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[bookmark: _Toc148563357]Abstract
The purpose of this research is to investigate the influence of corporate social responsibility (CSR) on consumer decision-making. The concept of CSR has gained increasing awareness and interest among the consumers, practitioners and researchers. Therefore, it is important to analyse its role in influencing the consumers of fast food companies, which is often criticised for their unhealthy food products and business practices. With the main purpose, the objectives of this study was to identify the current CSR activities of Mc Donald’s, determine the opportunities and challenges in implementing CSR strategies, and analyse the impact of CSR on consumer decision-making in the fast food sector. 
To accomplish the purpose/aim as well as the stated objectives, the researcher had used both secondary and primary research methods to respectively formulate literature review and gather actual data from 52 survey participants using questionnaire technique.
The survey results showed that MCD actively undertakes CSR initiatives which influences its customers and their purchase and visit decision. Further, the study examines the participants’ willingness to pay more to fast food companies for sustainable practices, to understand the importance of CSR for consumers. It also highlights the significance of CSR in improving brand image and reputation of fast food companies. 
On the basis of the findings from the literature review and this study results, different recommendations are offered to fast food industries with regards to sustainable business practices, information transparency, and spread of awareness. Additionally, recommendations are also made for future research which includes use of different data collection methods and analysing techniques, and expansion of sample size, for better outcomes and generalisation of the research findings.
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[bookmark: _Toc148563359]Chapter 1 Introduction
This introduction chapter presents the background for conducting the research as well as the broader aim and objectives that the researcher targets to achieve. An overview of the company selected for this research, i.e. Mc Donald’s, will also be given in this first chapter. Additionally, the rationale, significance, research questions and structure of the dissertation are also respectively described. 

[bookmark: _Toc148563360]1.2 Research Background
In recent times, there is increasing attention towards corporate social responsibility (CSR) and in the current century, it has been viewed as an entry pathway for most businesses (Bacinello, et al., 2020). CSR is a broader concept which covers social, environmental, ethical, and community-welfare activities and responsibilities (Min and Arif, 2022). Even the famous historical research by Carroll (1979) defined CSR as 4 distinctive expectations – economic, legal, ethical and philanthropic – that communities have from organisations. This indicates that companies operating in the complex macro environment are not only expected to focus on maximising profits and shareholder value but are also expected to conduct their business ethically and to positively contribute towards the development of society and environment (Tian, et al., 2020). Additionally, Verbeke and Tung (2013) illustrated that organisation’s success is attributed to its capability of fulfilling stakeholders’ needs and expectations, particularly that of the consumers. Furthermore, CSR plays a crucial role in enhancing brand image and reputation of a firm, improving its financial capabilities and increasing its competitiveness (Wang, et al., 2021; Al-Shammari, et al., 2022; Nyuur, et al., 2019). Thus, CSR is considered highly significant for the smooth functioning, profitability and sustainability of businesses in different sectors (Kaushik and Pandey, 2020).
Chan and Saad (2019) explained that ethical and sustainable business practices, such as manufacturing eco-friendly goods, supporting the community, prioritising consumers, and engaging employees, of an organisation helps in attracting maximum stakeholders, especially the consumers, towards the business. On the other hand, Islam, et al. (2021) identified that there is a high probability of consumers valuing businesses that have ‘good social image and reputation’. According to a survey conducted by Markstein and Certus Insights, 70% of consumers patronise businesses that conduct sustainable practices (Business Wire, 2019). By supporting CSR initiatives of the companies, consumers develop a positive perception about self as they associate sustainable purchase with social contribution (Narayanan and Singh, 2021).
Teh, et al. (2019) claimed that even though consumers are increasingly aware and conscious about what business practices are considered ethical and sustainable, they are still uncertain about the food offered by the fast food restaurants and the way they behave with regards to CSR. Despite this, fast food is an important part of people’s daily lives (Jaworowska et al., 2013). According to a Statista survey, around 12% of the people in the United Kingdom (UK), consume fast food once per week as of January 2022 (Statistical Research Department, 2023). In addition, fast food is not only considered harmful for human body but also for the environment due to the contribution in water wastage and contamination, food and packaging waste disposal, deforestation, plastic pollution, and CO2 (carbon dioxide) emission (Lynch, 2021). Hence, it has led to several fast food restaurants’ gradual involvement in CSR initiatives to undertake their social responsibilities and to improve their brand image and reputation. Besides, with the growing awareness among the consumers about CSR activities, it is essential for fast food restaurants to incorporate CSR into their business practices to attract more consumers, to win their loyalty, to influence their decisions and to gain competitive edge (Kaushik and Pandey, 2020).

[bookmark: _Toc148563361]1.3 Company Background
Mc Donald’s Corporation, also known as Mc Donald’s or MCD, is a well-known American fast food chain which was founded in 1940 by Maurice and Richard Mc Donald in California (Mc Donald’s, n. d.). As of 2022, the company operates and franchises around 40,275 MCD restaurants globally that serves locally-related food and beverage menu which includes a range of products, such as hamburgers, fries, salad, sandwiches, nuggets, wraps, shakes, desserts, soft drink, coffee, and so on (Statista Research Department, 2023; Forbes, n. d.). As of 2021, there are around 40,031 restaurants of MCD operated by 200,000 employees in over 38,000 locations across more than 100 countries and served approximately 70 million customers globally (Global Data, n. d.; Statista Research Department, 2023). 
MCD reported good financial performance for the first quarter of 2023. During this period, the comparable sales worldwide increased to 12.6%, as compared to 11.8% in the quarters ending March 2022.This was due to its accelerating the arches strategy that relied on ‘M-C-D’ pillars and that covered areas like, elevating the marketing, focusing on core menu, and increasing the growth potential through 4Ds (digital, delivery, drive-through and development). Furthermore, MCD’s 2023 quarterly revenue was $5.9 billion and net income was $1.8 billion, which resulted in earning per share (ESP) of $2.45 million (Mc Donald’s, 2023). 
The mission of MCD is to ‘make delicious feel-good moments easy for everyone’. In other words, MCD offers delicious food to the communities and makes them feel good about whatever they are consuming. Besides, the company emphasises on serving cost-effective food at convenient location and time, and thrives to meet the expectations of the consumers by focusing on speed, product range and personalisation. The company’s vision is to act promptly and to serve delicious food every day to the customers all over the world in order to achieve profitable growth (Mc Donald’s, n. d.). 

[bookmark: _Toc148563362]1.4 Research Rationale
As stated in the previous section, fast food companies are often criticised for their processed and unhealthy menu. A study by Block, et al. (2013) found that MCD’s food is high in calorie content. Similarly, a case study by Schramade (2019) claimed MCD’s food as unhealthy, adding to an unbalanced diet that leads to obesity and diabetes. The recent NHS health survey stated that 25.9% of the adults in England had obesity whereas 37.9% are facing an overweight issue due to fast food consumption (Nott, 2022). McClements (2020) further stated that fast food not only has a negative effect on human health but also on the entire ecosystem. It is reported that the globally known fast food brand, i.e., MCD, generates around 3 tonnes of waste from packaging every minute and approximately 2m tonnes every year (Brake, 2023). Nature Food journal reported in their 2021 study that plant-based food of the fast food restaurants globally account for 29% of the carbon footprint, whereas 57% of it is from animal-based food (Adler, 2023). Consequently, these human and environmental concerns are causing sustainability and survival pressure on the fast food companies.
Another challenge faced by fast food restaurants is related to understanding the CSR needs of the consumers. According to Kuokkanen and Sun (2020), fast food businesses deliver CSR activities through their products and services to satisfy consumers' CSR demand. For example, fast food companies offer green food, like salad or vegan burgers, when there is no demand among the consumers. Thus, inadequate understanding about the CSR activities influencing consumer decision-making may cause complications in generating long-term profits (Tong and Wong, 2016). Therefore, fast food restaurants should not only engage in creating effective CSR activities but also in understanding the CSR initiatives that may impact consumer decision-making. 
Recently, a number of studies have been conducted with regards to the strategic role of CSR and its influence on various aspects of business operations (Mio, et al., 2020; Luger, et al., 2022). Further, many empirical research that investigated the impact of CSR on business results have found that consumers’ buying decisions are positively influenced by the organisations that spend on CSR activities (Bianchi, et al., 2019; Arachchi and Samarasinghe, 2022; Zhuang, et al., 2022). Moreover, some studies have also shown negligible or insignificant influence of CSR efforts on consumers decision-making (Wongpitch, et al., 2016; Su, et al., 2020). Hence, previous studies have revealed mixed outcomes on impact of CSR initiatives with regards to consumer decision-making. This research is therefore conducted to investigate the current CSR activities of MCD and to understand the real-time impact of CSR activities on consumer decision-making in relation to choosing, buying, revisiting, and recommending the brand and its offerings, by conducting a study survey. 

[bookmark: _Toc148563363]1.5 Significance of the Research
The research is highly significant for the further researchers who want to investigate in the field of CSR and consumer decision-making. Further, the study results will help the academic practitioners to better understand the influence of CSR on consumer decision-making. In addition it will help in bridging the existing gap in the literature concerning the research topic.
Through this study, the current CSR initiatives of MCD and whether these initiatives create value for the end consumers can be identified. The findings will help MCD to analyse their current CSR initiatives and to implement right CSR strategies that will attract more consumers and bring in more revenue. Further it will aid MCD to change its unhealthy brand image, build a positive brand reputation, and achieve competitive advantage over other fast food chains in the industry. 

[bookmark: _Toc148563364]1.6 Research Aims and Objectives
The main aim of this study is to investigate the influence of the CSR efforts of Mc Donald’s (MCD) on the customers’ decision-making. In accordance with the main aim, the objectives of this study are:
· To investigate the current CSR activities implemented by Mc Donald’s
· To determine the main opportunities and challenges in implementing CSR strategies in the fast food industry
· To analyse the impact of CSR on consumer decision-making in the fast food sector

[bookmark: _Toc148563365]1.7 Research Questions
This study will address and answer the following investigating questions:
· What CSR activities are currently implemented by Mc Donald’s?
· What are the main opportunities and challenges in implementing CSR strategies in the fast food industry?
· What is the impact of CSR on consumer decision-making in the fast food sector?

[bookmark: _Toc148563366]1.8 Dissertation Structure
This dissertation is a five-chapter structure as shown in Fig. 1
 (
Chapter 1: Introduction
Chapter 2: Literature Review
Chapter 3: Research Methodology
Chapter 4: Data Analysis and Discussion
Chapter 5: Conclusion and Recommendation
)
[bookmark: _Toc148563437]Figure 1: Dissertation Structure
Source: Adapted from Kornuta and Germaine (2019)
Introduction chapter comprises research background, aims and objectives, research questions, and significance and rationale of the research to acquaint the readers about the research topic and create a base for further discussion that will be carried out in the consequent chapters. 
Literature reviewchapter will focus on the concept of CSR and its significant impact on the decision-making of MCD’s consumers. The chapter will critically investigate past literature, theoretical models and processes related to the research topic. This will offer an insight into the concept of CSR and its impact on consumer decision-making which will be later connected with the research findings.
Methodologychapter will provide a detailed discussion on the research methods and approaches chosen in this study, along with a justification for the methods adopted. It will also elaborate how data will be collected and analysed and what research ethics will be considered in this study.
Data analysis and discussion chapter will graphically and in tabular format illustrate the research participants’ responses that will be gathered through survey questionnaires and analysed in Microsoft Excel. A detailed discussion on the responses for each question will be presented and linked with the past literature that was reviewed in the second chapter.
Conclusion and recommendation chapter will recapitulate the entire study and address the research aims, objectives and questions on the basis of the past literature and findings derived in this study in relation to impact of CSR on consumers’ decision-making. Furthermore, recommendations will be offered to MCD as well as the fast food companies in relation to CSR initiatives. Additionally, this research limitation and future research direction will be given in this chapter. 
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[bookmark: _Toc148563368]2.1 Introduction
According to Paul and Criado (2020), literature review is the process of searching and critically evaluating the available resources on a given topic or subject area. It summarises scholarly knowledge, analyses various models and theories on the topic, identifies gaps in current knowledge and formulates areas for further research.
In this study, the literature review will evaluate the concept of CSR and consumer decision-making. Further, it will identify models and processes in relation to CSR and consumer decision-making respectively. Alongside, the advantages and disadvantages of the CSR model will be presented and the scholarly knowledge on impact of CSR on consumer decision-making will be examined. Lastly, the literature review will highlight the current CSR initiatives of MCD and how it influences its customers. 

[bookmark: _Toc148563369]2.2 Critical Analysis: Corporate Social Responsibility and Consumer Decision-making
[bookmark: _Toc148563370]2.2 1 Definition of CSR
CSR is the most researched concept in the field of business studies (Frynas and Yamahaki, 2016) and it is defined through various terms, such as corporate ethics, corporate responsibility, corporate stewardship or citizenship, corporate accountability and so on (Jackson and Jackson, 2017). 
Balaraman and Venkatasalem (2022) defined CSR as the voluntary activities or responsibilities undertaken by the firms for their stakeholders (consumers, employees, investors and shareholders, government, society) with an intention to overcome any negative impact of their business functioning on the community in which they operate.
Mendes, et al. (2021) explained CSR from the perspective of ‘Triple Bottom Line’ and stated that it is a framework which evaluates business performance on the basis of its economic (profit), social (people) and environmental (planet) activities. 
Singh and Singh (2013) defined CSR as a management concept whereby firms’ concern for environment and society are integrated into their business practices and procedures.
The historic definition of CSR was given by Howard Bowen (also termed as father of CSR) in 1953 who defined the term as ‘responsibilities of entrepreneurs to create policies, make decisions and showcase actions that are considered desirable with regards to social values and objectives (Hamidu, et al., 2015).
Overall, the above-mentioned definitions stresses on the importance of social and environmental responsibilities of the firms, along with their profit maximisation goal. 

[bookmark: _Toc148563371]2.2.2 Critical Analysis of CSR in Fast Food Industry
According to Tiwari, et al. (2023), CSR has become an important part of business culture due to its association with sustainable growth opportunity and improvement in brand image and reputation. As per IBMreport, around 68% of the businesses are using CSR as a platform for future growth opportunities (Pohle and Hittner, 2015).However, Jung, et al. (2017) stated that different studies have identified negative effects of CSR initiatives on financial performance of the firm (Van de, et al., 2005; Rhou, et al., 2016; Mobarak, et al., 2022). Youn, et al. (2016) demonstrated the reason for the negative impact of CSR can be due to increased financial burden for investing in social initiatives like donation, charity, and promotional campaigns to spread awareness about a firm's CSR initiatives. Jung, et al. (2016) argued that although large companies in the fast food industry have the financial stability to allocate a set budget for CSR and bear huge CSR costs, it may not be able to generate immediate financial returns.On the contrary, a survey by McKinsey (2011) on business sustainability established that 33% of the companies are investing in sustainable initiatives to enhance operation performance and reduce costs, which leads to 14% increase in profitability. Therefore, companies in the fast food industry should actively engage in ongoing CSR commitments to achieve long-term profitability and growth. 
Barlas, et al. (2023) opined that embracing CSR initiatives may increase customers’ trust and loyalty towards the business thus influencing their purchase intention. However, literature in the past has revealed contradicting results in relation to CSR initiatives and boost in consumer purchase decision (Zasuwa, 2017). The contradiction is attributed to increased doubt among the consumer about the CSR initiatives of the companies, especially those having a negative reputation in the corporate world (Akturan, 2018).According to Nyilasy, et al. (2014) some consumer may perceive high involvement of fast food companies in CSR activities as ‘corporate greenwashing’ practices, wherein firms are claiming genuine engagement in CSR initiatives, but in reality they are using CSR as a promotional tool to enhance their brand image. As a result, it is crucial for fast food brands to not only spread awareness about their CSR initiatives but also demonstrate them in their business practices. 

[bookmark: _Toc148563372]2.2.3 Consumer Decision-making (CDM)
According to the definition by Al-Azzam and Al-Mizeed (2021), CDM is the process of making purchase decisions which is influenced by various cultural, social, psychological and personal factors. 
Stankevich (2017) defined CDM as the choices made by the consumers, in the business market, as a purchaser or an end-user. 
Prasad and Jha (2014) stated that CDM refers to sequential steps which a consumer takes when considering purchase of goods and services. Similarly, Qazzafi (2019) described CDM as a process by which consumers gain awareness about their needs, gather information to satisfy those needs, evaluate and compare available alternatives, purchase a product or a service and finally evaluate the purchase decision.
Pradhan (2009) explained that CDM means decisions taken by the consumers with regards to what, when, where, why and how to buy a particular product or service.
According to Pavleen (2006), CDM is the process whereby a consumer makes a decision in relation to selecting, buying and using a product or service. 
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Chua, et al. (2020) highlighted that CDM in the fast food industry emphasises on understanding the consumers and how they make their decisions in terms of selecting, purchasing, revisiting and recommending their choice. 
Jafari Momtaz, et al. (2013) discussed that CDM in the fast food industry is based on ethical sourcing of the fast food products. A recent survey by Open Text (2021) identified that ethical sourcing is in high demand among the global consumers and 88% of them (9 in 10) agreed to purchase from the firms that practice ethical sourcing strategies. Chiciudean, et al.(2019) explained that consumers assess the health concerns, i.e. healthiness of the food offered and the hygiene maintained within the restaurant plays a significant role in CDM related to fast food restaurant selection. Cullen (2008) emphasised the importance of food quality, restaurant cleanliness, location and brand reputation, and variety of choices offered in the restaurant as the deciding factor among the consumers in the fast food sector. On the other hand, Harrington, et al. (2011) examined 6 attributes – marketing, ambience, healthy options, innovativeness and variety in food choices, quality expectations and price as the most crucial factors in CDM for fast food. 
Srivastava (2015) examined the obstacles that can be faced by fast food companies if the consumer expectations and preferences are not met. Further the author mentioned that operational issues and availability of attractive options in the fast food industry increases the brand switching behaviour among the consumers. Cone Communication (2017) conducted a survey and found that there is an increased probability among 89% of the global consumers to switch to brands that contribute to the social cause and at the same time offer affordable product price and good product quality (Refer to Fig. 2). 
[image: ]
[bookmark: _Toc148563438]Figure 2: Cone Communication CSR Study
Source: Cone Communication(2017)

[bookmark: _Toc148563374]2.3 Current CSR Initiatives of McDonald’s
MCD is regarded by Fortune as the ‘Most Admired Companies’ for its CSR initiatives (CSRWire, 2023). From the management perspective, MCD is committed to its social and environmental practices and constantly delivers its commitment through its values, business processes, outcomes and engagement with the stakeholders – customers, employees, suppliers, and shareholders (Mc Donald’s, 2022). 
MCD is a globally operating and a leading fast food chain that is committed to creating long-term sustainable value for all its stakeholders and shareholders and at the same time stressing on ESG (environmental, social and governance) issues (Mc Donald’s, 2022). The CSR initiatives of MCD is embedded in its ‘Impact Strategy’ framework (Refer to Fig. 3) that focuses on 3 key areas – planet, products, people and community.
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[bookmark: _Toc148563439]Figure 3:CSR Initiatives of MCD for 2022-2023
Source: Adapted from Mc Donald’s Corporation (2023)
[bookmark: _Toc148563375]2.3.1 The Planet
According to Urry (2011), climate action is the major environmental problem that impacts large corporations (MCD, in this project), all its stakeholders, as well as the local and global communities in which they function. To tackle the environmental issues, MCD has created its ‘Science Based Targets’ to lower its greenhouse gas emissions (GHG) to 36% by 2030 across its supply chain. Further, in alliance with its food producers and suppliers, MCD targets to decrease its emission intensity (products and packaging/metric ton) to 31% by 2030 (Mc Donald’s Corporation 2023).Additionally, MCD is also committed to achieving net-zero emission by 2050 and reduction in 150 million metric tons of carbon emission by 2030. Under these commitments, the brand focuses on improving and innovating business processes and procedures, like use of renewable energy sources, LED lights as well as sustainable food sourcing and packaging (Mc Donald’s Corporation 2023). 
MCD’s recyclable packaging includes use of paper in food wrapping and boxes, carrier bags, beverage cups and holders, and straws (Refer to Fig. 4). Nevertheless, the brand is also using cutleries of paper-based material in place of plastic cutleries, in all its franchises across the UK and Ireland (Environment and Energy, Sustainability, 2022). MCD asserts that 97.2% of all its packaging are sourced from renewable and sustainable fiber-based materials that are certified and recyclable. (Mc Donald’s Corporation 2023).[image: ]
[bookmark: _Toc148563440]Figure 4: Paper-based packaging of MCD
Source: Mouradian (2019)

[bookmark: _Toc148563376]2.3.2 Food Quality and Sourcing
MCD confirms that all the ingredients, like beef (98.5%), fish (88.8%), oil (100%), and coffee (99.9%) beans, required for food production are sourced responsibly and sustainably and it ensures that its supply chain is deforestation free (Mc Donald’s Corporation 2023).
Casey (2022) argued that sustainable beef sourcing is a global issue as beef is the largest emitter of GHG, contributing significantly to climate change (Refer to Fig. 5). MCD, being the biggest buyer of beef, partners with farmers, legal authorities and environmental organisations to improve and innovate beef farming and production activities, through identifying, performing and accelerating sustaining beef farming methods (Freeman, 2022). As the member of the Global Roundtable for Sustainable Beef (GRSB), MCD runs a ‘MCD Flagship Farmers’ program whereby it collaborates with suppliers and farmers to share equipment and expertise for producing beef sustainably, to make new discoveries in environment-friendly production, and to support forest conservation and preservation (Perkins, 2021). In addition, MCD is increasing the awareness about its quality and sustainable food sourcing through informative campaigns like ‘Change a little, Change a lot’,which promotes that MCD has been sourcing 100% British and Irish beef  for more than 20 years  (Newsroom, 2023). Such campaigns from the brand are not only to raise awareness among its stakeholders but also to improve its brand image.
[image: Chart: Beef: It's What's Contributing to Climate Change | Statista]
[bookmark: _Toc148563441]Figure 5: GHG emission from meat production
Source: Roper (2020) 

[bookmark: _Toc148563377]2.3.3 Employment and Empowerment
MCD employs a diverse workforce, offers a safe working environment,and embraces inclusivity across the Mc Donald’s system. In collaboration with ‘International Youth Foundation (IYF)’, the brand provides workforce training, career opportunities and youth development programs(Mc Donald’s Corporation, 2023). This helps the company to find and attract talented candidates and at the same time improve brand trust and brand image among the talent pool. 
In 2018, MCD had started ‘Youth Opportunity’ initiative, under which the company had targeted to provide job-related training and skills as well as employment opportunities to 2m youth candidates worldwide by 2025 (Mistry, 2019). The brand also collaborated with International Labour Organisation’s global initiative to offer more job opportunities to young people (Rogers, 2018). Through Hamburger University, owned by the company, MCD has offered restaurant and leadership training to more than 60,000 people globally, as of 2022 Mc Donald’s Corporation 2023).The ‘Archways to opportunity’ is a career development program of MCD (Refer to Fig. 6) offers virtual as well as face-to-face educational training and programs to thousands of potential employees across 25 countries (Freeman, 2022). Additionally, MCD also ensures equal pay opportunities to both male and female employees across all its company-owned and franchise restaurants (Mc Donald’s Corporation 2023).
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[bookmark: _Toc148563442]Figure 6: Education opportunity through Archways to Opportunity program
Source: Mc Donald’s (2023)

[bookmark: _Toc148563378]2.3.4 Community
MCD community initiatives not only includes offering healthy meals to the consumers but also contribution to their overall well-being through donations and charities. In collaboration with Alliance for a Healthier Generation, MCD had claimed a commitment in 2013 to provide ‘Happy Meal’ to the customers across the globe, which included healthy food options, such as vegetables (salads), fruits, and dairy options that are low in fat (Alliance for a Healthier Generation, 2023). Over the years, this commitment has helped the company to attract many health-conscious consumers, which has positively impacted its brand performance. Under the Happy Meal, MCD had replaced soda with water, milk or juice and as a result, there was a 14% increase in Happy Meal orders (Aubrey, 2018). 
Besides healthy food choices, MCD supports the community through the Happy Meal Readers Book Program (HMRBP) and the Ronald McDonald House Charities (RMHC) (Freeman, 2022). The HMRBP initiative has accelerated reading enthusiasm among the children and since 2001 until 2018, there has been more than 370m books distributed worldwide. Further, to attract more consumers, especially children and family, MCD had begun the distribution of toys on order of each Happy Meal (Mc Donald’s 2018).  Under the RMHC initiative, MCD is committed to work towards the development of the communities at national and international level. Further, MCD is also encouraging its customers to support its community initiative by donating in the charity/donation boxes kept at drive-thru’ windows, and in the restaurants at the self-order digital kiosks and at the cashier’s counter (Refer to Fig. 7). The brand had launched this initiative more than 40 years ago and since then RMHC had offered support and resources to over 2.2m families world-wide, as of 2022 (Mc Donald’s Corporation 2023).
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[bookmark: _Toc148563443]Figure 7: RMHC at MCD Restaurants
Source: RMHC UK (n. d.)

[bookmark: _Toc148563379]2.4 Implementing CSR Strategies: Opportunities and Challenges
In recent times, implementing CSR strategies is highly significant for the fast food companies as it will aid in effective engagement with the stakeholders and in establishing strong bonds with them. Furthermore, being socially responsible can enhance a firm’s brand image as well as boost innovation and strengthen alliance with other firms in the business world (Fatima and Elbana, 2021). 
However there are some opportunities and challenges that a fast food restaurant may encounter when implementing CSR strategies.
[bookmark: _Toc148563380]2.4.1 Opportunities of Implementing CSR Strategies
According to Fordham, et al. (2017), CSR implementation can provide significant opportunities for businesses.  Further the authors mentioned that CSR helps to create a positive brand image and to gain the trust and loyalty of the consumers. The following are some of the opportunities of implementing CSR in fast food restaurants:
· Engage in sustainable activities: CSR offers an opportunity forfast foodcompanies to indulge in sustainable practices, such as reusing and recycling initiatives, sustainable food sourcing from local suppliers, reducing food wastage, etc., to overall reduce the environmental footprints (Qadir, et al., 2021). According to KPMG research (2022), sustainable reportingis practiced by 79% of the leading 100 firms across 52 countries and 96% of the Fortune 250 worldwide companies (Refer to Fig.8).
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[bookmark: _Toc148563444]Figure 8: Global Sustainable Reporting
Source: KPMG International (2022)
· Introduce healthy food choices: Under the CSR initiative, fast food companies can improvise and innovate its food products and add healthier food choices, like salads, wraps, millets, etc., in their menu to meet the increasing demand for nutritional products (Glanz, et al., 2007). Further, the brand can ensure that its main fast food products are low in calorie, sugar, sodium and fat content. As per the Statista report, the healthy food market globally is expected to grow $1 trillion by 2026 (Shahbandeh, 2022), and therefore implementing CSR strategies can help fast food companies to be a part of the healthy food market. 
· Engagement with the community: Fast food companies can support local communities through social initiatives, donations and charities, partnership with non-profit organisations, sponsoring community events, supporting environment and community development programs, etc. Such initiatives can lead to improvement in brand reputation and image as well as to attract more socially-conscious consumers (Gheribi, 2017). A CSR study by Cone Communication (2017) identified that consumers are more likely to trust the brand (87%), have a positive image of it (92%) and be loyal to it (88%), if it supports social and environment-related causes (Refer to Fig.9). 
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[bookmark: _Toc148563445]Figure 9: Cone Communication CSR Study
Source: Cone Communication(2017)
· Promote employee diversity and well-being:Commitment to CSR offers opportunity to the fast food companies to include diverse workforce within the team which can further lead to positive brand reputation among the employees as well as the community, as well as increase in the customer base (Grayson and Hodges, 2017). A report by McKinsey and Company revealed that companies following ethnic and gender diversity have 35% and 15% more chances of increasing financial returns than the industry average (Dixon-Fyle, et al., 2020) (Refer to Fig. 10). 
Additionally, providing a safe and supportive work environment, fair pay, and benefits and rewards to the employees, can help the brand to win their loyalty and long-term commitment. According to a Gallup poll, companies with highly engaged employees can outperform their competitors (2022).
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[bookmark: _Toc148563446]Figure 10: Correlation between diversity and financial performance
Source: Dixon-Fyle, et al.(2020)

· Promote animal welfare practices: Through CSR initiatives, fast food companies can indulge in promoting ethical and humane treatment of animals across all departments. This can help the companies to attract customers who are concerned about the rights of the animals (Jones and Comfort, 2022). Mintel (2015) investigated 1500 companies in the UK and found that 74% consumers rated ‘animal welfare’ as the leading factor that conveys ethical practice of a food brand.
· Demonstrate transparency: CSR initiative compels fast food companies to be transparent about the way they source their food products and about the ingredients used in the food preparation. This can help to gain the trust and loyalty of the consumers(Grayson and Hodges, 2017). Label Insight survey revealed that 78% of the consumers are more likely to trust the brand that maintains transparency about their business (Fromm, 2017).  

[bookmark: _Toc148563381]2.4.2 Challenges of Implementing CSR Strategies
According to Yuen and Lim (2016), there are various challenges of implementing CSR strategiesin the fast-food industry. These are:
· Cost-related challenges: In order to implement CSR strategies, fast food companies may need to incur extra costs for business processes, like for sustainable sourcing of food products, CSR-related training to the workforce, and energy-saving appliances and equipment (Yusoff, et al., 2022). According to a study by Asgary and Li (2016), fast food companies may have to invest around 40% initially for sustainable practices, even though long-term CSR measures can help to pay-off these costs. 
· High legal requirements: It can be critical for fast food companies to comply with CSR regulations set at local, national and international level, as non-compliance can result in regulatory issues and even damage to the brand reputation and image. (Kim, 2017; Pedersen and Andersen, 2006). A report by the KPMG states that 96% of the top global companies had reported on sustainability in 2022 and the government worldwide is raising environmental regulatory requirements (KPMG International, 2022; Kiron, et al., 2017).
· Price-sensitivity pressure: There is increasing competition among the fast food chain to keep the price of their product low to attract price-sensitive customers. However, organic and quality sourcing ingredients are more expensive than cheap and unhealthy food, as a result price-sensitivity of consumers in the fast food sector can conflict with the CSR goals of the company (Lee, et al. 2015). In a study by Chua, et al. (2020), the maximum participant (25%) responded that ‘price’ is the top-most factor when selecting a restaurant.
· Resistance to Change: Implementing CSR strategies may face resistance from within the organisation, particularly if there is a need for significant operational or cultural changes (Yuen and Lim, 2016). As per Harvard Business Review, change resistance is commonly observed in business environments and around 70% of the change efforts fail due to resistance from both the employees and the leaders (Carucci, 2016). 
· Changing consumer demands: CSR-related consumer demands are constantly changing which makes it difficult for the fast food companies to estimate returns on investing in sustainability practices.A study by Nielsen found that nearly 2/3rd (66%) of the consumers in 2016 as compared to 50% in 2013 were ready to pay more to the brand that supports social and environmental issues (Ashton Manufacturing, 2016). Similarly, the Global Sustainability Study of 2021 identified that more than 1/3rd (37%) of the consumers globally are willing to pay more to the companies that offer environment-friendly options (Jain, 2023). On the contrary, a survey by Deloitte (2021) on the UK consumers about their attitude and behaviour concerning sustainability, found that although consumers showed willingness to pay extra to companies for adopting different environmental and ethical practices, there were 51% of the consumers who were either unwilling or unsure about paying extra for sustainability (Refer to Fig. 11).
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[bookmark: _Toc148563447]Figure 11: Sustainability adoption survey
Source: Deloitte (2021)

· Transparency-related challenges: As stated in the previous section, companies in the fast food sector need to maintain transparency with regards to their sustainability practices (Grayson and Hodges, 2017), however lack of transparency can lead to CSR-related doubt among the consumers. According to Ethical Consumer research of 2019, 60% of consumers opined that companies did not maintain transparency about their sustainability practices. 
· Greenwashing issues:If the consumer believes that CSR claims and promotions of the fast food company are not credible, they may regard it as ‘greenwashing’. According to a survey by Sensu Insight Consultancy, 7 out of 10 consumers in the UK thought that environmental claims of the businesses are not genuine, which may result in trust issues between the company and the consumers (George, 2023). 

[bookmark: _Toc148563382]2.5 Impact of CSR on Consumer Decision-making
Several studies have identified positive relation between CSR and consumer decision-making (Anastasiadou, et al., 2019; Bianchi, et al., 2019; Lee and Lee, 2015). (Mohr and Webb, 2015). Research in the past has revealed that consumers develop a positive image about the brand that engages in CSR activities and this is reflected in their purchase behaviour (both in current and future buying decisions).
Manning (2013) illustrated that although companies in the fast food sector demonstrate their commitment to society through their CSR activities, spreading awareness about these activities among the consumers is equally essential. A study by Hommerova, et al. (2020) on MCD’s CSR initiatives found that 44.32% of the study participants had ‘somewhat insufficient’ awareness. This finding was supported by Xu (2014) who established that participants did not have sufficient awareness about MCD’s CSR. Guo (2017) argued that high CSR awareness significantly influences consumers’ attitude and perception about a brand and its offerings, which further impacts their purchase decision and behaviour positively. However, lack of CSR awareness causes asymmetry of information among the consumers which negatively impacts brand’s profitability and value. Hence, fast food companies should engage in effective communication and informative promotional activities to increase CSr awareness (Servaes and Tamayo, 2013).With regard to Mc Donald’s, Wu and Ma (2021) explained that MCD should spread awareness about its social and environmental initiatives, competitive pricing strategies and healthy food choices to positively influence CDM. According to Zhang and Ahmed (2021), buying decisions is a key indicator that there is a high probability of future purchases with the brand over other brands in the market. 
Popa, et al. (2022) had confirmed positive correlation between CSR and consumer purchase intention and loyalty. The authors investigated that CSR-related activities encourage consumers’ purchase decisions and such repetitive decisions can further lead to increased customer loyalty and trust. This proves that when there is high brand trust and loyalty, the impact of CSR activities on consumer behaviour increases. 
Another study by Rodrigues and Borges (2015) found that the most important factors influencing CDM with regards to CSR is the firm's social, ecological and recycling practices. The results of this study showed that the consumers linked environmental efforts of the company with the way it contributed to climate change and the measures adopted by them to protect the ecosystem. Further, it was examined that product recycling activities of a firm were highly appreciated and preferred by the consumers. 
Green and Peloza (2011) found that consumers highly considered a product’s functional value when incorporating CSR into their purchase decision. In this study, the authors noticed that consumers purchased healthy food as they considered it nutritious and safe for the body. Further, the consumers associated positively to the recycling efforts of the businesses when integrating functional values in their decision. This indicates that MCD can motivate its customers to recycle which can further drive more consumers to the business. 

[bookmark: _Toc148563383]2.6 CSR Models
[bookmark: _Toc148563384]2.6.1 The Pyramid Model
One of the most popular models of CSR that has been considered and used by scholars and theorists for many decades is the ‘Pyramid Model of CSR’ (Lyra, et al., 2017). As the name suggests, it is a pyramid-shaped graphical description of CSR created by Archie Carroll in 1991 (Walzel, et al., 2018), which consists of four types of responsibilities (Refer to Fig. 12) that an organisation needs to achieve as it progresses and expands its sustainable practices (Carroll, 2016). By integrating these responsibilities into business operations and activities, MCD can not only improve its unhealthy brand image but also contribute towards improvement of community, people and environment. 
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[bookmark: _Toc148563448]Figure 12: Pyramid of Corporate Social Responsibilities
Source: Carroll (2016)
Economic responsibilities
According to Owings and Lyon (2021), economic responsibilities are the foundation of the pyramid which signifies that it is a fundamental requirement for organisations to remain profitable and have enough financial resources to survive and sustain in the society.
MCD offers its products at a lower price than its competitors, ensures product quality, and adds value through its wide product range (Tien, et al., 2020). Besides cost-effectiveness and value creation, MCD also invests in updating its product-line as per the needs of the customers, for example, including fruits and salads in the menu to satisfy health conscious consumers (Sabbouh, 2021). Moreover, if MCD fails to remain profitable, it may not only collapse, but other responsibilities, as depicted in CSR pyramid, may become moot consideration (Carroll, 2021). 

Legal Responsibilities
Organisations are not only permitted by the society to function as an economic entity fulfilling its productive role, but they are also required to comply with legal rules and laws which society views as ‘codified ethics’ of operating and functioning in the business environment (Carroll, 2021). These rules are related to moral principles and fair and ethical business practices as defined by the government at local, state or regional, and national level (Singh and Singh, 2013).
MCD is a globally operating firm and therefore it complies with government regulations established at national and international level (Mc Donald’s, 2020). For example, in India, beef products are banned and so when operating business in India, MCD does not produce or sell beef burgers (CBS News, 2012). Other legal responsibilities of MCD includes, providing a safe environment to the employees and the customers, offering fair pay to the employees, selling products at a fair price, ensuring honesty and transparency related to products and services sold, and paying tax regularly (Carroll, 2021). If MCD fails to meet legal requirements, it may have to face expensive lawsuits that may further hamper its brand image and brand reputation (Kaymak and Bektas, 2017).

Ethical responsibilities
Carroll’s pyramid suggested that firms should conduct their business ethically and ensure that no harm is caused to the consumers, employees, supplier and environment through its business activities (Carroll, 2016). MCD ensures that a safe and hygienic atmosphere is provided to the customers in every restaurant, harassment-free and violence-free working environment is provided to the employees, and conducts fair and honest business with its suppliers (Mc Donald’s, 2019). 

Philanthropic responsibilities
According to the CSR pyramid, these responsibilities are undertaken for the development of the society and to enhance the lives of people living in it (Carroll, 2016). MCD conducts a ‘Global Volunteer Program’ through which employees and suppliers engage in volunteer events and activities and offers donations to various causes (Mc Donald’s, 2022).

[bookmark: _Toc148563385]2.6.2. 3C-SR Model
The 3C-SR model was designed by John Meehan, Karon Meehan and Adam Richards in the 1960s (Meehan, et al., 2006). According to the model, CSR consists of 3 interconnected elements (Refer to Fig. 13), which include commitment (ethical practices and social responsibilities), connection (partnership with stakeholders in value network), and consistency (demonstrating same behaviour over time to gain trust). Thus, Kanji and Agrawal (2016) stated that these 3 elements together form 3Cs of the framework. Further, the ‘SC’ indicates the social resources, which integrates the 3Cs and offers competitive edge to the company (Chufama, et al., 2021).
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[bookmark: _Toc148563449]Figure 13: 3C-SR Model
Source: Kanji and Agrawal (2016)
Commitment
This component of the model signifies ethical and social commitments, which are valuable aspects of the social resources. These commitments indicate ethical standards and social goals of the company which are embedded in the organisation culture, mission statement, business operations and policies and strategic objectives (Meehan, et al., 2006). Further, these commitments widely include economic, legal and ethical practices of the business(Kanji and Agrawal, 2016).
As stated in the previous model, MCD ethical commitments include offering safe and quality food sourced sustainably, ensuring hygiene and cleanliness with the restaurant, respecting and protecting the rights of its customers and workforce, and delivering excellent service (Mc Donald’s, 2023).

Connection
This component refers to formation of strong bonds with partners or stakeholders, like customers, employees, suppliers, business partners and shareholders, in order to co-produce value (Meehan, et al., 2006). It emphasises on companies adopting a stakeholder approach so that there is mutual interest and commitment to generate value across the group (Chufama, et al., 2021). For instance, MCD should focus on fulfilling customer’s needs by offering them healthy food options, providing a clean and safe environment, and delivering good customer service. This will help to satisfy the customers and in turn the customers will remain loyal to MCD, thus contributing to the brands productivity and profitability. Similarly, maintaining good relations with the suppliers will ensure their loyalty and quality sourcing of food products.

Consistency
Consistency refers to a company's behaviour in accordance with the stated values, standards and promises (Kanji and Agrawal, 2016). Meehan, et al. (2006) argues the importance of maintaining business transparency and ensuring standardised practices across all business operations to win the loyalty and trust of the consumers. MCD should ensure consistency in the products and services across all its franchises to retain its customers for long-time. In addition, the brand should ensure consistent performance in relation to its CSR initiatives as failure in this may result in criticism and ‘greenwashing’ claims from all the stakeholders. 

2.6.3 [bookmark: _Toc148563386]Similarities and Differences in the Models
Although both Pyramid and 3C-SR models are effective in conveying the CSR efforts of MCD, there are certain similarities and differences between these models that requirefurther evaluations. These are:
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[bookmark: _Toc148563466]Table 1: Similarities between the Pyramid Model of CSR and 3C-SR Model
Source: Created by Author
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[bookmark: _Toc148563467]Table 2: Differences between the Pyramid Model of CSR and 3C-SR Model
Source: Created by Author
[bookmark: _Toc148563387]2.6.4 Advantages and Disadvantages of the Models
Besides the above mentioned similarities and differences, there are some advantages and disadvantages of the model. These are:
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[bookmark: _Toc148563468]Table 3: Advantages of the Pyramid Model of CSR and 3C-SR Model
Source: Created by Author
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[bookmark: _Toc148563469]Table 4: Disadvantages of the Pyramid Model of CSR and 3C-SR Model
Source: Created by Author


[bookmark: _Toc148563388]2.7 Consumer decision making Model
[bookmark: _Toc148563389]2.7.1 Kotler’s CDM Process

[bookmark: _Toc148563450]Figure 14: Kotler’s Consumer Decision-making Process
Source:Adapted from Stankevich (2017)
Phillip Kotler had created a 5 stage CDM process model (Refer to Fig. 14) that explained phases that a consumer may experience when making decisions (Stankevich, 2017). According to the author, there are possibilities that the consumer may either reverse or skip some of the stages within the process. 
According to the model, the CDM process starts with the recognition of need or an issue, which can be driven by different factors, in relation to fast food, like hunger, taste, time constraint, convenience or accessibility of the restaurant (Sharma, et al., 2022). For instance, a MCD customer’s specific need could be a quick meal on a tiring or a busy day. However, a study by Adams (2018) found that health and nutritional requirements, price and quality MCD’s food products can motivate customers to frequently visit the restaurants. On the other hand, Fast Food Nation identified ‘taste’ as the highly motivational factor influencing 45% of the British people to visit fast food restaurants (Clark, 2019). 
Based on the needs, a consumer will conduct information search to identify different options. There are various sources through which the consumer can collect information, such as past experience, family and friends’ recommendations, social media reviews, advertisement and promotions (Stankevich, 2017). A study by Mujahid, et al. (2023) established that before deciding the fast food restaurant, 90% consumers check online reviews. However, Nielsen reported that ‘price’ is the factor considered by 48% of consumers when choosing fast food outlets to visit (Nielsen Consumer LLC, 2021). With regards to MCD consumers, their information search may include actions, like checking options on the menu, finding nearby outlets, product price, nutritional information, and reading customer reviews. 
The next step in a CDM process involves evaluating alternatives options on the basis of different criteria. In terms of fast food outlet decision, the criteria may include, restaurant accessibility and convenience, brand name and reputation, price and taste of the products, services, healthy and nutritious options and personal choice (Kardes, et al., 2014). A report by Euromonitor International (2021) noted that healthy and nutritious options are the most searched options among health conscious consumers. 
After alternative evaluation, consumers make a purchase decision based on the criteria that most influenced them at the previous stage (Stankevich, 2017). In the case of Mc Donald’s consumers, its promotional deals like "Mc Donald’s Monday", bonus or reward points oroffers and discount coupons, may often influence consumers' choices (Mc Donald’s, 2023). For instance, a combo meal at a discounted price may encourage a purchase.
Once the purchase is made, consumers experience post-purchase behaviour, as mentioned in Fig. 14. At this stage, they evaluate their satisfaction with the decision made. Based on the evaluation, future purchase decisions and consumers’ loyalty towards the brand can be affected. Positive experience can lead to brand loyalty and repetitive purchase or visit to fast food restaurants. However, negative experience may demotivate consumers to engage with the brand or its products in the future, impacting the brand reputation and sales. 

[bookmark: _Toc148563390]2.7.2 Nicosia Model of CDM
This model was designed by Francesco Nicosia in 1976 to describe the complexity involved in the decision process when purchasing a new product or service (Prasad and Jha, 2014).  
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According to the model, there are 4 main fields involved in the CDM process. The first field focuses on a company’s characteristics and consumers’ characteristics. This stage explained that CDM can be influenced by the company through its marketing strategies, as well as products and services (Jisana, 2014). In terms of MCD, its healthy food options, informative campaigns (like,Change a little, Change a lot), customer service and environment-friendly efforts can influence their decision. The consumer characteristics, on the other hand, consists of psychological attributes, i.e. how they interpret the message or information about the brand delivered through promotions or through word-of-mouth from other people in the surrounding environment. MCD can influence the psychological attributes of the consumers, and eventually their decisions, by offering offers and discounts or through persuading campaigns. 
The 2nd field is the search and evaluation stage wherein a consumer gathers the information about the brand and its products and services from different sources, like advertising, friends, family, etc. (Prasad and Jha, 2014). The consumer then engages in evaluating the options available with competitive brands. For MCD consumers, its quality food sourcing, variety of food products, competitive pricing and overall customer satisfaction can persuade their customers’ decision. 
The 3rd field illustrates the purchase action of the consumers. Jisana (2014) stated that after search and evaluation, if the brand’s product or services are highly motivating for the consumers then they may engage in purchase behaviour. However, motivational factors, positive responses and effective marketing campaigns play a significant role at this stage. 
Last and the 4th field of the model is feedback, which implies the after-purchase feedback of the consumers about the brand and its products or services. Positive experience or feedback may trigger consumer attribute to purchase again and negative experience or feedback may convey to the company to either modify or change its products, services or marketing strategy (Prasad and Jha, 2014). MCD can consider feedback given by the consumers on social media pages and in-store to the company’s employees to further enhance their experience. 








[bookmark: _Toc148563391]2.7.3 Similarities and Differences in Kotler’s and Nicosia Model of CDM
The following similarities and differences exist between both the models:
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[bookmark: _Toc148563451]Figure 15: Similarities between Kotler's and Nicosia Model of CDM
Source:Created by Author
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[bookmark: _Toc148563452]Figure 16: Differences between Kotler's and Nicosia Model of CDM
Source: Created by Author


[bookmark: _Toc148563392]2.7.4 Advantages and Disadvantages of Kotler’s and Nicosia Model of CDM
The following advantages and disadvantages exist between both the models:
[image: ]
[bookmark: _Toc148563453]Figure 17: Advantages of Kotler's and Nicosia Model of CDM
Source: Created by Author
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[bookmark: _Toc148563454]Figure 18: Disadvantages of Kotler's and Nicosia Model of CDM
Source: Created by Author

[bookmark: _Toc148563393]2.8 Literature Gap
Although the past literature has successfully evaluates the link between CSR and CDM and has discussed the impact of former on latter from various authors perspectives, it had failed to present considerable statistical and graphical analyse of different consumers’ perspective on CSR practices of the business and their social and environmental initiatives. Further, there was subjective viewpoint offered in terms of CSR practices of businesses. This report therefore tries to fill the gap examine din the past literature by undertaking a survey method and collecting real-time data about the consumers’ perspective on the business ethics and CSR of a fast food company, particularly Mc Donald’s. 

[bookmark: _Toc148563394]2.9 Summary
To sum up this chapter, it provided a detailed investigation about the concept of CSR and CDM and critically reviewed with regards to fast food industry. Further, on a closure observation of MCD’s current CSR initiative, it was identified that the company highly focuses on environment, people, community and food quality and sourcing. The chapter also identified the opportunities and challenges of implementing CSR strategies in a fast food industry. Additionally, it also analysed the impact of CSR on consumer-decision-making by highlights the key findings from the past literature. Lastly, it described the models of CSR and CDM and identified similarities and differences as well as the advantages and disadvantages between the existing models. 


[bookmark: _Toc148563395]Chapter 3: Research Methodology
[bookmark: _Toc148563396]3.1 Introduction
Research methodology indicates systematic use of different techniques and strategies to search, gather and analyse data in relation to the topic under research. An in-depth explanation of the methods and techniques used to collect and analyse data will be explained in this chapter which will help the readers to critically examine the validity and reliability of this research. 

[bookmark: _Toc148563397]3.2 Research Onion
‘Research Onion’ is a framework generally used in academic and professional projects, as it describes systematically layered different research processesthat helps a researcher to build his/her study (Saunders, et al., 2019). Using this Saunders, Lewis and Thornhill created a framework as a guidance (Refer to Fig. 19), this study researcher, moving from outer to innerlayer, explains the specific method considered at each step of research execution. 
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[bookmark: _Toc148563455]Figure 19: Research Onion (Saunders, et al., 2019)
[bookmark: _Toc148563398]3.3 Research Design
Saunders, et al. (2019) stated that a research design covers general to study-relateddifferent philosophies, approaches, strategies, methodological choices, time horizons and data collection and data analysis techniques and procedures.  Each of these steps were carefully selected based on the research objectives and questions as well as the research scope and constraints. Therefore, a future study investigating the same research objectives and questions, and having multiple resource facilities, can widen the research scope and integrate additional data collection and analysis tools and techniques. 

[bookmark: _Toc148563399]3.4Research Philosophy
Research philosophy is described by Saunders, et al. (2019) as an association of principles and presumptions about the development of the knowledge as the research proceeds, as well as the nature of the knowledge that the research intends to gain by undertaking the research. 
Positivism philosophy focuses on scientific processes to examine the social world in an objective manner (Bell, et al., 2019). It allows control of variables, investigation ofrelation between them and identification of cause and effect of the phenomenon under study (Zukauskas, et al., 2018). Further, it supports the formation of research objectives on the basis of the already existing theories, followed by testing of those theories, using empirical methods, to develop scientific knowledge (Saunders, et al., 2019). Nevertheless, it emphasises on use of quantitative research methods, such as surveys, observations and experiments to test the research theories and answer the research questions (Ryan, 2018). Due to these characteristics of positivism philosophy it was considered for conducting this study. 

[bookmark: _Toc148563400]3.4 Research Approach
A research approach is a structural plan which is selected by a researcher based on the nature of the study and research problem, and the type of data that needs to be collected and analysed (Sekaran and Bougie, 2016). As depicted in the Research Onion framework, approach layer covers deductive, inductive and abductive approaches of conducting a research. 
Deductive approach indicates formation of a hypothesis or a theory and then using specific research strategy verify the theory formulated in the beginning (Saunders, et al., 2019). In this study, the researcher had considered a deductive approach to investigate the influence of CSR on consumer decision-making in the fast food industry. Based on the existing literature and theories on CSR and consumer decision-making, the researcher develops the research objectives in this study. Considering the survey research strategy accurate information on the research variables are gathered to test the study objectives. The results derived through the use of appropriate research strategy, then addresses the research objectives and confirms or rejects the presumption that CSR has an influence on consumer decision-making. 

[bookmark: _Toc148563401]3.5 Methodological Choice
Mono method, particularly quantitative methodological choice, is selected for this study because: (1) it resembles the previous methods used when positivism philosophy and deductive approach were considered in a study; (2) this method emphasises on utilising numeric data, which can be presented through graphs and statistics, as it is executed in this study (Creswell, 2014). Additionally, in comparison to the interview method, survey (online, used in this study) has numerous advantages: (1) the researcher can gain huge responses in short time-span, economical in collecting and analysing, can be conducted in the absence of the researcher, easy to search participants, and convenient for researcher and participants (Saunders, et al., 2019). However, Hair, et al. (2020) explained that the major disadvantage of quantitative method is: (1) it emphasisesmore on data that can be quantified and measured and less on detailed descriptive data, as a result of which it may be difficult to understand the thoughts, motivation and complex individual experiences; (2) quantitative data is usually gathered in a controlled setting due to which there are possibilities that the results obtained may differ from the ‘real-world’ findings.; and  (3) in quantitative method, the participants may be required to choose from a list of pre-designed answers and there is a possibility that the participant-specific answer is not stated on the list. Due to this the participant may be forced to choose the answer which does not convey the way they feel.  

[bookmark: _Toc148563402]3.6 Strategy (ies)
Saunders, et al. (2019) stated that a research strategy helps to effective plan and monitor the entire research. Usually, a survey strategy is appropriate in a research that adopted quantitative methodological choice and a deductive approach. A survey strategy is a process of methodologically gathering data from a specific group of individuals to understand their view on a given topic and to generalise the findings from the perspective of a larger population (Beins, 2017). In this research, a survey questionnaire strategy was adopted to gather data from the research participants on influence of CSR on CDM and finally to achieve the research objectives and answer the research questions. 

[bookmark: _Toc148563403]3.7 Time Horizon
This study had used a cross-sectional time horizon as the data was gather during set time period instead of several times over a long period, which is a longitudinal time horizon (Karlsson, 2016). Along with time consumption, the longitudinal method is resource consuming, and because of lack of time and resources to conduct this academic study, the researcher had considered cross-sectional method as the best fit for this study. 

[bookmark: _Toc148563404]3.8 Data Collection Techniques and Procedures
[bookmark: _Toc148563405]Sample Size
Williamson, et al. (2018) described research sample as a specific group of people, which typically belongs to a large group, chosen to conduct a research. To gather data on the research topic, the researcher had pre-determined the sample size of 50 participants. Considering the time and resource limitation, the targeted sample size was considered sufficient to collect data and justify the research objectives. However, during the course of data collection, 52 filled questionnaires were received. This research had involved friends of friends to collect data in limited time period and this could have probably resulted in 52 responses. 

[bookmark: _Toc148563406]Sample Type
The researcher had targeted University students from the same batch, researcher’s friends, friends of friends, and work colleagues to distribute the survey questionnaire. The participants were located in the United Kingdom.

[bookmark: _Toc148563407]Sampling Method
Sampling method in a research refers to the process of choosing specific group of people from a larger group to conduct the research (Williamson, et al., 2018).  A non-probability convenience sampling method was used to choose the sample for this study. According to Saunders, et al. (2019), a non-probability convenience sampling is a method for selecting research sample due to their easy accessibility and availability. Using this method, the researcher was able to conveniently and quickly reach the targeted sample in short time period. Further, it was convenient to send the online link to the survey questionnaire through messages on WhatsApp and other social media apps, through text, as well as emails. Due to cost-effectiveness, time-effectiveness, and ease of conducting research, this method was considered best fit for this study. However, the major disadvantage of convenience sampling is that it can create sampling as well as researchers’ biases as the sample are not selected randomly and the topic under investigation may not be applicable to them. Additionally, the researcher may select the participant who are easily available and this may limit diversity and variety in the sample (Beins, 2017).

[bookmark: _Toc148563408]Data Type
In this study, the researcher had used both primary and secondary data to address the research objectives and questions. Saunders, et al. (2019) primary data refers to new or original information that is collect for specific research purpose. The techniques used to collect primary data involve survey, interview, observation and experiment. Primary data related to research objectives was gathered in this study using a survey questionnaire method. This method offered an in-depth and real-time analysing into the research topic. 
The secondary data, according to Saunders, et al. (2019), indicates already existing data that are present in the past literature and are published by different scholars and authors in the field. The main sources of secondary data includes books, journal articles, research papers, online sites, conference proceeding, etc. The purpose of collecting secondary data for this study was to gain distinctive information on the research topic that may present the scope for future research. This research focused on past journals, books and Mc Donald’s website to collect secondary data, which provided the bases for collecting primary data. 

[bookmark: _Toc148563409]Data collection method
For the purpose of this study, primary data was collected using survey questionnaire method that was designed using Microsoft Form. The questionnaire was created in English languages and the survey was conducted between 2nd and 10th September 2023. The link of questionnaire was sent to 50 participants through messages and emails. The questionnaire contained 10 questions (including multiple choice and 5-point Linkert scale questions) related to the research objectives. To ensure that participants answer all the questions, a mandatory sign (*) was used and specification were given for the questions which required 2 or 3 responses. The participant had to anonymously fill the questionnaire and at the end, 52 responses were derived.  

[bookmark: _Toc148563410]3.9 Data Analysis Techniques and Procedures
Microsoft Excel was used to analyse the quantitative primary data collected through survey method. The Microsoft Form provided an option to download the Pivot table within the Microsoft Excel Sheet which made it easy for the researcher to quickly create tables, charts and graphs of participants’ responses. 

[bookmark: _Toc148563411]3.10 Research Ethics
Emanuel, Wendler and Grady (2000) stated that it is essential to follow ethics through conducting the research as it enhances the authenticity and reliability of the study. The researcher had complied with the Data Protection Act 2018 of the UK (Gov. UK) when collecting, handling and processing participants’ responses. In compliance with the regulation, the researcher had informed the participants about the purpose of the study and their consent was taken before they began the survey. To preserve the confidentiality of the participants, no personal data (name, address, age, gender, occupation, income, etc.) was collected. Additionally, the responses of the participants were kept confidential in the password-locked researcher’s laptop. These responses were only use for the purpose of conducting this study and were not shared with any third person. The researcher intends to store participants’ responses for a limited period of time (until the completely of the course) after which they will be deleted permanently. 


[bookmark: _Toc148563412]Chapter 4 Data Analysis and Discussion
[bookmark: _Toc148563413]4.1 Introduction
In this chapter, the data derived from the respondent is thoroughly analysed to gain meaningful insight. The quantitative data are presented, organised and interpreted in a systematic, clear and concise manner by using graphs and tables. This helped to effectively interpret and discuss the findings as well as to identify if this study data supported the information presented in the literature review and introduction chapters. 

[bookmark: _Toc148563414]4.2 Analysis of the Questionnaire	
[bookmark: _Toc148563415]Question 1. What is the frequency of your visit to Mc Donald’s restaurant?
	Options
	Participants
	Percentage

	At the end of every day
	2
	3.85%

	Once a week
	9
	17.31%

	Twice a week
	10
	19.23%

	Once a month
	10
	19.23%

	When needed
	21
	40.38%

	Never visited
	0
	0%

	Total
	52
	100%


[bookmark: _Toc148563470]Table 5: Frequency of visit to MCD

[bookmark: _Toc148563456]Figure 20: Frequency of visit to MCD
Interpretation:Table 5 shows that a total of 52 survey responses were received through survey questionnaires. As per the responses, 21 respondents (40.38%), as shown in Figure. 20, stated that they visit MCD restaurants ‘when needed’. However, the lowest visit frequency (3.85%) was ‘at the end of every day’. Further, an equal number of respondents visited MCD ‘twice a week’ (19.23%) and ‘once a month’ (19.23%) respectively. Frequency of visit in terms of ‘once a week’ was opted by 9 respondents. 
Discussion: The study results depicts that the perception of respondents vary with regards to frequency of visit to MCD. For respondents, eating fast food is highly need-based as maximum of them visited MCD only when they had a need. As explained in the literature review, need-related factors may include, hunger, convenience, price, time constraints, or desire for particular taste or quality or nutritive value of MCD’s food (Adams, 2018). There are possibilities that one or more of these needs may have been experienced by the respondents which may have further influenced their frequency.
A significant number of respondents’ (55.77%) visit frequency was ‘twice a week’, ‘once a week’ or at least ‘once a month’ which indicates regular engagement with MCD brand. Although only 2 respondents reported visiting MCD at the end of every day, it signifies that MCD is an integral part of everyday lives, as stated by Jaworowska et al. (2013), for these participants and the potential reason could be, less time or no time to prepare their meal due to busy work schedule and/or time constraint. It is essential to note that there was no respondent who had never visited MCD which shows that this fast food chain is well-known among the participants and each of them must have visited MCD at least once in their lifetime. 

[bookmark: _Toc148563416]Question 2: Are you aware of the term ‘Corporate Social Responsibility’?
	Options
	Participants
	Percentage

	Yes
	37
	71.15%

	No
	7
	13.46%

	Maybe
	8
	15.38%

	Total
	52
	100%


[bookmark: _Toc148563471]Table 6: Awareness of ‘Corporate Social Responsibility’ term


[bookmark: _Toc148563457]Figure 21: Awareness of ‘Corporate Social Responsibility’ term
Interpretation: The data given in Table 6 illustrates that the maximum number of respondents (37 of them) were aware about the term ‘Corporate Social responsibility’. However, near to equal number of respondents were unaware (7 respondents) or were ‘maybe’ aware (8 respondents) about the term. 
Discussion:The findings of this study relates with the research conducted by Teh, et al. (2019) in which the authors quoted that awareness about CSR and ethical practices of companies is increasing in present times. Similarly, this study also shows that more respondents (71%) were aware about CSR. As mentioned in the literature review chapter, the more the awareness about CSR, the higher will be the profitability and value of the company due to asymmetry of information among the consumers (Guo, 2017). However, this study also shows that more than a quarter (29%) of the respondents are either not aware or somewhat aware about the term CSR. Therefore, to increase the awareness of such consumers, MCD needs to invest in creating communication strategies and in designing CSR-related advertising campaigns, as stated by Servaes and Tamayo (2013) in Chapter 2. 



[bookmark: _Toc148563417]Question 3: Fast food restaurants should be actively involved in CSR activities.
	Options
	Participants
	Percentage

	Strongly agree
	17
	32.69%

	Agree
	17
	32.69%

	Neutral
	16
	30.77%

	Disagree
	2
	3.85%

	Strongly disagree
	0
	0%

	Total
	52
	100%


[bookmark: _Toc148563472]Table 7: Active involvement of fast food restaurants in CSR activities

[bookmark: _Toc148563458]Figure 22: Active involvement of fast food restaurants in CSR activities
Interpretation: From Figure 22, it can be found that a high percentage of respondentsstrongly agreed (32.69%) and an equal number of them agreed(32.69%) that fast food restaurants should have active involvement in CSR activities. In contrast, Table 7 demonstrated that only 2 respondents disagreed with the statement, while no respondent strongly disagreed with it.  However, there were 16 respondents who had a neutral opinion about the statement being asked.
Discussion:The results indicated that maximum participants (65.38%) consider that fast food restaurants should actively involve in CSR activities and this aligns with the previous study which identifies that fast food restaurants should create effective CSR initiatives to increase their long-term sustainability and survival in a consumer-powered market (Tong and Wong, 2016). Further, previous researchers Fatima and Elbana (2021) explained that fast food companies should engage in CSR initiatives as it will help them to build a strong bond with their stakeholders, like consumers, shareholders, employees, and local community, as well as it will aid in improving brand image and collaboration with other businesses. 
Previous studies had also identified mixed results on consumers’ perspective on CSR initiatives. As mentioned in Chapter 1, studies by Wongpitch, et al. (2016) and Su, et al. (2020) also found negligible and insignificant impact of CSR efforts on consumers and their decision-making. Similarly in this study also, 30.77% of the respondents neither agree nor disagree when asked about their opinion on active involvement of fast food restaurants in CSR activities. However, the disagreement of 3.85% of respondents may have either resulted due to random marking of options on the questionnaire or may be because they consider the CSR efforts of fast food restaurants as unimportant. 

[bookmark: _Toc148563418]Question 4: Mc Donald’s undertake corporate social responsibility initiative
	Options
	Participants
	Percentage

	Strongly agree
	8
	15.4%

	Agree
	23
	44.2%

	Neutral
	18
	34.6%

	Disagree
	3
	5.8%

	Strongly disagree
	0
	0%

	Total
	52
	100%


[bookmark: _Toc148563473]Table 8: Mc Donald’s undertake corporate social responsibility initiative

[bookmark: _Toc148563459]Figure 23:Mc Donald’s undertake corporate social responsibility initiative
Interpretation: As depicted in Table 8, a majority of the participants (23 of them) agreed that MCD pursues CSR initiatives.  Even though 8 participants strongly agreed to the statement, nearly 2/3rd of them (34.60%) had a neutral opinion about it. Further, Fig. 23 shows that despite there being no strong disagreement with the statement, there were 5.80% of the responses (from 3 participants) that demonstrated disagreement.  
Discussion:This study found that from 52 respondents 31 confirmed that MCD undertakes CSR activities as they either opted for ‘strongly agree’ or ‘agree’ when asked. This shows that most participants were aware about the CSR initiatives pursued by MCD. This study contradicts the study by Hommerova, et al. (2020) and Xu (2014) who found that maximum respondents had insufficient awareness about CSR activities of MCD. However, 2/3rd of the neutral opinion in this study indicates that either the participants did not have sufficient awareness of MCD’s CSR initiatives or they must have had awareness but must be unsure of it. 
As stated in the literature review, MCD undertakes CSR activities in relation to its people and product sourcing and quality, as well as in support of community and environment (Mc Donald’s Corporation, 2023). This shows that MCD is actively involved in implementing CSR initiatives. However, a disagreement of 5.80% of the respondents in this study shows that the company’s management and marketers should create plans and strategies to spread awareness about its CSR initiatives among the consumers. 

[bookmark: _Toc148563419]Question 5: According to you, which of the following CSR activities are followed by Mc Donald’s? (Multiple Choice question utmost 3 options)
	Options
	Participants (52)

	Operating environment-friendly business
	30

	Responsible and quality food sourcing
	33

	Taking care of their employees
	14

	Contributing to the community
	19

	Increasing shareholders value
	8

	Others(each responded-None )
	2

	Total Responses
	106


[bookmark: _Toc148563474]Table 9: CSR activities followed by Mc Donald’s

[bookmark: _Toc148563460]Figure 24: CSR activities followed by Mc Donald’s
Interpretation:This question expected participants to select up to 3 CSR activities followed by MCD from the list given. From all the 52 participants, a total of 106 responses were received. As shown in Table 9 and Fig. 24, ‘responsible and quality food sourcing’ of MCD was known to most of the participants (33), followed by ‘operating environment-friendly business’ (30), ‘contributing to the community’ (19) and ‘taking care of their employee’ (14).  Among the participants, the least known CSR activity of MCD included ‘increasing shareholders value’ (8). However, there were 2 respondents who specified that MCD did not follow any of the listed CSR activities.  
Discussion:The results show that most of the participants in this study were aware about the quality food sourcing CSR initiative of MCD, possibly due to the recent MCD ‘Change a little, Change a lot’ campaigns, as stated in the literature review. According to the Newsroom (2023) such campaigns are launched by the company to spread information about their quality sourcing but to also enhance their unhealthy brand image. The 2nd most responses for ‘operating environment-friendly business’ could have been because of the visible efforts of MCD in using recyclable and fiber-based material, like paper in all their food packaging (Mc Donald’s Corporation 2023). Similarly, over 1/3rd of the responses for ‘contribution to the community’ can be attributed to the community development initiatives undertaken by MCD through its Ronald McDonald House Charities (Freeman, 2022). The least popular options among the participants, i.e., ‘increase in shareholder value’ and ‘none’, may reflect that the participants must be little or not aware about the respective CSR initiatives of the company. These results can offer valuable information to MCD on its customer’s awareness about its CSR activities, which can further aid them to plan CSR awareness-related marketing strategies and campaigns. 

[bookmark: _Toc148563420]Question 6: What do you think about the food products at Mc Donald’s? (Multiple Choice question utmost 3 options)
	Options
	Participants (52)

	Healthy
	19

	Unhealthy
	16

	Good taste
	38

	Poor taste
	4

	Product variety
	30

	Limited variety
	6

	Total Responses
	113


[bookmark: _Toc148563475]Table 10:Perceptionon Mc Donald’s food products

[bookmark: _Toc148563461]Figure 25: Perception on Mc Donald’s food products
Interpretation: Like the previous question, even in this question, the participants had to choose utmost 3 options from the list provided. There were a total of 113 responses given by 52 participants. As demonstrated in Table 10 and Fig. 25, maximum participants (with 38 responses) perceived MCD’s food product as ‘good taste’. The 2nd and 3rd ranked options on the list were ‘product variety’ and ‘healthy’ which had received 30 and 19 responses respectively. However, 16 participants thought that MCD’s food products are ‘unhealthy’, whereas ‘limited variety’ and ‘poor taste’ were the least opted choices on the list, with 6 and 4 responses respectively. 
Discussion:It is evident from the results that participants highly perceive MCD’s food products as tasty. In support of this study findings, a study by Sharma, et al. (2022) and Kardes, et al. (2014), as stated in the literature review, also identified ‘taste’ as one of the trigger factors that attracts customers to the fast food restaurants. Further Fast Food Nation (2019) also surveyed that taste is the influential factor for 45% of the people in the UK. The second most responses to ‘product variety’ option could have been possibly because the company offers a wide range of food options, as claimed by Sabbouh (2021), like salads, wraps, sandwiches, nuggets, , ice creams, coffee, and so on, apart from its usual burger and fries. 19 responses to ‘healthy’ option can be assumed to be from the participants who have consumed salads, wraps and healthy breakfast offered by the MCD. Though the first top responses of the participants were in favour of MCD, their bottom three responses stated participants’ negative perception about MCD food products. The results from the analysis shows that 16 participants thought MCD’s food products are unhealthy. This aligns with the finding by Block, et al. (2013) and Schramade (2019) who stated MCD’s food products are high in calories and unhealthy that have negative health effects. Additionally, this study results also found that 6 participants believed MCD’s food is not good to taste, and 4 of them opined that it offers limited variety. The author assumes that these participants must be having more expectations from MCD’s food products in terms of taste and variety. 

[bookmark: _Toc148563421]Question 7: What attracts you to Mc Donald’s restaurants? (Multiple Choice question utmost 2 options)
	Options
	Participants (52)

	Healthy food choices
	13

	Quality of the products
	23

	Low price of the products
	24

	Services
	17

	Other      *quick takeaway, environment friendly packaging
	1

	     *it doesn't attract me or I'm not attracted to Mc Donald's
	2

	                  *hygiene
	1

	                   *convenience
	1

	Total Responses
	82


[bookmark: _Toc148563476]Table 11:MCD restaurant’s attractive feature

[bookmark: _Toc148563462]Figure 26:MCD restaurant’s attractive feature
Interpretation: This multiple choice question also required respondents to select maximum 2 answers from the listed options. A total of 82 responses were derived for this question. As indicated in Table 11, most respondents (24) are attracted to MCD for the low price of its products. Nearly equal number of them (23) found ‘quality of the products’ as the most attractive feature of MCD’s restaurants. Around 1/3rd of the respondents (17) are attracted to MCD’s ‘services’, whereas 1/4th of them (13) are drawn to MCD because of its ‘healthy food choices’. However, there were 5 respondents who selected ‘other’ options and stated that their attractiveness to MCD restaurants was due to ‘quick takeaway and environment-friendly packaging’ (received 1 response), ‘hygiene’ (received 1 response), and ‘convenience’ (received 1 response). Of the 5 respondents who marked ‘other’, 2 of them wrote that they were not attracted to MCD. 
Discussion:The outcome of the survey questionnaire analysis demonstrated that low price was the important factor which attracted maximum of this study participants to MCD restaurants. These findings support the studies mentioned in the literature review. Like in this study, maximum participants in a study by Chua, et al. (2020) also selected price as a significant factor when making a restaurant choice. Similarly, a study conducted by Nielsen (2021) also discovered that 48% of consumers base their fast food restaurant selection decision on price factor. Followed by price, the study participants were also influenced by the quality of MCD’s products. Similar evidence was revealed by Adams (2018) who found that quality is one of the factors that influences customers to visit MCD. Likewise, Cone Communication study (2017) also identified that 91% of the consumers worldwide may switch to a brand that focuses on quality. As shown in Fig. 26, when the frequency of participants’ visit to MCD was analysed against their attractiveness, it was found that low price of the products was the highly attractive factor for participants who visited MCD ‘when needed’ (12 responses), whereas quality of MCD’s products attracted those participants who visited the restaurant ‘once a week’ (8 responses). On the other hand, ‘services’ of MCD mostly attracted participants who visited ‘when needed’ (6 responses) and those who visited ‘once a month’ (5 responses). This shows that participants whose visit frequency to MCD was low, gave high importance to its services. As stated in the literature review, service is one of the factors that determines a consumer’s MCD experience (Sharma, et al., 2022). ‘Other’ attractive features mentioned by the study participants, like ‘hygiene’ was chosen by one participant who visited MCD ‘when needed’; ‘convenience’ was selected by the one who visited MCD ‘twice a week’; and ‘quick takeaway and environment-friendly packaging’ response was given by the one who visited ‘once a month’. However, 2 participants who were not attracted to MCD were those who visited it only ‘when needed’. 

[bookmark: _Toc148563422]Question 8: I will pay more to the fast food companies following CSR activities and sustainable business practices
	Options
	Participants
	Percentage

	Strongly agree
	10
	19.20%

	Agree
	17
	32.70%

	Neutral
	20
	38.50%

	Disagree
	3
	5.80%

	Strongly disagree
	2
	3.80%

	Total
	52
	100%


[bookmark: _Toc148563477]Table 12:Pay more to the fast food companies following CSR activities and sustainable business practices

[bookmark: _Toc148563463]Figure 27: Pay more to the fast food companies following CSR activities and sustainable business practices
Interpretation:When the respondents were asked about paying more to the fast food companies undertaking CSR and sustainable activities, maximum participants (20 of them) had neutral opinion (38.50%). As shown in Table 12 and Fig. 27, 10 respondents (19.20%) strongly agreed to the statement, whereas 17 of them (32.70%) chose the ‘agree’ option. However, there were some respondents with contradicting views and the results showed that 3 participants (5.80%) disagreed with the statement, while 2 participants (3.80%) had strong disagreement.  
Discussion:The analysis result on this question illustrates that over half of the participants (51.90%) either agreed or strongly agreed that they would pay more to the fast food companies following CSR and sustainable practices. This findings supports the Nielsen survey (2016) which identified 66% worldwide consumers’ willingness to pay more for sustainable brands and products. Likewise, Global Sustainability Study (2021) also found that with increasing demand for environment-friendly options, more than 1/3rd of the global consumers are ready to pay extra for sustainability. However, the neutral opinion of 38.50% participants in this study shows that more than 1/3rd of the participants in this study were unsure about whether or not they would pay extra to fast food companies for their CSR and sustainability activities. Nevertheless, this study found that 48.10% of the participants were either unsure or disagreed to pay more for sustainability and CSR of fast food companies. This finding relates with the survey by Deloitte (2021) which revealed that 51% of the surveyed people were either not willing or were not sure about their willingness to pay for sustainability. 

[bookmark: _Toc148563423]Question 9: Which of the following statements are true about Mc Donald’s? (Multiple Choice question utmost 2 options)
	Options
	Participants (52)

	Supports community through donation and charity
	18

	Use recyclable materials in their product packaging
	27

	Hires diverse workforce
	11

	Mc Donald’s menu has healthy food choices
	10

	Mc Donald’s offer low price than other fast food restaurants
	22

	Total Responses
	88


[bookmark: _Toc148563478]Table 13: Statements true aboutMc Donald’s

[bookmark: _Toc148563464]Figure 28:Statements true about Mc Donald’s
Interpretation: The respondents were asked to choose up to 2 options from the listed statements that were true about MCD. It can be observed in Table 13 that a total of 88 responses were received on this question. Fig.28exhibits that ‘use recyclable materials in their product packaging’ was the most selected option, with 27 responses. Followed by this, ‘Mc Donald’s offer lower prices than other fast food restaurants’ had received 22 responses, and ‘supports community through donation and charity’ had 18 responses. The least selected options that had received similar responses, with the difference of only 1 response, were ‘hires diverse workforce’ (11 responses) and ‘Mc Donald’s menu has healthy food choices’ (10 responses). 
Discussion: After analysing the responses, the outcome reveals that most participants believed that MCD uses recyclable materials in their product packaging. This suggests that MCD’s visible use of paper in all its food wrapping and food carriers is highly noticed by most of its customers. Low price in comparison to the competitors is considered as the second most applicable statement to MCD which shows that the company influences its consumers through its competitive pricing strategy, as also identified by Wu and Ma (2021). Additionally, ‘support community through donation and charity’ statement had also received significant responses from the survey respondents, indicating RMHC donation and charity boxes in the restaurants and at the drive-thru windows are noticeable methods used by MCD to encourage donation and charity within the restaurants. Least number of responses to ‘hires diverse workforce’ and ‘Mc Donald’s menu has healthy food choices’, suggesting that fewer participants are unaware about these practices followed by MCD or were less noticed by most of the participants. These findings can help MCD to increase awareness about sustainable and CSR practices through promotional and marketing activities both within and outside the restaurants. 

[bookmark: _Toc148563424]Question 10: CSR activities have improved the brand image and brand reputation of Mc Donald’s
	Options
	Participants
	Percentage

	Strongly agree
	11
	21.20%

	Agree
	24
	46.20%

	Neutral
	14
	26.90%

	Disagree
	3
	5.80%

	Strongly disagree
	0
	0%

	Total
	52
	100%


[bookmark: _Toc148563479]Table 14: CSR activities have improved the brand image and brand reputation ofMc Donald’s

[bookmark: _Toc148563465]Figure 29:CSR activities have improved the brand image and brand reputation of Mc Donald’s
Interpretation:When the participants’ opinion on the given question was asked, nearly half of them (46.20%), as depicted in Table 14, agreed that CSR activities improve brand image and brand reputation of MCD. 14 participants (26.90%) had neutral opinion and 11 of them (21.20%) had strongly agree to the statement. In opposition, 5.80% disagreed that CSR activities contributed to the improvement in MCD’s brand image and reputation, but there was no strong disagreement to the statement. 
Discussion:The results in Table 14 proves that most of the participants (67.40%) either strongly agree or agree that CSR initiatives of MCD has the potential to improve its brand image and reputation. When the responses of question 10 was analysed against the responses of question 4, i.e. ‘MCD undertakes CRS’, it was found that high number of participants (16 of them) who agreed that MC pursues CSR, also agreed that it can improve the brand image and reputation of the company, inferring that participants consider CSR activities as important and, if executed effective can lead to improvement in brand image and reputation of the company. This finding resembles several past studies which claimed the significant role of CSR in enhancing the brand image and reputation of a firm (Wang, et al., 2021; Al-Shammari, et al., 2022; Nyuur, et al., 2019). Similarly, Fatima and Elbana (2021) stated that it is important for firms to be socially responsible in order to strengthen their image. 
Additionally, this study also established that the participants who gave neutral responses to survey question 4 had neutral reply for the survey question 10 (10 responses), showcasing some degree of unsureness among the participants about MCD’s CSR and its significant impact on the company. Fewer ‘disagree’ responses to both the questions implies that either the participants had randomly marked the options or because they believed that MCD does not follow any CSR activities and it cannot improve the company’s brand image and reputation. 


[bookmark: _Toc148563425]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc148563426]5.1 Introduction
The focus of this chapter is to present the key findings derived from the overall analysis of the survey questions and discussion of the results. The conclusion section in this chapter emphasises on discussion of the research aims and objectives in accordance with the key findings. Further the chapter illustrates the limitation of this research and recommendation for this and prospective studies. 

[bookmark: _Toc148563427]5.2 Conclusion
This study had presented valuable insight in relation to corporate social responsibility and its impact on consumer decision-making in the fast food industry, particularly with regards to Mc Donald’s restaurant. The literature presented in Chapter 2 and the results derived by conducting the survey have identified that there is a significant influence of Mc Donald’s CSR initiatives on its customers’ decision-making. The study has further helped to achieve following objectives: 
[bookmark: _Toc148563428]1st Objective: To investigate the current CSR activities implemented by Mc Donald’s
The study investigated current CSR activities implemented by MCD. Based on the literature review, it was identified that MCD’s CSR initiatives for the year 2022-2023 focused on ‘impact strategy’, which included 4 areas, i.e. safeguarding the planet through impactful business activities, quality of food products and sustainable sourcing, effective management and empowerment of the workforce, and contribution to the community. In addition, MCD communicates about its CSR activities through its business activities and promotions. For example, the company uses recyclable and sustainably sourced paper-based materials in all food packaging to notify the customers about its environment-friendly practices. Similarly, information about sustainable food sourcing is imparted through promotional campaigns, like ‘Change a little, Change a lot’. Additionally, community practices of MCD is conducted through its Ronald McDonald House Charities and Happy Meal Readers Book Program. The results of the survey analysis highlighted that MCD undertakes CSR activities and the most noticeable activities according to the participants are, responsible and quality food coursing, and operation of environment-friendly business. However, the survey results also found that some participants disagreed or stated that MCD does not follow any CSR activities, and this indicates lack of awareness among the consumers about the company’s CSR practices. Hence to increase awareness and ensure asymmetric information about MCD’s CSR, the company should engage in creating effective and informative advertising campaigns. This is assumed to have a positive impact on consumer decision-making with regards tochoosing, purchasing, visiting and recommending MCD brand. 

[bookmark: _Toc148563429]2nd Objective: To determine the main opportunities and challenges in implementing CSR strategies
The research had identified main opportunities and challenges when implementing CSR strategies. As highlighted in the literature review, the significant opportunities for fast food companies in relation to CSR include, innovation in products and services (introduction of healthier food options to meet increasing demand), sustainable and transparent business practices (recyclable and reusable materials, quality food sourcing, and reduction in wastage and carbon footprint), increasing engagement with local communities through donation and charities, ethical and fair trading and sourcing of materials, inclusion and diversity within the company, good work environment for the employees, and increasing willingness of the consumers to pay extra for sustainable products and services. On the other hand, the challenges explained the literature review concerning the implementation of CSR include, increasing investment and considerable change in implementing CSR and sustainable activities, employees’ resistance in implementing CSR strategies, legal and reputational issues due to non-compliance with CSR regulation, risk of greenwashing acquisition, consumers unwillingness or uncertainty in paying more for sustainable goods and services, and high competitive pressure among the firms to implement CSR. The primary data collected in this research through survey questionnaire identified that implementation of CSR within MCD has helped the company to responsibly source quality food, operate environment-friendly business, take care of its employees and contribute positively to the community, as responded by most of the participants. Further, the results illustrated that most of the participants either agreed or strongly agreed to pay more for CSR and sustainable practices of fast food companies. However, disagreement of some participants with regards to sustainable business practices implemented by MCD and unwillingness to pay more to fast food companies following CSR indicates that these companies may face challenges if consumers are not made aware about their CSR practices and if compliance with CSR regulation is not ensured. 

[bookmark: _Toc148563430]3rd Objective: To analyse the impact of CSR on consumer decision-making in the fast food sector
The study had analysed the impact of CSR on consumer decision-making in the fast food sector. The findings from the previous study and from the primary data collected in this study illustrated that CSR plays a significant role in influencing consumer’s decision with regards to fast food restaurants, right from identification of need to after purchase evaluation or experience. The survey respondents strongly agreed that fast food restaurants should actively engage in CSR activities, and further they agreed that by implementing such activities, MCD can improve its brand image and reputation. Additionally, most respondents agreed that they would pay more to fast food companies following CSR activities. These findings prove the impact of CSR on consumer decision-making. However, it is essential to note that some respondents showed disagreement with regards to fast food companies following CSR activities and their willingness to pay extra for sustainability, indicating the fast food companies should constantly research the external environment and consider the needs and preferences of their consumers then designing and implementing CSR strategies. 
Overall, this study had offered meaningful insight with regards to the CSR practices of MCD and how these activities influence the consumer decision-making in the fast food sector. In the current competitive environment, MCD should continue undertaking CSR and sustainable activities to influence their consumers as well as to improve their brand image and reputation. 

[bookmark: _Toc148563431]5.2 Recommendations
CSR has a major role in improving brand image and reputations, and in influencing consumers and increasing profitability of a firm. Therefore, its significance in the fast food sector should not be underrated. Fast food companies need to have a good understanding of their social responsibilities and what are the consumers’ CSR expectations in order to influence their decision-making. This understanding can help the companies to focus on the right CSR initiatives and to develop good communication strategies for asymmetric CSR information spread, which can further lead to increase in customer satisfaction and boost in sales. Aligned with this, following recommendations can help fast food companies to evaluate and plan their CSR initiatives for better influence on and engagement of the consumers:
· Ensure CSR information transparency: Fast food companies should ensure transparent and periodic reporting of their CSR initiatives, through annual sustainability reports, to inform customers about their CSR commitments. Additionally, they should also be transparent about the nutritional value of their food products to help customers make an informed decision.  
· Develop awareness strategies:In order to inform customers and spread awareness about CSR initiatives, fast food companies should publish their CSR reports on various channels, like company websites, social media platforms, and various other offline and online mediums, such as advertising campaigns, billboards, brochures, newspapers, etc.
· Ensure sustainable practices and constant improvement:Fast food companies should constantly engage in CSR and sustainable practices, such as ethical and local sourcing of raw materials, reducing in carbon footprints through business activities, offering healthy food choices, using recyclable materials and packaging, reducing or recycling waste, diversity and inclusion of workforce, improvement and engagement of the community, and so on. Further, the companies should constantly improve their CSR practices to meet the sustainability requirements and to fulfil the expectations of the consumers. 

[bookmark: _Toc148563432]5.3 Research Limitations
Even though the study had successfully achieved its aims and objectives and offered meaningful insight, there were certain limitations of this study. These are:
· This academic study had used a small sample size of 52 participants. Therefore, generalisation of the study results to a large proportion of fast food and MCD consumers may not be appropriate.
· Limited time and resources had resulted in using cross-sectional technique, which gathered the responses of the study participants at a specific time period. This technique may not prove effective when determining consumers’ CSR expectations and change in CSR standards over a long period in time.
· Use of online survey methods may limit the accessibility of the researcher to check the credibility and authenticity of the responses given.
· Distributing survey questionnaires to friends, workmates and classmates may increase the possibility of biased responses and also may not represent the entire population of fast food consumers.

[bookmark: _Toc148563433]5.4 Future Research
In line with this research limitations and to derive better outcomes on the given topic, the following recommendations can be offered for future research:
· Use of large sample size can help to derive better outcomes and can prove appropriate in generalising the results to a larger population of fast food consumers.
· Considering longitudinal methods in future research can help to identify change in CSR standards and consumer expectations over time which can offer an in-depth understanding about the current and potential impact of CSR on consumer decision-making.
· A different data collection methods, like interview technique, can help in better justification of participants responses and a good understanding of how their decisions are influenced by CSR activities of fast food companies
· This study had investigated the impact of CSR on consumer decision-making in the context of the fast food sector. The future research can examine this topic using different sectors or firms to gain a different perspective on the topic. 
· Instead of an online survey method, offline surveys of MCD consumers, outside the restaurants or on the high streets, would have resulted in unbiased responses and better generalisation.
· For extensive strategic analysis of the given topic, use of descriptive or regression analysis would have helped to understand the link between CSR and consumer decision-making and the impact of former on the latter. 
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Need recognition


Information search


Alternative evaluation


Purchase decision


post-purchase behaviour







1. What is the frequency of your visit to Mc Donald’s restaurant?
At the end of every day	[VALUE]%

3.8461538461538463	Once a week	[VALUE]%

17.307692307692307	Twice a week	[VALUE]%

19.230769230769216	Once a month	[VALUE]%

19.230769230769216	When needed	[VALUE]%

40.384615384615373	Never visited	[VALUE]%

0	


2. Are you aware of the term ‘Corporate Social Responsibility’?

Yes	No	Maybe	71.153846153846104	13.461538461538462	15.384615384615385	

3. Fast food restaurants should be actively involved in CSR activities
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

Strongly agree	Agree	Neutral	Disagree	Strongly disagree	32.692307692307693	32.692307692307693	30.76923076923077	3.8461538461538463	0	


4. Mc Donald’s undertake CSR initiative

Strongly agree	Agree	Neutral	Disagree	Strongly disagree	0.15400000000000005	0.442	0.34600000000000009	5.8000000000000003E-2	0	



5. According to you, which of the following CSR activities are followed by Mc Donald’s?

Operating environment-friendly business	Responsible and quality food sourcing	Taking care of their employees	Contributing to the community	Increasing shareholders value	Others - None 	30	33	14	19	8	2	


6. What do you think about the food products at Mc Donald’s? 

Healthy	Unhealthy	Good taste	Poor taste	Product variety	Limited variety	19	16	38	4	30	6	

7. What attracts you to Mc Donald’s restaurants? 
At the end of every day	
Healthy food choices	Quality of the products	Low price of the products	Services	Quick takeaway, environment friendly packaging	I'm not attracted to McDonald's	Hygiene	Convenience	2	1	Once a week	
Healthy food choices	Quality of the products	Low price of the products	Services	Quick takeaway, environment friendly packaging	I'm not attracted to McDonald's	Hygiene	Convenience	2	8	4	3	Twice a week	
Healthy food choices	Quality of the products	Low price of the products	Services	Quick takeaway, environment friendly packaging	I'm not attracted to McDonald's	Hygiene	Convenience	6	4	4	3	1	Once a month	
Healthy food choices	Quality of the products	Low price of the products	Services	Quick takeaway, environment friendly packaging	I'm not attracted to McDonald's	Hygiene	Convenience	3	4	3	5	1	When needed	
Healthy food choices	Quality of the products	Low price of the products	Services	Quick takeaway, environment friendly packaging	I'm not attracted to McDonald's	Hygiene	Convenience	2	5	12	6	2	1	


8. I will pay more to the fast food companies following CSR activities and sustainable business practices

Strongly agree	Agree	Neutral	Disagree	Strongly disagree	0.192	0.32700000000000012	0.38500000000000012	5.8000000000000003E-2	3.7999999999999999E-2	


9. Which of the following statements are true about Mc Donald’s? 
Supports community through donation and charity	
18	Use recyclable materials in their product packaging	
27	Hires diverse workforce	
11	Mc Donald’s menu has healthy food choices	
10	Mc Donald’s offer low price than other fast food restaurants	
22	


10. CSR activities have improved the brand image and brand reputation of MCD
Strongly agree 	
Strongly agree 	Agree	Neutral	Disagree	Strongly disagree	5	2	1	Agree	
Strongly agree 	Agree	Neutral	Disagree	Strongly disagree	4	16	4	Neutral	
Strongly agree 	Agree	Neutral	Disagree	Strongly disagree	2	4	10	2	Disagree	
Strongly agree 	Agree	Neutral	Disagree	Strongly disagree	2	1	Strongly disagree	
Strongly agree 	Agree	Neutral	Disagree	Strongly disagree	q4: MCD undertakes CSR




25

image2.png
R W @c|@22| s

ar

C @ cbdint/doc/cas

udies/inc/cs-inc-

€s-inc-cone-communications-en. pdf

CONSUMERS ARE LIKELY TO SWITCH BRANDS TO ONE
THAT IS ASSOCIATED WITH A GOOD CAUSE, GIVEN SIMILAR
PRICE AND QUALITY

Beyond reputational benefis, bottom-fne rewards also remain consistenty high for companies with strong
CSR programs. For nearly 25 years, Cone has been tracking consumers' ikelinood to buy a product with a
‘cause benefit— and the number only cortinues to increase over time. Nearly nine-in-10 Americans (89%)
would switch brands to one that i associated with a good cause, given similarprice and quaity, compared with
66 percent n 1993. And whenever possible, a majory (78%) continues to seek out products that are socially or
environmentally responsibl.
33°C
Haze

cc|lcc|RA|l@c|Co|Min|Gm|@ w|¥r|%H|@ c

Mo |M™[cn ¥x + v - 8 x

G B awrgx 0O

accor 00 x

o828

- © AN BYE o




image24.png
lvjElele|e|x|o|ee|m|+|o|cMe|Hc|c (M ey ®E x + v.o- a2 x

clA|«|e/m@C|e|n|s|
C @ forms.office.com/Pages/DesignPageV2.aspx?prevorigin=Marketing&origin=NeoPortalPage&subpage=design&tid=DQSIkWdsWOyxEjajBLZtrOAAAAAAAAAAAAN _j...

pps M Gral € VouTube @ Maps B Sty ot home: guics.

Corporate So

Questions  Responses S\ Preview % Style Collect responses TJ Present

Responsibility Impact on
Consumer Decision-making

Purpose: To investigate the impact of corporate social responsibility on consumer decision-making: An ana-
sis of McDonald's

257

= Q sorn e OCBS=@D N

¥ \osty clear





image25.png
@ [ | @ TheimpactofSocial MediaPlati X | [ Corporate Social Responsiilty | X | + - o

C (@ File | Cy/Users/komal/Desktop/Corporate%20Social%20Responsibility%20Impact3%200n%20Consumer%20Decision-making.pdf pd

Yov Yo - @

Read aloud | Ask Bing Al = + & 1ot R | D

1. You are invited to participate n this online survey conducted by Jayvir Patel, as a part of his
master dissertation project for his MBA course at Universiy of Wales Trniy Saint Davis. Your
responses will be kept confidential and will be stricty used for academic purpose. It should
take approximately five minutes to complete the survey. Do not forget 1o lick on submit
after you have finished answering allthe questions. If you have questions at any time about
the study or the procedures, you may contact me via email at: 2210454@student uwtsd ac uk.
By dicking I Agree’, you agree to voluntarily participate n this survey. *

O ragee

Y

2 Whats the frequency of your visit to McDonald's restaurants? *

O Aetneens ot everyday

+ 4 B O

O oncesuesk
O e sk
O oncesmann
O Whenneece

O Newrvistes

hitpsforms offce comiPages/DesignPage\'2 aspx?prevorigin=Marketngorigin=NeoPortalPage8subpage=designaid=DOSKWASWOERIBLZ . 114 )
v

S Q searen v OB fudr el e





image26.png
@ [ | @ TheimpactofSocial MediaPlati X | [ Corporate Social Responsiilty | X | +

C (@ File | Cy/Users/komal/Desktop/Corporate%20Social%20Responsibility%20Impact3%200n%20Consumer%20Decision-making.pdf

Read aloud | Ask Bing Al - + B2 2 | ofa | )

Yov Yo - @

3. Are you aware of the term ‘Corporate Socal Responsibilty 2 *
O
O
O waee

4 Fastfood restauransshoud b acvely invoed i CSR actviis
O srosty e
O xore
O Newal
O owagee

O songydsagree

5 Mc Dona's unerake corporte soca responsisiy niatve -
O suongysgee
O agee
O Newal

O oigee

Q search v OCB L @O

’ 25°C
Mostly clear

w

m

= @

ale

NG
N

>

» dx ®

+ 1 BomB e o o)X

.8

2259
09-10-2023




image27.png
@ [ | @ TheimpactofSocial MediaPlati X | [ Corporate Social Responsiilty | X | + - a
C (@ File | Cy/Users/komal/Desktop/Corporate%20Social%20Responsibility%20Impact3%200n%20Consumer%20Decision-making.pdf pd

Yov Yo - @

Read aloud | Ask Bing Al - + B2 2 | ofa | )

5

5. M Donald's undertake corporate social responsibilty intiative *

O sworglysgre

O agree

Y

O Newal
O bigee

O siongydsagree

6. According 1o you, which of the following CSR activties are followed by McDonald's? *

+ 4 B O

Plesc e at most 3 cptios.

[ Opesingenitonment il business:
(0 Respositean sty foodsourcig
(03 ki care f i emploees

(3 Contibuting o the community

[mS———

O oer

v B
Q sexen v OCBLE@O 5 B S0 gl

’ 25°C
Mostly clear





image28.png
@ [ | @ TheimpactofSocial MediaPlati X | [ Corporate Social Responsiilty | X | + - o

C (@ File | Cy/Users/komal/Desktop/Corporate%20Social%20Responsibility%20Impact3%200n%20Consumer%20Decision-making.pdf pd
g v ¥ Draw ~ & Read aloud | Ask Bing Al - + B2 3 ofa | )| D
7. What do you think abo the food products at M Donald's? *
e sttt st cprons:
[ ety
[
L
[ Gocatae &
[ poorieste (-]
[ productariery ]
[mE—— w
+
5 Which of the following statements ae true about Mc Donald's? *
e sttt s 2 cprns:
(0] Supponscommuniy through donation and chary
(] s recytble materts i thie procuct pacing
(] Hires dherewerktorcs
[ e ————
(0] MeDonsicts offertow pricethan ater st fod resturants
[m]
5 il pay more 0 the st food companies olwing CSR actves and sustanable business . @

’ 25°C
Mostly clear

Q sexen v OCBLE@O 5 B S0 gl




image3.emf
   

Emplo yment and  Empowerment  


image29.png
@ [ | @ TheimpactofSocial MediaPlati X | [ Corporate Social Responsiilty | X | + - a
C (@ File | Cy/Users/komal/Desktop/Corporate%20Social%20Responsibility%20Impact3%200n%20Consumer%20Decision-making.pdf pd

Yov Yo - @

Read aloud | Ask Bing Al - + B2 3 | ofa | )

5

) s recyctable materias i theie product pacaging
[ Hires dverse worktorce

[ e ————

(] e Donss e pric thn thr ot oo resaans

Y

5. 1wl pay more to the fast food companies following CSR activites and sustainable business
practices *

O sworglysgre

O e

+ 4 B O

O Newal
O bigee

O stonopyaagree

v B
Q sexen v OCBLE@O 5 B S0 gl

’ 25°C
Mostly clear





image30.png
@ [ | @ TheimpactofSocial MediaPlati X | [ Corporate Social Responsiilty | X | +
C (@ File | Cy/Users/komal/Desktop/Corporate%20Social%20Responsibility%20Impact3%200n%20Consumer%20Decision-making.pdf pd

Yov Yo - @

Read aloud | Ask Bing Al - + B2 4 | ofa | Q)

5

10. What atracts you to the Mc Donald's restaurants? *

Plesc et at most 2 cptions.

[0 ety oo choices

[mEEEr—

Y

[ towpriect e procu
[ semces
O otner

+ 4 B O

1. CSR activiies have improved the brand image and brand reputation of McDonald's
O swonglysgree:
O sgee
O Newwst
O oisgre

O songydsagree

i contn i et s sy Mot The it st il b s o h o
Moo foms
& .8

Q sexen v OCBLE@O 5 B S g fl

’ 25°C
Mostly clear





image4.emf
 


image5.jpeg
Beef: It's What's Contributing
to Climate Change

Greenhouse gas emissions from meat production
(kilograms CO, equivalent per kilogram of product)

M Beef Pork @ Chicken

39
21I23 200 S 2 1
— T

| = o
Farm Land use Animal feed Processing

Data collected in 2018
Sources: Poore and Nemecek, Bloomberg

@®06 statista%a




image6.emf
 

 


image7.png
@ H S

Document?2 - Word (Product Activation Failed)

GERl HOME  INSERT  DESGN  PAGELAVOUT  REFERENCES  MALINGS  REVIEW  VIEW Microsoft account -
o TmesNewRo -[12_-| A & Aa- % o #hFnd -
B e imes « 4 2 AaBbcede AsBbcede AaBbC( Assbcel AQBI asebcce acsbecde aasbeed: | feplce
Paste - 3 - - - - lormal lo Spac. leading leading itle ubtitle ubtle Em. -mphasis N
e omatpaimer B U X A-¥ oA & TNormal | TNoSpac.. Heading1 Heading2 Tl Subtie  Subtle Em... Emph: X Select-
Clipboara 5 Font 5 Paragraph 5 stytes 5 tdting
Navigation Mt
[Search document p-
HEADINGS | PAGES | RESULTS
Create an interactve outline of your
document,
1t a great way to keep track of where you are
or quickly move your content around.
o get sarted, go to the Home tab and apply
Heading style tothe headings n your
document;
Round-Up
for RMHC!
PAGE1OF1 14 WORDS ENGLISH (UNITED p———
s2c O 0302
L Q serch S ED

N

100%




image8.png
@F|rr| V| @c|@x|[Fi|ec|cc|@rl@c|co| ln|cm|@w &k
c

Apps M Gmail

& assets kpmg.com/content/dam/kpma/se/pdf/komm/2022/Global-Survey-of-Sustainability-Reporting-2022. pdf

© VouTuse Q Maps [ Stayat home: guids.

Global-Survey-of-Sustainability-Reporting-2022. pdf

closer to 100 percent among the world's
largest companies

Sustainability reporting has become standard practice for many
companies, with steady growth over the past decade. Our survey
shows that the N100 companies have continued to steadily increase
their reporting rates with each global survey. Ten years ago,

64 percent of the N100 companies reported. In 2022, 79 percent of
these companies report.

Today, nearly all G250 companies report on
sustainability. In 2022, the rate of reporting
among the G250 remains at 96 percent, the
same as 2020.

For more than a decade, 90 percent or more of
the G250 have reported on sustainability. The

number of companies reporting since 2011 has
fluctuated between 93 percent and 96 percent
mainly due to the composition of companies in

The only companies in the G250 that do not s

report on sustainability are in China; however,
this is expected to change in the coming years.
Reporting regulations were introduced n China
from mid-2022, stipulating that listed Chinese
companies must now disclose environmental
and social information. The expectation s that
the companies that have recently entered the
6250 will report within the next 2 years.

BR  Q Search

*woeCcwm

VG e

Oc Hx Mm|cn|gs| +
crew 00O

6 35 A v

x

Figure 1: Global sustainability
reporting rates (1993-2022)

12%

1960 1906 1900 2002 2005 2008 2011 2013 2015 2017 2020 2022
= NI00 -#- G250

Baso: 5,800 N100 companies and 250 G250 companies

‘Source: KPMG Survey of Sustainabity Reporting 2033,
KPMG Intornationa, Septomber 2022

Lan@

Show desktop

0823
17-10-2023

ENG
N

G o




image9.png
FelWca|@c|l@x|Pr|ec|ce|@r[@c|c«|/ln|cn|l@w/Er|%GH|%ER| G Wi|cmn cx + voo- 8 X

ar

C @ cbdint/doc/case-studies/inc/cs-inc-cone-communications-en.pdf c@awvx 00

M Grail € YouTube @ Maps [B] Stayat home: guida w | A v x

+ | 39 3 &

(92% vs. B5% n 1993),are more kel o trust (87% vs. 6% n 1998) and are more loyal (8% vs. 90% i 2013)
10 companies thatsupport soial and envionmerta sues.

Have a more
positve image
of the company

Would be more:
likely to trust
the company

Would be more
loyal to the
company

>

= B Qs ko Lfund@e wewm 0




image10.png
[CHENIE - XCE

C @ mckinsey.com/capabilities/people-and-organizational-performance/our-insights/why-diversity-matters

pps M Gral € VouTube @ Maps B Sty ot home: guics.

Why diversity matters

topau

Bledee o (M|ci|0: % %! %! |0 (M (M| AN

Likelihood of financial performance above national industry median, by diversity quartile, %

Ethnic diversity

Top quartile

Bottom quartile

Gender diversity

Top quartile

Bottom quartile

Gender and ethhnic diversity combined

Top quartile

o

+35%

x %@ + v - a X

A ‘

+5%

crew 00O

oA voX

A

Share  Print Download  Save

Sign up for emails on new Organization articles

Never miss an insight. We'll email you when new articles are published on this topic.

Email address

ko Lfund@d

X
~ o o w27
N B O oo




image11.emf
                     


image12.png
THE X

G omo x| @ Wh X [BEUcX | BThe x | Q Car x @ Cor x 4PFULX| S Fnx wex | @ shex | Bl o x | @20 x| +

C @ File | C/Users/komal/Downloads/s40991-016-0004-6.pdf & a

Apps M Grail @ YouTuse @ Meps [E] Sty ot home: uids. e purpose wla v x

Carroll's pyramid of CSR: taking another look

Be a good corporate citizen

Legal Responsil

A Type here to search X @ 25°C Cloudy





image13.png
X | A Whatar X Copor: x [@ PDAA x @ 187913 x | [ Becron x [§ POAC x | @ 218161 x | F§ POAC x

@ Stay at home: guida.

[) Read fulltext ‘ ‘ 4, Download citation ‘ ‘ @ Copy link

Advertisement

©Chutama ot at. ResearchGate

Build the best teams in
science and research.

FIND OUTMORE >

Find your next great hire on ResearchGate

We simplify hiring by helping you to target scientists based on their
profiles, publications, and expertise.

ind out more:

orientation

Figure 3: 3G-SR Model
‘Source: Kanji and Agrawal (2016)

‘The Liberal Model

Q Search





image14.png
BHS O

[ HoME  INSERT  DESIGN  PAGELAYOUT  REFERENCES

= References - Word (Product Activation Faled)

ﬁ Cut

TimesNewRo -[12 <[ A A7 Aa~

Copy
Paste. "
T Format Painter

I U-aex.x A-¥-A

Clipboard 5 Font
Navigation Mt
saunder x -
Search paused E=
HEADINGS  PAGES  RESULTS
4”24 Advantages and Disacvantag,
241 Advantages
242 Disadvantages

PAGE25OF 26 4966 WORDS

[F ENGLISH (UNITED KINGDOM)

Q search

MAILINGS

Paragraph

TABLETOOLS.
REVEW ~ VEW  DESIGN  LAYOUT

2~ | TNormal | TNoSpac.. Headingl Heading? Heading3 Heading

5 Stytes

‘The Pyramid Model 3C-SR Model

20T nagocede Asboede AaBDC( AaBbC AaBbCe sozoceor AQBI asebce

Both the models proposed different stages for understanding the CSR efforts.
‘The Pyramid Model divided CSR into economic, legal, ethical and philanthropic
responsibilities, whereas 3C-SR emphasised on commitment, connection and
consistency as main components of CSR.

The models suggest ethical and social elements of CSR. The Pyramid model
stated ethical and philanthropic responsibilities as the top priorities of an
organisation, while 3C-SR discussed the importance of ethical and social
initiatives for positive brand image and sustainability

Both the models claimed the importance of long-term commitment in CSR. The
Pyramid Model stated that philanthropic responsibilities are connected with
long-term commitment to environmental and social issues, whereas the 3C-SR

‘model explained the commitment factor through the “consistency” component.

Differences

wieoesLun @

3C-SR Model

?7 @ - x

Microsoft account ~

Hrind -

e Replace

e subttle 5| .
5 g A

£ ot shared |

18 October 2023

NG : 1717
IN Y 18-10-2023




image15.png
BHS O

s References - Word (Product Activation Failed) TABLE TOOLS ?7 @ - x
HOME | INSERT  DESGN  PAGELAYOUT  REFERENCES  MALINGS  REVEW  VIEW  DESGN  LAYOUT Microsoft account -
c TmesNewRo <12 <| A A Aa- g EEi- R #find -
Boer imes X 2 = ¢ Asgbcbe Astbccd AaBbCC AaBDC aaBbCe soseceoe AQB| aseocee | ) "
Pate ety B T U X X AW A- Q- [~ | TNomsl TNoSpic. Headngl Headng2 Hexdingd Headingd  Te  Subtile |<| [ oy
Clipboara 5 Font 5 Paragraph 5 stes 6 Edtng |~
o ‘model explained the commitment factor through the “consistency’ component. ‘ [+]
Navigation Mt o
saunder x -
Search paused E=
;
HEADINGS  PAGES  RESULTS .
‘The Pyramid Model 3C-SR Model
DIy p——r—— o Follows a hicrarchical structure and o Ithas an interconnected structure
241 Advantages focuses on first fulfilling the wherein the 3 components are linked
ZOZOE TS responsibilities at the base and then to each other in a circular manner
systematically progressing upwards and are equally important
to fulfil other responsibilities until
the tip is reached
o Prioritises economic responsibilities Does not prioritises economic
and states them as fundamental responsibilities and promotes ethical
responsibilities and social commitments
‘The Pyramid Model 3C-SR Model U
+/ Not shared
Show desktop

Q Search ~€lhneiﬂ-@e A g |

18-10-2023




image16.png
BHS O

= References - Word (Product Activation Faled)

[T HOME  INSERT  DESIGN  PAGELAYOUT  REFERENCES  MAILINGS

iR o mesNewfo-[12 < K & Aa- o
ER Copy

P Fomatpaimer BT v A A
Clipboara 5 Font 5

Navigation %

saunder x -

O}
[aj

Search paused

HEADINGS  PAGES  RESULTS

4 2.4 Advantages and Disadvantag,
241 Advantages
242 Disadvantages

Q search

Paragraph

TABLETOOLS.
REVEW ~ VEW  DESIGN  LAYOUT

2~ | TNormal | TNoSpac.. Headingl Heading? Heading3 Heading

5 Stytes

Advantages

Title

‘The Pyramid Model 3C-SR Model

The Pyramid Model provides a clear hierarchy of CSR responsibilities and
simplifies the complex concept by breaking it down into four distinct categories,
‘making it easier for organisations to understand and prioritise their CSR efforts.
‘The 3C-SR model is more adaptable and flexible, as it does not prescribe a fixed
hierarchy. It allows organisations to tailor their CSR strategies based on their
unique cicumstances and priorities.

‘The Pyramid Model has historical significance and has been widely accepted and
used by organizations for many years. It serves as a foundational concept in CSR.
literature, whereas the 3C-SR model encourages a long-term commitment to CSR
practices, which can lead to more sustainable and impactful outcomes.
Importance of meeting legal obligations and reducing the risk of legal issues for
organisations are highly emphasised by the Pyramid Model, while the 3C-SR model
‘emphasises the importance of consistency in CSR efforts, which can enhance an

organisation's reputation and trustworthiness.

wieoesLun @

Subtitle

[

Microsoft account ~

20T nagocede Asboede AaBDC( AaBbC AaBbCe sozoceor AQBI asebce

Hrind -

e Replace

1% Select~
ating

————+
NG o 1718
N T Y ® 00

=

100%




image17.png
BHS O

= References - Word (Product Activation Faled) TABLE TOOLS.

?7 @ - x
HOME | INSERT  DESGN  PAGELAYOUT  REFERENCES  MALINGS  REVEW  VIEW  DESGN  LAYOUT Microsoft account -
cut - = N HoFind -
ﬁ . TmesNewRo -[12 -| A A7 Aa- A = 2l | nambcepe AsBbcede AaBbC( AaBbC AaBbCe soshceor AQBI assbeer | e
Pate ety B T U X X AW A- D- i+ | TNormal TNoSpac.. Headingl Heading2 Heading3 Headingd Tl  Subtite X Select-
Clipboara 5 Font 5 Paragraph 5 stes 6 Edtng |~
L orgahisation's reputation and trustworthiness. =
Navigation Mt
saunder x -
==
Search paused EE Disadvantages
HEADINGS  PAGES  RESULTS =
‘The Pyramid Model 3C-SR Model
e e o The Pyramid Model is too rigid and lincar, failing to capture the complexity of
241 Advantages modern CSR, which often involves interplay between different levels of
242 Deadvantages) responsibilities. It doesn't explicitly emphasise the importance of stakeholder
engagement and relationships, which are crucial in contemporary CSR practices.
o The 3C-SR model lacks clarity, making it challenging for organisations to develop
a cohesive CSR strategy. The model's adaptability can be seen as a disadvantage, as
it may lead to subjective interpretations of CSR priosities, potentially resulting in
inconsistent approaches. Assessing commitment, consistency, and connections can
be more challenging than measuring the discrete categories of the Pyramid Model,
‘making it harder to track progress and impact
[

+/ Not shared

————+ 0%

Q Ssearch W e 0@ | L2am e A BB oo 1719

N 18-10-2023




image18.png
G x B |m
c

Apps M Gmail @B YouTube

EOE - |

& researchgatenet/figure/Figure-31-Nicosia-Model-of-Consumer-Decision-Process-Source-Nicosia-1976_fig_305727378

(@ [® & (@& [w

@ Maps [ Stey st home: quic

le le e |e |e |o o [o o

Advertisement

o

+

le |

IQVIA
Biotech

Biotech-
specialized CRO

Field 1
Subfield 1 Subfield 2
Firms Consumers
Attribute | Message Attributes E
‘Exposure (Especially > Attitude
Predisposition
¥
¥
Sexchand | Field2: Search
evaluation And evaluation
Of mean/end(s)
Experience relation(s)
l (Pre action field)
Motivation
Field 4: Co 7
Feedback g
+ Decision
(Action) | Field 3: Act of

1. Nicosia Model of Consumer Decision Process Source: Nicosia, (1976).

Purchasing

Behavior

Q search

wWeoeBLul @

OMIHE Torare

ENG
N

el

(a3

2034
18-10-2023




image19.png
@B H S 0= References - Word (Product Activation Faled) x
EEEl HOME | INSERT  DESGN  PAGELAVOUT  REFERENCES  MALINGS  REVEW  VIEW  DESGN  LAYOUT

Micosefsccaune < [0
B 5 Femta a5 e ERE

TABLETOOLS. ? @ -

i Find -
B Cony Aambecdc assbcede AaBDC( AaBBC AsBbCe sozoceoc AQAB mssbees | o o0
Pate ety B T U X X AW A- TNormal TNoSpsc.. Headingl Heading2 Heading3 Heading4  THle  Subtite X Select-
Clipboara 5 Font 5 Paragraph 5 stytes o ating A
o ‘ ‘making it harder to track progress and impact. ‘ [+]
Navigation Mt o
stan x -
Search paused E=
HEADINGS  PAGES  RESULTS
4”24 Advantages and Disadvantag..
241 Advantages
242 Disadvantages
Kotler’s Model of CDM Process Nicosia Model of CDM Process
o Both the models illustrates different stages and factors influencing CDM
o The models suggest that CDM is a complex: process and can be influenced by
social, personal, psychological and situational factors. L
e
3 20°C
Haze

Q seacn wWweoeBsLun @ A om0




image20.png
EHS- O

o

INSERT

DESIGN

PAGE LAYOUT

ﬁ Cut

Times NewRo -[12 ~

Copy
Paste. "
T Format Painter

Clipboard 5
Navigation Mt
stan x -

Search paused E=

HEADINGS  PAGES  RESULTS

4 2.4 Advantages and Disadvantag,
241 Advantages
242 Disadvantages

PAGE 27 OF

I U -ax, X

Font

REFERENCES
Ly
A-¥-A-

ra- e

ENGLISH (UNITED

MAILINGS

References - Word (Product Activation Faled)

REVEW  VIEW

B~ | TNomal | TNoSpac

Paragraph 5

Heading 1

Heading2 Heading3  Heading 4

Stytes

Kotler’s Model of CDM Process

Nicosia Model of CDM Process

Title

Kotler's model covers 5 steps ina
linear manner and explains the
process from the perspective of a

consumer

Nicosia's non-linear model is
communication oriented and gives
importance to company’s efforts and

consumer feedback

Absence of communication flow
between the company and the

consumer

Follows two-way communication,
like company's marketing strategy
and consumer feedback in response
to company’s marketing

The model has a separate
information stage based on which a

consumer's decision progresses

Do not have an information stage
and emphasises on communication
as an important factor in influencing

decision

Subtitle

Microsoft account ~

20T nagocede Asboede AaBDC( AaBbC AaBbCe sozoceor AQBI asebce

Hrind -

e Replace

1% Select~
ating

=

———+

wieoesLun @ Ao

100%

2146
18-10-2023

o




image21.png
EHS- O

References - Word (Product Activation Failed) TABLE TOOLS ? @ - x
EEEl HOME | INSERT  DESGN  PAGELAVOUT  REFERENCES  MALINGS  REVEW  VIEW  DESGN  LAYOUT Microsoft account -
X cut - N HoFind -
it B cor TimesNewRo -[12_ | A° A" [ A~ | % BT nsmbcene assicne AGBDCC AaBbC AsBbCe aseoccoc AQB assbece o 0
Paste - . 9 LAy . - - lormal lo Spac. leading leading leading leading itle. ubtitle N
¢ romatpainter BT U XX AW A & TNormal | TNoSpc.. Heading1 Heading2 Heading3 Heading4 Tl Subit X Select-
Clipboara 5 Font 5 Paragraph 5 stytes o ating A
B &
Navigation Mt
stan x -

Search paused

O}
[aj

HEADINGS  PAGES  RESULTS

4 2.4 Advantages and Disadvantag,
241 Advantages

242 Disadvantages Advantages

Kotler’s Model of CDM Process Nicosia Model of CDM Process

o Kotler's model helps to understand CDM from consumer’s perspective, whereas
Nicosia helps to understand from both consumers’ and company’s perspective.
Marketers can use these models to design effective marketing strategies to persuade
their consumers.

The models are effective in complex purchase situation and useful during high-
involvement product or services. This helps to understand what factors highly

influenced consumers and what information was searched using Kotler’s model.

Disadvantages

05 WORDS ENGLISH (UNITED KINGDOM)

-—————+ 0%

- B Q sen weoDeBLun@ R

N 18-10-2023




image22.png
BHS O

References - Word (Product Activation Failed) ?7 @ - x
HOME | INSERT  DESIGN  PAGELAVOUT  REFERENCES  MALINGS  REVEW  VIEW Mictosoft account -
o TmesNewRo -[12_-| A & Aa- % = o #hFnd -
Do imes & 2 = 2 AsBbCeDe| AsBbCcDe AaBDC( AaBbBC AaBbCc sosbceoe AQB| asevcer | Repace
P o panter B T U x AW A 2~ | TNomal | TNoSpac.. Heading! Heading? Heading Headngd T Subitie N seect-
Gipboard 5 Font 5 Paragraph 5 syies 5 ety A
Navigation Mt
- - Disadvantages
P B [ Kotler’s Model of CDM Process Nicosia Model of CDM Process
eatch pause E=
EADINGS | pAGES | RESULTS s The linear model of Kotler may not be applicable in all type of consumers’
= decision, especially in low-involvement products. Nicosia model is more complex
4 2.4 Advantages and Disadvantag. than Kotler’s model making it difficult for the markets to apply and analyse in
241 Advantages reality.
242 Disadvantages
s Kotler's model does not emphasise on two-way communication between the.
company and the consumers and also ignores feedback from the consumers which
are highly importance in CDM. Conversely, Nicosia model over emphasises on
‘communication and overlooks, cultural, personal and individuals differences
s Kotler'’s model may not be applicable in different types of decisions. like impulsive,
‘habitual, and situational. Nicosia model may not be suitable for all products, such
as basic commodities and niche market.
Show desktop

ATES)

18-10-2023

Q Search w®ie 0O 8 2 N ] @ AT g 2146




image23.jpeg
Data
collection
and data
analysis

Pragmatism

Philosophies

Approaches

Strategi

Choices

Time
horizons

Techniques and
procedures





image1.png
PRIFYSGOL CYMRY —————
Y Drindod Dewi Sant

UNIVERSITY OF WALES

Trinity Saint David




