3. Research Method
3.1 Introduction
In the previous literature review, this paper analyses the previous results of the research on the relationship between CSR and customer loyalty and points out the goal of this study. This part will analyse the research methods to achieve the research objectives. Firstly, the research philosophy, research approach, research strategies, specific methods, data types and data analysis methods adopted in this project are analyzed in detail according to Research Onion model, and then a questionnaire is constructed based on the characteristics of relevant research literature and models. Finally, the limitations and ethical issues of the research are considered.
3.2 Research Onion
According to Research Onion model (Saunders et al, 2007), this research gives the research ideas from six aspects (Figure1).
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[bookmark: _Toc7079]Figure 1：Research Onion 
(Saunders et al, 2007)
The research methods and methodology used in this study are mainly used to verify the basic hypotheses such as the relationship between CSR and customer loyalty, the mediating effects of corporate image and customer satisfaction, and the moderating effects of public healthcare events, so the study includes the whole process from collecting and processing a piece of data to analyzing the data and draw a conclusion. The details are as follows:
3.2.1 Philosophy
The philosophy of research shows the view of the world when studying problems. For research in the field of business and management, we need to recognize our philosophical commitment through the choice of research strategies, because studying philosophy not only affects what we do, but also makes us aware of what we are looking at (Johnson and Clark, 2006). The research philosophy used in this study is positivism and interpretivism. Since hypotheses are given at every stage of the study(Burrell and Morgan，2016), this research is no exception. Through the construction of the model, some basic hypotheses are given in this paper, including hypothesis of the relation between CSR and customer loyalty, mediating effect hypothesis and moderating effect hypothesis of CSR. Through the empirical analysis by using the data obtained from the questionnaire to verify these hypotheses and explain them.
3.2.2 Approach
The research approaches include deduction and induction. Deductive approach leads to individual knowledge from general knowledge, while inductive approach draws general conclusions from individual knowledge. These two approaches are used in this study at the same time. According to the research of Michalski (1983), inductive learning is a process of inductive reasoning based on environmental facts. Therefore, according to the literature analysis, this study sums up the basic hypothesis of the relationship between CSR and customer loyalty. Then, according to the five stages of the deductive method proposed by Robson (2002), using the hypothetical deductive method, according to the basic assumptions put forward, through the questionnaire survey data of the food industry, to test the causality among CSR, customer loyalty, corporate image, customer satisfaction and public health events in the food industry, and draw a conclusion.
3.2.3 Strategies
There is no difference between good and bad research strategies, and the choice of research strategies depends on the problems and objectives of the research, as well as the knowledge, time and resource conditions available in the research and so on (Mark, Philip and Adrian,2009). The research strategy used in this study is survey strategy. Survey strategies are usually associated with deductive analysis, and a large amount of data from questionnaires are usually used for this analysis. In this research, sample data are collected by distributing questionnaires to customers, and the methods of data analysis and processing are statistical methods such as regression analysis. 
3.2.4 Choice
Research choices include mono method and multiple methods, and multiple methods include multi-method and mixed method. Tashakkori and Teddlie (2003) believes that, multiple methods are useful if it helps to answer research questions and better evaluate research findings. In this study, mixed method is used, including quantitative data and qualitative data collection, and quantitative and qualitative analysis.
3.2.5 Time Horizons
From time horizon, this study uses a horizontal time range. Cross-sectional studies often employ the survey strategy (Easterby-Smith et al. 2008; Robson 2002). The objects of this study are consumers or potential consumers of food enterprises, and the data obtained from questionnaires and field interviews are the data of different individuals at a time point.
3.2.6 Techniques for Data Collection, Processes and Analysis
3.2.6.1 Data Collection
This research mainly collects research literature through search engines such as Google Scholar and VIP database, as well as the library database of the University of Wales Trinity Saint David and CNKI literature database. These methods of collecting secondary data are feasible, and some literatures have been collected. At the same time, this research will also collect some social responsibility cases of Chinese food industry through the news media and collect the information of listed companies of Chinese food companies through the database of listed companies to help me make further research. These secondary data acquisition methods are feasible.

The collection of first-hand data is mainly through the distribution of questionnaires. The collection of the questionnaire is mainly through the Questionnaire Star website of China to design the questionnaire. The questionnaire is mainly distributed to consumers or potential consumers who understand food consumption and food CSR. In addition, the collection of qualitative data is conducted through interviews.
3.2.6.2 Questionnaire Design
According to the different ways of questionnaire management, different types of questionnaires can be designed (figure 2). The self-administered questionnaire is generally filled out by the respondents themselves, while the interviewer-administered questionnaire is generally filled out by the investigators.
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Figure 2: Types of Questionnaires
（Mark, Philip and Adrian,2009）
[bookmark: _Hlk66000084]Self-administered questionnaire was used in this research. The questionnaire involved five sorts of scales: CSR, company image, customer satisfaction, customer loyalty and public health events. When designing the scale of CSR, scholars mostly pay attention to the economic responsibilities, legal responsibilities, ethical responsibilities and discretionary responsibilities (Carroll, 1979). Discretionary responsibilities mainly refer to the voluntary charitable responsibility of the enterprise. This study combined with the research of Carroll (1979) and other scholars to design the scale. According to the research of Ishaq (2012) and Yeo et al. (2011), the questionnaire of company image is set up, the questionnaire of customer satisfaction is set up according to the study of Kaur and Soch (2012), and the questionnaire of customer loyalty is set up according to the study of Ishaq (2012). According to the study of Manuel and Herron (2020), Huang and Liu (2020) and Cui and Guo (2020), the scale of public health events under the COVID-19 epidemic is set up (Table 1).
Table 1 Measurement Items
	Primary Variable
	Secondary Variable
	Measurement Items of questionnaire
	Sources

	CSR
	Economic Responsibilities
	The company has a strong competitive advantage
	Carroll (1979) ；Carroll & Shabana (2010)；Sandhu & Kapoor (2010)

	
	
	The company is a profitable enterprise
	

	
	
	The company has strong economic strength
	

	
	Legal Responsibilities
	The company abides by local and national laws
	

	
	
	The company operates in accordance with government regulations
	

	
	
	The safety of the company's products is in line with national laws and regulations
	

	
	
	The company fulfils its legal obligations imposed by the state or community
	

	
	Ethical Responsibilities
	The company strives to be a good citizen
	

	
	
	The company is ethical in its treatment of employees, consumers, communities and other stakeholders
	

	
	
	The company's products are in line with ethical norms in terms of safety and green
	

	
	
	The company can operate in line with social and ethical expectations
	

	
	Charitable Responsibilities
	The company actively participates in charitable activities such as relief, poverty alleviation and donation
	

	
	
	The company is committed to supporting the improvement of the quality of life in the community
	

	
	
	The company supports and promotes philanthropy.
	

	
	Environmental Protection Responsibilities
	The company actively carries out green certification of its products
	

	
	
	The company actively participates in community environmental protection
	

	
	
	The company actively participates in community public health services
	

	
	
	The company pays attention to energy saving and emission reduction in the production process
	

	Company Image
	The company has a good social reputation
	Ishaq(2012)；Yeo et al.(2011)

	
	The company is an example of food safety
	

	
	The company has a high degree of transparency
	

	Customer Satisfaction
	The company's CSR policy caters to my expectations
	Kaur and Soch (2012)

	
	I am very satisfied with the CSR performance of the company.
	

	
	I am satisfied with the products and services of the company
	

	Customer Loyalty
	I am willing to recommend this company to the people around me
	Ishaq(2012)

	
	I would like to patronize this company
	

	
	I would like to recommend the products of this company to my friends or colleagues
	

	Public Healthcare Events
	During the epidemic of COVID-19, the enterprise should abide by the epidemic prevention policy of the community
	Manuel and Herron(2020)；Huang and Liu(2020)；Cui  and Guo (2020) 

	
	During the epidemic of COVID-19, the enterprise should bear the corresponding charitable responsibility
	

	
	During the epidemic of COVID-19, the enterprise should bear the ethical responsibility to the stakeholders
	

	
	During the epidemic of COVID-19, the enterprise should actively participate in the environmental health service activities of the community
	

	
	If the company undertakes more social responsibility during the COVID-19 epidemic, my loyalty to the company will be enhanced
	

	
	During the epidemic of COVID-19, the enterprise should abide by the epidemic prevention policy of the community
	


At the same time, this research also sets up some interview outlines and open questionnaire questions for qualitative analysis.
3.2.6.3 Pilot Study
A pilot study is a preliminary trial for data collection, designed to influence the future study by highlighting issues (Connelly, 2008). This study carries on pilot study by using the initial interview data and part of the questionnaire data. In this process, the questionnaire is modified according to the questions in the questionnaire survey and interview. On the other hand, the analysis method and the questionnaire are also adjusted according to the problems found in the initial data analysis.
3.2.6.4 Analysis
The data of the questionnaire will be analyzed by Statistical Package for the Social Sciences (SPSS) and AMOS software. It includes descriptive analysis of data, reliability and validity test, causality analysis in structural equation model, mediating analysis and moderating analysis.
3.3 Sample
The techniques of sampling include probabilistic sampling and non-probabilistic sampling. In some business studies, such as market research and case studies, non-probabilistic sampling is a commonly used technique (Mark, Philip and Adrian,2009). Because of the particularity of the research project, this research mainly investigates consumers in Chinese food industry, taking a certain enterprise as a case to investigate consumers' views on CSR, corporate image, customer loyalty and so on. So, non-probability sampling method is used here.

For the sample size, this research intends to distribute 300 closed questionnaires. In the process of sending out the questionnaire, the methods of convenience sampling, snowball sampling and self-selective sampling are adopted. In addition to the closed questionnaire, some open questionnaires will be designed.

In the process of the interview, this research use the combination of purposive sampling and quota sampling to find the people who can cooperate with the interview, and consider the similar ratio of men and women.
3.4 Reliability and Validity
Whether the questionnaire data can be used to test the hypothesis needs to be analyzed for reliability and validity. Reliability refers to the degree to which the results are consistent when the same object is measured repeatedly with the same method. Validity refers to the degree to which a measuring tool or means can accurately measure what needs to be measured (Fiona Middleton,2020).
3.5 Limitations
In the process of literature collection and questionnaire survey, this research may face resource constraints. For example, some literatures may not be found or only relevant little research literatures can be used. In the process of questionnaire survey, the data may have sampling errors.
3.6 Ethical Considerations
As the theme of this research is CSR, the questionnaires and interviews are mainly aimed at customers in the food industry, and the survey process generally does not bring risks to the respondents. However, I also paid attention to protecting the privacy of the interviewees during the survey. I fully communicated with the interviewees before the survey, to avoid the interviewees’ anxiety. This research is in line with the ethical standards of UWTSD, the ethical approval form is filled out and approved by the instructor.
3.7 Conclusion
This section reaches the following three goals: firstly, according to Research Onion model, this paper makes a complete analysis of the research philosophy, research approach, research strategies, data types, data analysis methods and sample selection of this study. Secondly, the questionnaire scale corresponding to each variable in the model is designed according to the previous research literature. Thirdly, limitations and ethical thinking of this study are analyzed.
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