and peripheral factors should be described in steps and their inter-relationship with the consumer behaviour should be explained.  The moderating and mediating effects have been mentioned in the article but should be elaborated in detail.

Social background of the research
The data collection and analysis are based on the subjective interpretation of the researcher.  The social context and value of the researcher have not been mentioned in the study.  This will affect the readers to analyse and interpret the research results.  The background and experience of the researcher should be shown in the study.  As the research results is value-laden, the value and perception of the researcher on the CSR initiatives should be shown in detail.  

Critical reflexibility
The critical reflexibility is not sufficient.  The researcher should provide the critical reflexibility on the shortcomings of the study, the problems encountered in the study and the suggestion on future studies to overcome the problems.



5. Strengths and limitations of Qualitative Research Article
The qualitative research method has the strengths as follows:
Grounded theory
The findings derived from the data analysis during the qualitative research method develop into the grounded analytical framework or grounded theory if further proven.  This framework draws on the qualitative data from in-depth interviews.  This is the inductive approach and the grounded theory is developed.  The emergent theory is developed.  Various topics could be investigated over time.

However, the qualitative research method has the limitations as follows:
Generalisation
This qualitative study suffers from the limitation inherent in all such studies, namely results cannot be generalised.  However, the results of the qualitative research are exploration rather than generalisation.  Future research on the relationship between CSR and consumption decisions could employ quantitative methods, such as questionnaires and large-scale survey.  This helps to supplement the findings from this research.  

Longitudinal review
The analysis on the changes on a time horizon could be carried out by further research on the change of CSR activities of the company.  The communication program can be launched to see the effect of consumer awareness of the CSR activities of the company over a time horizon.

Cross-cultural study
This study is carried out in Western European Country.  The transferability of the results can be reviewed by further research in other countries, e.g. Asian countries.





References

Wikipedia, 2018. Corporate Social Responsibility. 

Lee, S. (2018) Seminar on: Qualitative Research, lecture notes, delivered 8-22 September 2018.  
FLICK, UWE, KARDORFF ERNST VON and STEINKE INES, 2004. “A Companion to Qualitative Research”. Sage Publications
ÖBERSEDER, M., SCHLEGELMILCH, B.B. and GRUBER, V., 2011. "Why Don't Consumers Care About CSR?": A Qualitative Study Exploring the Role of CSR in Consumption Decisions. Journal of Business Ethics, 104(4), pp. 449-460. 




2 | Page

image1.emf
     

LEVEL 7 ASSESSMENT SPECIFICATION   

 

Student name:  Connie Chan  Student ID number:  1715379  

Programme:  DBA  

Module:  Qualitative Research  

Module code:  SBPD7002  Contribution to  Overall Module  Assessment (%):  40  

Lecturer:  Dr. Stephanie Lee  Internal Verifi er:   

Assignment Title:  Evaluating current research     Word count (or  equivalent):   

Submission  deadline:  November 4, 2018  Return date of  provisional marks &  written feedback:  November  25 , 2018  

Submission  method:  All written assessments, where practical an d possible, must be submitted via Turnitin  unless otherwise instructed by the Lecturer. (Please DO NOT put this assessment  specification into Turnitin or it will match many similarities with other students’  submissions.)   Alternative submission method (if a pplicable):    Late submission of the assessment will result in a late penalty mark.   Penalties  for late submission: Up to one week late, maximum mark of 50%.  Over one week late,  0%.  Only the Extenuating Circumstances Panel may approve a change to submissi on  dates.  

Academic honesty  / referencing:  Academic honesty is required. In the main body of your submission you must give  credit to authors on whose research and ideas your work is based. Append to your  submission a reference list that indicates the books , articles, etc. that you have used,  cited or quoted in order to complete this assessment.    

 

Module Learning Outcomes    (from module syllabus)  

  By the end of this module students should be able to:   1.   Critically consider the underpinnings of qualitative res earch principles and be able to recognise  strengths and limitations of qualitative research techniques.   2.   Critically assess the contexts appropriate for qualitative research techniques, and be able to apply  qualitative data collection and analysis techniques   in order to address a research question.    3.   To generate a preliminary research proposal around some topic of interest that will culminate in a  research presentation and paper.    

 


image2.emf
TASK DESCRIPTION  

  Evaluating current research    •   You will choose an article fr om a top journal in your field that uses a qualitative methodology.   •   You should verify with the module leader that your chosen article is appropriate (this may be done  verbally during classes).    •   If your field has embraced qualitative methods and you have ma ny articles to choose from, you should  choose an article that employs a method that is of particular interest to you.    •   If possible, choose an article that is related to your proposed research.   •   Write a critical review of this article on qualitative research   (2,500 -   3,000 Words)       Note: Mixed mode of research methodology is NOT allowed. Only qualitative methods can be used.     You should include in your review:   •   1. The full citation    •   2. The philosophy and theoretical perspective being employed    •   3. The data colle ction method(s) used    •   4. A critique of the methods used      

FORMATTING AND LAYOUT  

  Please note the following when completing your written assignment:   1.   Writing:   Written in English in an appropriate business/academic   style   2.   Focus:   Focus only on the tasks set i n the assignment.   3.   Formatting:   Typed on A4 paper in Times New Roman or Arial font 12 with at 2 centimetre space at  each edge,  1.5   spaced and pages numbered.   4.   Document format:   Word    5.   Ensure   the assignment specification (Page 1)   is  attached to your assignment   a nd a bibliography using  Harvard referencing   throughout is also provided.   6.   Research:   Research should use reliable and relevant sources of information e.g. academic books  and journals that have been peer reviewed. The research should be extensive.        The use  of a range of information sources is expected  –   academic books, peer reviewed journal  articles, professional articles, press releases and newspaper articles, reliable statistics, company  annual reports and other company information.  
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      STUDENT FEEDBAC K FORM  

  This section details the  extent   to which the assessment criteria are demonstrated by you, which in turn determines your  mark. The marks available for each   category of skill are shown. Lecturers will use the space provided to comment on  the achievement of the task(s), including those areas in which you have performed well and areas that would benefi t  from development/improvement.    

Generic Assessment Criteri a   Marks  available  Marks    awarded  

1.  The philosophy and theoretical perspective being employed   .  10   

         

 

2. The data collection method(s) used    10   

           

 

3. A critique of the methods used      15   

         

 

4. Strengths & limitations o f Qualitative Research Article    5   
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