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Abstract
The aim of this paper is to study how corporate social responsibility (CSR) affects customer loyalty in China's food industry. Specially, to analyze the direct effects of CSR on customer loyalty and the mediating roles of corporate image and customer satisfaction, and to investigate whether public health events (e. g. COVID-19) play moderating roles in CSR's impacts on customer loyalty, corporate image and customer satisfaction. This paper sends out the electronic questionnaire and take back 247 valid questionnaires and 18 invalid questionnaires. In this study, 13 people were interviewed and first-hand data was obtained. The analysis found, CSR has a positive impact on customer loyalty, corporate image and customer satisfaction, corporate image and customer satisfaction play a mediating role, and public health events play a positive moderating role in the impact of CSR on customer satisfaction, but no significant moderating role in the impact of CSR on customer loyalty and corporate image. Recommendations are given in the end. Firstly, food enterprises should pay attention to CSR. In order to enhance customer loyalty, corporate image and customer satisfaction, enterprises should take the initiative to assume economic responsibility, legal responsibility, ethical responsibility, charitable responsibility and environmental protection responsibility. Secondly, food enterprises should strictly control the quality and safety of meat products, actively assume social responsibilities during COVID-19 's epidemic. Thirdly, in order to eliminate the asymmetry with consumers, enterprises should actively use a variety of media and channels to spread social responsibility behavior, regularly issue social responsibility reports, disclose social responsibility information, strengthen the information disclosure of meat CSR.
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Chapter 1 [bookmark: _Toc71734124]Introduction
The purpose of this dissertation is to take China's food industry as an example to study the impact of CSR on customer loyalty. The research literature on the relationship between customers and CSR is very rich, and most of them believe that CSR has a significant impact on customer loyalty (Christian and Tesilimi,2020). However, although different scholars have studied different industries, there are few studies on China's food industry. Moreover, due to the global COVID-19 epidemic in 2020, this public health event has changed people's consumption patterns and views on CSR, so the innovation of this proposal is to pay attention to China's food industry and the moderating role of public health events in the impact of CSR on customer loyalty. Specifically, through the introduction of three variables, the research will be carried out from the following two aspects: First, the intermediary role of corporate image and customer satisfaction. This paper mainly studies how CSR not only directly affects customer loyalty, but also indirectly affects customer loyalty through its impact on corporate image and customer satisfaction. Secondly, the moderating role of public health events. The main purpose of this paper is to analyze whether the public health event such as COVID-19 plays a strengthening (regulating) role in the direct and indirect effects of the first question mentioned above.
[bookmark: _Toc71734125]1.1 Background
In China, with the progress of science & technology and improvement of people's living standards, people's attention to food consumption has changed. Consumers pay more and more attention to whether enterprises undertake social responsibility in environment and product safety（Ge，2018）. In 2008, for example, China's Sanlu Group received repeated complaints from consumers that its milk powder contained substances that were harmful to human health. Later, the quality inspection section found that the company's milk powder contained "melamine" which was harmful to human health. The 'melamine' incident in China, which fermented in September 2008 was a food safety accident that shocked both at home and abroad. The incident seriously affected customers' trust in Sanlu and eventually led to the closure of the company. At the same time, public health events such as SARS in 2003 and the current COVID-19 epidemic in China have made enterprises and consumers pay more and more attention to environmental protection, food safety and health issues. Therefore, it is very necessary to study the impact of social responsibility in the food industry on customer loyalty, and whether public health events play a moderating role in this impact, for the current CSR, to understand the characteristics of consumer behaviors and so on.
[bookmark: _Toc71734126]1.2 Aims & Objectives
[bookmark: _Toc71734127]1.2.1 Aims
The aim of this study is to know how CSR affects customer loyalty in China's food industry.
[bookmark: _Toc71734128]1.2.2 Objectives
1) Study the direct influence of CSR on customer loyalty.
This paper mainly uses the method of regression to study. The direct influence of CSR on customer loyalty is mainly analyzed by taking CSR as independent variable, customer loyalty as dependent variable and some control variables.
2) To investigate whether corporate image and customer satisfaction play intermediary roles in CSR's impact on customer loyalty.
The intermediary function mainly refers to the indirect influence of CSR on customer loyalty. The regression method is still used here. Specifically, it first studies the impact of CSR on corporate image and customer satisfaction, and then analyzes the impact of corporate image and customer satisfaction on customer loyalty.
3) To investigate whether public health events (e. g. COVID-19) play moderating roles in CSR's impacts on corporate image, customer satisfaction and customer loyalty.
Public health event is an external situational variable. This paper analyzes the moderating role of COVID-19 by hierarchical regression. The public health event is multiplied with CSR variable as an independent variable to analyze the impact on corporate image, customer satisfaction and customer loyalty.
[bookmark: _Toc71734129]1.3 Structure
The second chapter analyzes the academic literature about CSR, Customer loyalty, Corporate Image and Customer Satisfaction and the influence of Public Health Events and finds out the gaps in the current literature in order to explore in further research. The third chapter gives the appropriate research methods and methodology. The fourth chapter constructs the model and puts forward hypotheses, and analyzes the data collected by questionnaires and interviews. the main analysis methods are analysis of variance and regression analysis. The fifth chapter discusses the realization of the goal, gives the conclusions and main findings, and puts forward the corresponding suggestions and limitations, as well as the problems that need to be further studied.


Chapter 2 [bookmark: _Toc71734130][bookmark: _Toc1751]Literature Review 
[bookmark: _Toc71734131][bookmark: _Toc61842409][bookmark: _Toc9581]2.1 Introduction
[bookmark: _Toc4550]This chapter reviews the research literature of CSR, corporate image, customer satisfaction and customer loyalty, and the relationships between them. In these literatures, this paper focus on how CSR affects customer loyalty through two intermediary variables: corporate image and customer satisfaction. At the same time, combined with the literature analysis of the role of the current COVID-19 epidemic in CSR, analyzed whether public health events strengthened the impact of CSR on customer loyalty, corporate image and customer satisfaction.
[bookmark: _Toc71734132]2.2 Corporate Social Responsibility (CSR)
[bookmark: _Toc71734133][bookmark: _Toc6940]2.2.1 The Definition of CSR
Ever since Oliver Sheldon (1924) first defined CSR, many scholars have discussed it, but its definition is not uniform. From the perspective of ethical events, Oliver Sheldon argues that enterprises should bear all kinds of social influence. According to the Council of Europe (2011), CSR is a social influence, an important enterprise resource considered to affect customer’s perception to the enterprise (Wang,2018; Yuen, Thai and Wong, 2016). Overall, CSR is a comprehensive concept, including active social responsibility activities, passive social response, and some contributions beneficial to society (Carroll,1991; Han et al.,2020).
[bookmark: _Toc24547][bookmark: _Toc71734134]2.2.2 The Evolution of CSR
[bookmark: _Toc19299][bookmark: _Toc71734135]2.2.2.1 Corporate perspective
From the point of view of enterprises, Frederick (1983) put forward spontaneous and compulsory social responsibility from two aspects. Spontaneous social responsibility tends to charity donation, while compulsory social responsibility refers to the responsibility stipulated by laws and regulations. Carroll (1991) expanded above contents, dividing the CSR from low to high into four aspects, namely, economic responsibility, legal responsibility, ethical responsibility and charitable responsibility, and describing them in the form of CSR pyramids (Figure 2.1). He believes that enterprises should abide by the law, pay attention to morality and do public welfare while fulfilling their economic responsibilities. Economic responsibility and legal responsibility are necessary for society, and enterprises must abide by the law and social system while making profits. Ethical responsibility is what society needs, that is, enterprises should do just and fair things to avoid violating social moral norms. Charitable responsibility is the hope of the society, the highest level of CSR, and the good corporate citizen image played by the company as a social individual. By synthesizing concepts of CSR, Yang and Guo (2014) argues that social responsibility has evolved from ethical philosophy, corporate sustainability, ethics and values to religion.
[image: ]
[bookmark: _Toc71734207][bookmark: _Toc1752][bookmark: _Toc70977473][bookmark: _Toc70977458]Figure 2. 1 Carroll’s pyramid of CSR
(Carroll,1979)
[bookmark: _Toc71734136][bookmark: _Toc6223]2.2.2.2 Stakeholder Perspectives
Later, many scholars enriched the content of CSR not only from the perspective of the enterprise itself, but also from the corporate stakeholders. According to stakeholder theory, Brown and Dacin (1997) pointed out that although enterprises still have responsibility to shareholders in the past, more attention needs to be paid to social responsibility to other stakeholders, including employees, consumers, communities, customers, governments, etc., so as to expand the scope of CSR. Sarkar and Searcy(2016) divide the CSR into three stages by analysing the evolution of the content, and synthesize the research contents of the three stages. They believe that CSR includes economic responsibility, social responsibility, ethical responsibility, stakeholder responsibility, sustainability and so on.
[bookmark: _Toc8026][bookmark: _Toc71734137] 2.3 Customer loyalty
[bookmark: _Toc71734138][bookmark: _Toc789]2.3.1 The Concept of Customer Loyalty
Customer loyalty is defined as a stable and lasting relationship (Singh and Sirdeshmukh,2000) between the customer and the product or service provider, and it is also a lasting commitment for the customer to form a positive word of mouth after multiple purchases of the product or service (Chanu et al.,2009). Kim (2011) believes that the company's loyal customers generally have a feeling of love or attachment to the company's products. The external performance of loyalty includes the size of purchase share, repeat purchase behavior and so on, but scholars prefer to use behavior scale to evaluate customer loyalty, such as how environmental changes affect customer behavior loyalty (Jarideh,2016; Aghamolaei et al.,2014).
From the perspective of corporate development goals, customer loyalty is regarded as an important factor affecting corporate success and profitability, so enterprises that adopt the relationship-oriented approach often regard customer loyalty as the key goal of their long-term development, so that customers are more likely to choose their own products rather than the market substitute (Srivastava and Rai, 2013 2014). In other words, customer loyalty seems to be invisible, but it has great commercial value. Especially when enterprises are faced with external adverse environment such as buyer's market, loose customer relationship and increased competitive pressure, customer loyalty will show an important strategic position (Srivastava,2018).
[bookmark: _Toc71734139][bookmark: _Toc11199]2.3.2 Measurement of Customer Loyalty
According to the above definition of customer loyalty, it can be found that the first important criterion to measure customer loyalty is whether there is a continuous purchase action for customers. Of course, there are many factors that determine the customer's continuous purchase behaviour, but attitude loyalty is one of the important factors. That is to say, once a customer recognizes a product or service of an enterprise and has a certain psychological dependence (Cui，2014), he will also actively recommend trusted products and do free word-of-mouth publicity for the enterprise (Liu，2015). Therefore, repeated purchase and word of mouth recommendation become an important index to measure customer loyalty, that is, to measure behaviour, attitude and so on (Zhang,2019).
[bookmark: _Toc15076][bookmark: _Toc71734140]2.3.3 The Influence of CSR on Customer Loyalty
According to the above concept and content analysis of customer loyalty, the charitable responsibility and stakeholder responsibility of CSR are emphasized. Customers, as important stakeholders of enterprises, are concerned by enterprises. Customer loyalty is one of the most basic behaviours that enterprises hope to influence customers by using CSR as a marketing tool. Although some researchers question the direct relationship between CSR actions and loyalty or consumers' future behaviour intention (Lombart&Louis,2014), most scholars have found that there is a positive correlation between CSR and loyalty (Mohr&Webb,2005; Stanand, Lwin and Murphy, 2011; Mandhachitara and Poolthong, 2011; Ailawadi, Neslin, Luan and Taylor, 2014; Chung, Yu, Cuk-Choi&Shin,2015). For example, Lee et al. (2020) regards CSR as the customer satisfaction and maintenance strategy of the chain catering industry. The study of Servera-Francés and Piqueras-Tomás (2019) found that CSR has a positive impact on consumer loyalty through consumers' perceived value. Zhang (2019) found that charitable responsibility and customer responsibility have a positive impact on customer loyalty in the study of the influence mechanism of CSR on customer loyalty. From an industry point of view, taking retail banks as an example, Osakwe and Yusuf (2020) studies the roadmap of customer loyalty, takes reputation and trust as intermediary variables, and finds that CSR has a positive impact on customer loyalty. Other scholars analyse the positive impact of CSR on customer loyalty from the perspective of real estate industry (Sun, 2018), hotel industry (Latif,Perez and Sahibzada,2020), bank industry (Perez and Ignacio Rodriguez del Bosque, 2015; Du, Bhattcharya and Sen,2007) and dairy industry (Chen, 2014). 
[bookmark: _Toc71734141][bookmark: _Toc9209]2.4 Corporate Image and Customer Satisfaction
[bookmark: _Toc20317][bookmark: _Toc71734142]2.4.1 The definition of corporate image and the influence of CSR on it
Corporate image is an abstract concept, which reflects the public's overall evaluation of the enterprise（Guo and Liu,2004）. As the concept of corporate image is very broad, there are some differences in the definition of different scholars, mainly from the stakeholder cognition and corporate marketing. From the perspective of stakeholders, corporate image is the stakeholders' perception of corporate social concerns (Lai et al., 2010). As an intangible resource, corporate image can strengthen consumers' attitude and behaviour, which is consumer satisfaction, willingness to buy and willingness to recommend the company's products (Perez and Rodriguez-del-Bosque, 2015). From the perspective of corporate marketing, marketing strategy is a potential resource method that includes opportunities and threats in the decision-making process, which is mainly used to achieve effective marketing goals (Pribadi and Rivai,2020). Therefore, in order to achieve consumer satisfaction and improve corporate image, corporate marketing strategy will focus on all kinds of CSR-related public relations activities or emotional marketing activities. Mukonza and Swarts (2020) studied the impact of green marketing strategy on corporate performance and corporate image, and found that green marketing strategy can effectively improve the image of the company, and promote more consumers to buy green products (Yunus & Rahman, 2014). Therefore, the company image is the index that the enterprise pays close attention to in the marketing process. It is used to describe, remember and contact the company, and it is the final result of customer experience, impression, belief, feeling and knowledge (Copley,2004). 
Generally speaking, corporate image originates from the performance of CSR, and it is also a tool to create a good corporate image (Martinez et al., 2014). From the perspective of CSR, CSR can not only improve the positive image of the enterprise, but also help the enterprise to resist the negative influence (Ge, 2018). Rowley and Berman (2000) believe that corporate investment in CSR can enhance corporate reputation and brand image. Kim et al. (2020) the study found that CSR (economic, ethical, legal, and philanthropic) has a positive impact on corporate image and customer citizen behaviour.
[bookmark: _Toc71734143][bookmark: _Toc23229]2.4.2 Customer Satisfaction and its Relations to Corporate Image and Customer Loyalty
[bookmark: _Toc61842416]Satisfaction is an individual's response to feeling, is the degree to which consumers perceive the expectations of a product and service ((Sangidji and Sopiah, 2013). When customers' expectations of products or services match reality, they will feel satisfied, otherwise they will feel disappointed (Oktareza et al.,2020).For the perception in the process of consumption, different consumer has different experiences, and different satisfaction rates are generated (Oliver, 1997; Boshoff and Gray, 2004; Ueltschy, Laroche, Eggert and Bindl, 2007). During the marketing process, customer satisfaction is often the focus of the company strategy. In order to achieve customer satisfaction, the company will increase the cost of service (Fornell, Mithas, Morgeson and Krishnan,2006).
According to the analysis of the company image, it shows two kinds of corporate characteristics (Dowling,2004): one is the ability and financial performance of the company, the other is the more emotional drive, such as social responsibility and the unique personality of the organization. As a company shows a strong and convincing good image of the company through marketing, it will attract more attention and psychological needs of customers, thus achieving customer satisfaction (Kotler and Keller,2012). Customers who are satisfied with the company's products and services will buy more, while less satisfied customers will reduce their investment portfolio (Terpstra &Verbeeten,2014). Moreover, satisfied customers tend to spread the positive word of mouth (Anderson,1998; de Matos, Henrique and de Rosa, 2013) and purchase intention (Anserson and Mittal, 2000), and further achieved customer loyalty. In addition, the company image is a mirror of the enterprise, loyal customers are willing to buy the same product again and again, showing a high customer loyalty (Yazid et al.,2020).
[bookmark: _Toc2987][bookmark: _Toc71734144]2.4.3 The influence of CSR on customer satisfaction
CSR not only affects the image of the company, it will directly affect customer satisfaction. Many scholars believe that, companies that take on CSR positively contribute to customer satisfaction (Brown and Dacin, 1997; Sen and Bhattacharya, 2001; Jayachandran, Sharma, Kaufman and Raman, 2005; He and Li, 2011; Hsu, 2012). The main reason is that a good record of CSR improves customers' evaluation of the company, and customers will get higher satisfaction from responsible company products (Luo and Bhattacharya,2006).
[bookmark: _Toc71734145][bookmark: _Toc19621]2.5 CSR and customer loyalty in Chinese food market
The food industry is a special industry, and the protection of food safety is the basic social and legal responsibility that enterprises should bear first. According to the China Food Industry Social responsibility Research and Analysis report (2020), with the increasing improvement of China's food safety laws and regulations and the strengthening of food safety supervision, many food enterprises actively issue annual social responsibility reports，disclose of CSR activities. However, the main problem of social responsibility in China's food industry is that it is difficult to manage the supply chain. Mainly because the food industry involves many industries and links, such as agriculture, animal husbandry, fishery, food processing, packaging and transportation, it is difficult to comprehensively manage the food safety problems arising from each link. Once a food company violates social responsibility, it will affect the corporate image and customer loyalty of the whole supply chain (Liu et al.,2015).
There are three main aspects of CSR research on Chinese food enterprises. One is the research on the relationship between CSR and corporate performance. It is considered that enterprises that actively assume social responsibility will improve financial performance (Chen and Liu, 2020; Niu and Zhou, 2021). The second is about the impact of CSR information disclosure on corporate social reputation, that the more adequate CSR information disclosure, the higher corporate image and customer satisfaction will be (Zhong, 2020; Gong,2020). The third is the case study on the crisis of social responsibility of food enterprises, including the melamine incident of Sanlu Group, the financial fraud of rising Coffee, etc. (Wang, 2017; Dai, 2019). The case study found that there is an obvious positive relationship between CSR and corporate customer loyalty (Hu et al., 2012).
[bookmark: _Toc71734146]2.6 The moderating role of Public Health Events
Since the end of 2019, the COVID-19 epidemic, a global public health event, has had a devastating impact on the world economy, and has also triggered some scholars' discussions on the relation between COVID-19 epidemic and CSR. Qiu et al. (2021) and Ding et al. (2020) studied the impact of CSR on corporate performance under the COVID-19 epidemic and found that CSR activities help attract the attention of stakeholders such as customers. In order to improve the return of corporate stocks or slow down the decline of corporate stocks, Manuel and Herron(2020)’s research found that firms were involved in a wide range of charitable CSR actions during the pandemic, possibly out of utilitarian and moral factors to meet the needs of internal and external stakeholders. Bae et al. (2021) believe that if the CSR rating is out of line with actual action, companies that are open to social responsibility are not immune to the adverse effects of the crisis under the COVID-19 epidemic. By the study of hotel CSR marketing, Huang and Liu (2020) argues that the donation appeal under the COVID-19 epidemic environment has a positive impact on the brand loyalty of enterprises. Cui and Guo (2020) argues that consumers' perception of dairy CSR during the period of COVID-19 will produce internal responses such as identity emotion, consumer trust, corporate reputation, product quality perception, and external responses such as purchase intention. Based on these literatures, it can be found that the public health event such as COVID-19 epidemic will strengthen customers' understanding of CSR and brand loyalty.
[bookmark: _Toc26521][bookmark: _Toc71734147]2.7 Conclusion and evaluation
The analysis of the above literature shows that many scholars pay attention to the relationship between CSR and customer loyalty, and think that CSR has a positive impact on customer loyalty. At the same time, corporate image and customer satisfaction play an important role in this relationship. The public health event result in customers’ paying more attention to CSR. However, although few literatures have paid attention to the relationship between CSR and public health events, there is no literature focus on whether public health events playing a moderating role in the impact of CSR on customer loyalty. This paper will study it by taking China's food industry as an example.


Chapter 3 [bookmark: _Toc71734148]Research Method
[bookmark: _Toc71734149]3.1 Introduction
In the previous chapter, 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. In any research, in order to achieve a certain research purpose, we need to use one or more methods to achieve, which requires a certain research method (Chu and Ke, 2017). The goal of this chapter is to provide feasible research methods for studying the relationship between CSR and customer loyalty and the role of intermediary variables and regulatory variables according to the study of onion map. Specifically,research philosophy, research approach, research strategies, specific methods, data types and data analysis methods adopted in this project are analysed in detail according to Research Onion model, and then questionnaire and interview outline are constructed based on the characteristics of relevant research literature and models. Finally, the limitations and ethical issues of the research are considered.
[bookmark: _Toc71734150]3.2 Research Onion
According to Research Onion model (Saunders et al, 2007), this research gives the research ideas from six aspects (Figure 3.1).
[bookmark: _Toc70977474][image: ] 
[bookmark: _Toc71734208]Figure 3. 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:
[bookmark: _Toc71734151]3.2.1 Philosophy
The philosophy of research shows the view of the world when studying problems. In the field of business and management, the research need to recognize philosophical commitment through the choice of research strategies, because studying philosophy not only affects what the researchers do, but also makes them aware of what they are looking at (Johnson and Clark, 2006).As this paper studies the relationship between CSR and customer loyalty in China's food industry, this paper need to combine enterprise cases and survey data for empirical analysis, and draw conclusions. This research method is consistent with the characteristics of collecting sample data and conducting quantitative research as described by Alharahsheh and Pius (2020), so the research philosophy used in this study is positivism. 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.
[bookmark: _Toc71734152]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.
[bookmark: _Toc71734153]3.2.3 Strategies
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. Because in this research, needs to analyze the impact of public health events such as COVID-19 on CSR, as well as consumer perception and satisfaction with this impact, it is most appropriate to use survey strategy to study the views of consumers and business employees on these issues. In other words,sample data are collected by distributing questionnaires to customers, and the methods of data analysis and processing are statistical methods such as regression analysis. 
[bookmark: _Toc71734154]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. Driven by a common research goal, Multimethod uses a series of complementary methods to study problems according to certain standards, while the core of Mixed method is to use integrated qualitative and quantitative methods to study problems, and it is necessary to ensure that they carry mixed (Anguera et al.,2018 of information. So, in this study, will use a combination of qualitative and quantitative data to analyze the causal relationship between CSR and customer loyalty, the mediating effect of corporate image and customer satisfaction, and the moderating effect of public health events. In other words, the research method of this paper is mixed method.
[bookmark: _Toc71734155]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.
[bookmark: _Toc71734156]3.2.6 Techniques for Data Collection, Processes and Analysis
[bookmark: _Toc71734157]3.2.6.1 Data Collection
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.
So as to achieve the goal of the study, the collection of first-hand data is mainly through the distribution of questionnaires and interviews. The questionnaire is mainly used to collect quantitative data, while the interview is mainly used to collect qualitative data. The collection of the questionnaire is mainly through the Questionnaire Star website of China，which is a professional online questionnaire survey, examination, evaluation, voting platform, focusing on providing users with powerful, humanized online design questionnaire, data collection, custom reports, survey results analysis and other services. After designing the questionnaire, this research entrusts the website to conduct the questionnaire survey and pay a certain service fee. The collection of qualitative data is conducted through interviews, the interviewees included consumers of food products, the general public and employees within the enterprise.
[bookmark: _Toc71734158]3.2.6.2 Questionnaire Design
According to the different ways of questionnaire management, different types of questionnaires can be designed (figure 3.2). The self-administered questionnaire is generally filled out by the respondents themselves, while the interviewer-administered questionnaire is generally filled out by the investigators.
[image: ] 
[bookmark: _Toc71734209][bookmark: _Toc70977475]Figure 3. 2 Types of Questionnaires
（Mark, Philip and Adrian,2009）
Self-administered questionnaire was used in this research. This paper mainly investigates Shuanghui Company, the largest meat company in China.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 (Table3.1).
[bookmark: _Toc71734220]Table 3. 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 (See Appendix2) and open questionnaire questions for qualitative analysis (See Appendix1).
[bookmark: _Toc71734159]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.
[bookmark: _Toc71734160]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.
[bookmark: _Toc71734161]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, public people and internal staff of company. Taking Shuang Hui company as a case, this paper investigates 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 no less than 200 closed questionnaires. In the process of sending out the questionnaire, the methods of convenience sampling, snowball sampling and self-selective sampling are adopted. In order to obtain samples more conveniently, the convenient sampling method (Bhardwaj,2019) is adopted for the sampling of the general public. For open interviews, mainly include interviews with employees and the general public, mainly used to obtain qualitative data, mainly based on the employees the author is familiar with, using the snowball sampling method (Ghaljaie et al., 2017）. In the process of the interview, this research also uses 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 (Campbell et al.,2020).
[bookmark: _Toc71734162]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,2020).
[bookmark: _Toc71734163]3.5 Limitations
In the process of literature collection and survey, this research may face resource constraints. For example, in the interview, the interviewees answered the questions inaccurately, or some of the interviewees deliberately avoided some questions. In the process of questionnaire survey, the data may have sampling errors. Therefore, in the process of investigation, the sample size will be increased and the error will be reduced as much as possible.
[bookmark: _Toc71734164]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, in the course of the investigation, attention should be paid to protecting the privacy of the interviewees. 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. Finally, in the process of data collection, try to avoid contact with any vulnerable populations, to ensure the security and credibility of the data.
[bookmark: _Toc71734165]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.

Chapter 4 [bookmark: _Toc9613][bookmark: _Toc71734166]Data Analysis
[bookmark: _Toc5059][bookmark: _Toc71734167]4.1 Introduction
This chapter collects first-hand data on CSR, corporate image, customer satisfaction and customer loyalty through closed online questionnaires and open interviews and analyzes the data. After explaining the research methods and variables, this study first makes a demographic analysis of the subjects, and then makes an analysis of variance on the influence of gender, age and income level on CSR. Then, based on the analysis of the reliability and validity of the questionnaire, this paper analyzes the causality, intermediary effect and moderating effect of public health events among CSR, corporate image, customer satisfaction and customer loyalty. Finally, the interview data are qualitatively analyzed.
[bookmark: _Toc71734168][bookmark: _Toc21558]4.2 Model & Hypotheses
[bookmark: _Toc71734169][bookmark: _Toc26570]4.2.1 Research model
This study builds a model to study the impact of CSR and customer loyalty. CSR is an independent variable and customer loyalty is a dependent variable. Corporate image and customer satisfaction play an intermediary role, while public health events play a moderating role.
CSR
Customer Loyalty
Corporate Image
Customer Satisfaction
Public Health Events

[bookmark: _Toc71734210][bookmark: _Toc20324][bookmark: _Toc70977477]Figure 4. 1 Research Model

[bookmark: _Toc27977][bookmark: _Toc71734170]4.2.2 Research hypothesis
According to the above model and literature review, it mainly includes the following assumptions:
H1: CSR has a positive impact on customer loyalty, corporate image and customer satisfaction.
H2: Company image has a positive impact on customer satisfaction and customer loyalty.
H3: Customer satisfaction has a positive impact on customer loyalty.
H41: Public health events positively moderate the impact of CSR on corporate image.
H42: Public health events positively moderate the impact of CSR on customer satisfaction.
H43: Public health events positively moderate the impact of CSR on customer loyalty.
[bookmark: _Toc71734171]4.3 Research Method and variable description
[bookmark: _Toc9481][bookmark: _Toc71734172]4.3.1 Research Method
Firstly, this chapter uses the descriptive statistical and ANOVA method to analyze the demographic information and its effects on CSR. Secondly, the reliability and validity of the questionnaire are analyzed. Thirdly, the method of analysis of variance is used to analyze whether CSR is affected by gender, age and income level. Finally, the regression analysis method is used to analyze the causal relationship among CSR, customer loyalty, corporate image, customer satisfaction and other variables.
[bookmark: _Toc8631][bookmark: _Toc71734173]4.3.2 Variable description
In the questionnaire, it mainly aims at five kinds of questions of Shuanghui Company, a famous food enterprise in China. The first kind of problem is CSR. CSR includes economic responsibility (CSRE), legal responsibility (CSRL), ethical responsibility (CSRM), charitable responsibility (CSRC) and environmental responsibility (CSRG). These six kinds of CSR set different problems. The second kind of problem is corporate image (CI). The third kind of problem is customer satisfaction (CS). The fourth category is customer loyalty (CL). The fifth category is the public health event (PHE). At the end of the questionnaire, there are demographic questions, including Gender, Age, education level (Edu), vocational (Prof) and Income. The calculation relationship between variables is shown in Table 4.1 below:
[bookmark: _Toc71734221]Table 4. 1 Computational relationship between variables
	Variable
	Standardized variable names
	Computing relation

	CSR
	ZCSR
	CSR= (CSRE+CSRL+CSRM+CSRC+CSRG)/5
CSRE= (CSRE1+ CSRE2+ CSRE3+ CSRE4)/4
CSRL= (CSRL1+ CSRL2+ CSRL3+ CSRL4)/4
CSRM= (CSRM1+ CSRM2+ CSRM3)/3
CSRC= (CSRC1+ CSRC2+ CSRC3)/3
CSRG = (CSRG1+ CSRG2+ CSRG3+ CSRG4)/4

	CI
	ZCI
	CI= (CI1+ CI2+ CI3+CI4)/4

	CS
	ZCS
	CS=(CS1+CS2+CS3)/3

	CL
	ZCL
	CL=(CL1+CL2+CL3)/3

	PHE
	ZPHE
	PHE= (PHE1+ PHE2+ PHE3+ PHE4+ PHE5+ PHE6)/6



[bookmark: _Toc71734174][bookmark: _Toc11562]4.4 Demographic
This survey uses the questionnaire star to send out the electronic questionnaire.247 valid questionnaires and 18 invalid questionnaires were collected. The number of men surveyed was 143 people, the number of women is 104 people.
[image: ]
[bookmark: _Toc71734211]Figure 4. 2 Graph of gender identification

Among the respondents, the number of people with undergraduate / junior college education level is the largest, there are 206 people. Secondly, there are 26 people with master's degree or above. There are 51 people between the ages of 18 and 25, 12 people in senior high school or technical secondary school, and only 3 people below senior high school.
[image: ]
[bookmark: _Toc71734212]Figure 4. 3 Age distribution

Among the respondents, the number of people with undergraduate or junior college education level is the largest, there are 206 people. Secondly, there are 26 people with master's degree or above. There are 51 people between the ages of 18 and 25, 12 people in senior high school or technical secondary school, and only 3 people below senior high school.
[image: ]
[bookmark: _Toc71734213]Figure 4. 4 Education distribution
From the perspective of the occupational distribution of the respondents, the number of managers is the largest, with 41 people. Followed by full-time students, there are 33. There are 28 technical or R & D staff, 23 sales staff, 21 administrative or logistics staff, 19 civilian or service staff, 19 teachers, 18 production staff, 15 finance or auditors, 13 other professions, 10 marketing or public relations personnel, 5 human resources professionals and 2 professionals.
[image: ]
[bookmark: _Toc71734214]Figure 4. 5 Profession distribution
According to the income distribution of the respondents, there are 83 people with a monthly income of 8000–15000-yuan, 62 people with a monthly income of 5000-8000 yuan, 37 people with a monthly income of 3000-5000 yuan, 32 people with a monthly income of less than 3000 yuan, 23 people with a monthly income of 15000-20000 yuan, and 10 people with a monthly income of more than 20, 000 yuan.
[image: ]
[bookmark: _Toc71734215]Figure 4. 6 Income distribution
[bookmark: _Toc71734175][bookmark: _Toc22926]4.5 Analysis of variance
Analysis of variance (ANOVA) is used to compare whether the mean values of two or more groups are equal ((Ross and Willson, 2017) or to study the influence of classified independent variables on numerical dependent variables. This part mainly analyzes whether the gender, age and income level of the respondents affect the judgment of CSR.
[bookmark: _Toc71734176][bookmark: _Toc11925]4.5.1 Whether gender affect CSR
According to the one-way ANOVA of CSR by gender, it is found that the corresponding P value of F statistics is 0.624, which is greater than the significant level 0.05, the hypothesis test is not significant, and does not reject the original hypothesis that the mean values of different gender groups are equal, indicating that CSR is not affected by gender factors.
[bookmark: _Toc71734222]Table 4. 2 ONEWAY ANOVA CSR BY Gender
	
	Sum of squares
	df
	Mean square
	F
	P-value

	Between groups
	.044
	1
	.044
	.240
	.624

	Within the group
	44.613
	245
	.182
	
	

	Sum
	44.657
	246
	
	
	


[bookmark: _Toc3479][bookmark: _Toc71734177]4.5.2 Whether age affect CSR
According to the one-way ANOVA of CSR by age, it is found that the corresponding P value of F statistics is 0.021, which is less than 0.05, and the hypothesis test is significant, rejecting the original hypothesis that the mean values of different age groups are equal, indicating that CSR is not affected by age factors.
[bookmark: _Toc71734223]Table 4. 3 ONEWAY ANOVA CSR BY Age
	
	Sum of squares
	df
	Mean square
	F
	P-value

	Between groups
	2.388
	5
	.478
	2.723
	.021

	Within the group
	42.269
	241
	.175
	
	

	Sum
	44.657
	246
	
	
	



According to the mean map, it can be found that the respondents aged between 31 and 41 have the highest CSR score, while the younger and older respondents score lower and pay less attention to CSR.

[image: ]
[bookmark: _Toc71734216]Figure 4. 7 Mean Graph by Age Group

[bookmark: _Toc20545][bookmark: _Toc71734178]4.5.3 Whether income level affect CSR
According to the one-way ANOVA of CSR by income, it is found that the corresponding P value of F statistics is 0.054, which is just higher than significance level 0.05, but the significance level quotient of 0.1 is significant, rejecting the original hypothesis that the mean values of different income groups are equal, indicating that CSR is not affected by income factors.
[bookmark: _Toc71734224]Table 4. 4 ONEWAY ANOVA CSR BY Income
	
	Sum of squares
	df
	Mean square
	F
	P-value

	Between groups
	1.958
	5
	.392
	2.211
	.054

	Within the group
	42.698
	241
	.177
	
	

	Sum
	44.657
	246
	
	
	


According to the mean chart, it can be found that with the increase of income, the respondents have the highest score on CSR, that is, the attention to CSR increases with the increase of income.
[image: ]
[bookmark: _Toc71734217]Figure 4. 8 Mean Chart of Groups by Income
[bookmark: _Toc71734179][bookmark: _Toc15207]4.6 Reliability and validity tests
[bookmark: _Toc71734180][bookmark: _Toc10746] 4.6.1 Reliability tests
The reliability test mainly focuses on the Cronbach coefficient based on the standardization term, which ranges from 0 to 1, and the closer it is to 1, the higher the reliability. There is no unified standard to judge the specific reliability (Streiner,2003). A common interpretation of the coefficient is α< 0.5 for low reliability, 0.5 <α< 0.8 for moderate (acceptable) reliability, α> 0.8 for high (good) reliability (Ekolu and Quainoo,2019). As can be seen from the table below, the reliability analysis of all the dimensions of the five measures of CSR, corporate image, customer satisfaction, customer loyalty and public health events shows that the value of the index Cronbach's Alpha is greater than 0.5, indicating that the questionnaire is reliable.
[bookmark: _Toc71734225]Table 4. 5 Reliability Statistics
	
	
	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	CSR
	Economic Responsibility
	0.574
	0.588
	4

	
	Law Responsibility
	0.711
	0.712
	4

	
	Moral Responsibility
	0.698
	0.697
	4

	
	Charity Responsibility
	0.711
	0.712
	3

	
	Environment Responsibility
	0.711
	0.712
	3

	Corporate Image
	0.774
	0.777
	4

	Customer Satisfaction
	0.745
	0.744
	3

	Customer Loyalty
	0.769
	0.773
	3

	Public Health Events
	0.765
	0.764
	6


[bookmark: _Toc12769][bookmark: _Toc71734181]4.6.2 Validity tests
As for validity analysis, this paper mainly focus on KMO and Bartlett's Test of Sphericity in the following table. KMO value varies from 0 to 1. The KMO values between 0.8 to 1.0 indicate the sampling is adequate. KMO values between 0.7 to 0.79 are middling and values between 0.6 to 0.69 are mediocre. KMO values less than 0.6 indicate the sampling is not adequate (Shrestha,2021; Tabachnick and Fidell,2013). If the significance of Bartley spherical test is less than 0.05, it would be considered that the questionnaire has good construct validity. As can be seen from the table below, the KMO coefficient is 0.908, which is very close to the significance level of 0.000, less than 0.05for the Test of Sphericity of the Personality Bartlettings. So, the questionnaire passed the validity test.
[bookmark: _Toc71734226]Table 4. 6 KMO and Bartlett's Test
	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	0.908

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	3650.133

	
	df
	595

	
	Sig.
	0.000


[bookmark: _Toc13370][bookmark: _Toc71734182]4.7 Analysis of mediating and moderating effects
Mediator variable explains the relation between an independent variable and a dependent variable, exhibiting indirect causation, connection, or relation. Moderator variable alters the relation between two variables, and thus modifies the form or strength of the relation between an independent and dependent variable (Gómez et al., 2020).
[bookmark: _Toc71734183][bookmark: _Toc24628]4.7.1 Model description
In the analysis of mediating effect, moderating effect and conditional process in Hayes (2017), 92 models are given. In this paper, the 85th model (Figure4.8) is adopted according to the problem studied, and the process program in SPSS software is used for analysis. The corresponding relationship between model variables and research variables is shown in the table below. In addition, age, education, and occupation are taken as control variables.
[image: ]
[bookmark: _Toc71734218]Figure 4. 9 Model of Hayes 85
(Andrew F. Hayes,2017, P609)

[bookmark: _Toc71734227]Table 4. 7 The corresponding relationship between model variables and research variables
	Model variable
	X
	Y
	M1
	M2
	W

	Corresponding variable
	CSR
	CL
	CI
	CS
	PHE



[bookmark: _Toc32681][bookmark: _Toc71734184]4.7.2 Result analysis
According to the above model, the variables are standardized and analyzed by process in SPSS software. The results are as follows.
[bookmark: _Toc71734185]4.7.2.1 Regression Analysis of CSR to CI
As can be seen from the table below, the effect of CSR on CI is significant, and the corresponding value is 0.000, which is less than the significant level. The moderating effect of PHE was not significant, because the corresponding P-value=0.9985, which was greater than the significant level of 0.05.
[bookmark: _Toc71734228]Table 4. 8 Regression Analysis of CSR to CI
	Dependent Variable：ZCI

	　
	coeff
	se
	t
	p
	LLCI
	ULCI

	constant
	0.1989
	0.3452
	0.576
	0.5651
	-0.4812
	0.8789

	ZCSR
	0.6366
	0.0513
	12.4094
	0.000
	0.5355
	0.7376

	ZPHE
	0.1335
	0.0542
	2.4627
	0.0145
	0.0267
	0.2404

	Int_1（ZCSR*ZPHE）
	-0.0001
	0.0431
	-0.0019
	0.9985
	-0.085
	0.0848

	Age
	-0.0407
	0.0445
	-0.9153
	0.361
	-0.1283
	0.0469

	Edu
	-0.0524
	0.1056
	-0.4959
	0.6204
	-0.2605
	0.1557

	Prof
	0.0158
	0.0134
	1.1738
	0.2417
	-0.0107
	0.0423


[bookmark: _Toc71734186]4.7.2.2 Regression analysis of CSR and CI to CS
As can be seen from the table below, the influence of CSR and CI on CS is significant. The moderating effect of PHE is significant, because the corresponding P-value=0.0464, which is less than the significant level.
[bookmark: _Toc71734229]Table 4. 9 Regression Analysis of CSR and CI to CS
	Dependent Variable：ZCS

	　
	coeff
	se
	t
	p
	LLCI
	ULCI

	constant
	0.0746
	0.3129
	0.2384
	0.8118
	-0.5419
	0.6911

	ZCSR
	0.4406
	0.0595
	7.3997
	0.000
	0.3233
	0.5579

	ZCI
	0.3802
	0.0585
	6.5019
	0.000
	0.265
	0.4954

	ZPHE
	0.0635
	0.0497
	1.2775
	0.2027
	-0.0344
	0.1615

	Int_1（ZCSR*ZPHE）
	0.0782
	0.039
	2.0022
	0.0464
	0.0013
	0.1551

	Age
	-0.0181
	0.0404
	-0.4475
	0.6549
	-0.0976
	0.0614

	Edu
	0.0095
	0.0957
	0.0996
	0.9207
	-0.1791
	0.1982

	Prof
	-0.0115
	0.0122
	-0.94
	0.3482
	-0.0355
	0.0126


[bookmark: _Toc71734187]4.7.2.3 Regression Analysis of CSR, CI, CS to CL
As can be seen from the table below, the effects of CSR, CI, CS on CL are significant, and the corresponding P-value is 0.0026, 0.000 and 0.0002 respectively, which is less than the significant level. The moderating effect of PHE is not significant, because the corresponding P-value=0.923, which is greater than the significant level of 0.05.
[bookmark: _Toc71734230]Table 4. 10 Regression Analysis of CSR, CI, CS to CL
	Dependent Variable：ZCL

	　
	coeff
	se
	t
	p
	LLCI
	ULCI

	constant
	0.1596
	0.3405
	0.4689
	0.6396
	-0.5111
	0.8303

	ZCSR
	0.2187
	0.0718
	3.0459
	0.0026
	0.0773
	0.3602

	ZCI
	0.3324
	0.069
	4.8167
	0.000
	0.1964
	0.4683

	ZCS
	0.2703
	0.0704
	3.8409
	0.0002
	0.1316
	0.4089

	ZPHE
	-0.0291
	0.0543
	-0.5362
	0.5923
	-0.1361
	0.0778

	Int_1（ZCSR*ZPHE）
	0.0041
	0.0428
	0.0967
	0.923
	-0.0802
	0.0885

	Age
	0.0431
	0.0439
	0.9818
	0.3272
	-0.0434
	0.1296

	Edu
	-0.0891
	0.1042
	-0.8557
	0.393
	-0.2943
	0.1161

	Prof
	-0.0067
	0.0133
	-0.5024
	0.6158
	-0.0329
	0.0195


[bookmark: _Toc71734188]4.7.2.4 Mediating effect and Moderating effect
From the above regression analysis, the influence of CSR on the two mediating variables CI and CS is significant, the influence of CI on CS is significant, and the influence of CI and CS on CL is significant, so there is a mediating effect in this model. Among the moderating effects of PHE, among the effects of CSR on CS, the moderating effect of PHE is significant. Among the effects of CSR on CL and CSR on CI, the moderating effect of PHE was not significant.
[bookmark: _Toc14775][bookmark: _Toc71734189]4.8 Qualitative analysis of interview data
In addition to the closed questionnaire survey, this study also interviewed 3 employees and 10 consumers. The interview includes corporate image, product quality, CSR, customer loyalty and COVID-19 's social responsibility to Shuanghui Company during the epidemic. The purpose of the interview is to further confirm whether the conclusion of the closed questionnaire survey is consistent with the conclusion of the interview.
[bookmark: _Toc30498][bookmark: _Toc71734190]4.8.1 Word cloud analysis of qualitative data from interviews
According to the content of 13 interviewees, it is found that the most frequent words are "product" and "company". Since these two words are of no use for the analysis of the problem, delete the two words and regenerate the following word cloud map. It can be seen that the word "quality" appears most frequently, followed by "image", "good", "social" and "responsible", which shows that the product quality of Shuanghui Company has been recognized by the interviewees, and has a good corporate image in the eyes of consumers, and is an enterprise that can undertake social responsibility.
[image: ]
[bookmark: _Toc71734219]Figure 4. 10 Word Cloud Map of the Interviewee's Answer
[bookmark: _Toc71734191][bookmark: _Toc28397]4.8.2 Matrix analysis of qualitative data from interviews
According to the interviews with the employees of the three enterprises, it is found that they all recognize the good corporate image of their company and think that the enterprise has a good development prospect in the future. In terms of product quality, the company's employees believe that the reason for the good quality of the company's products lies in strict quality management. From the perspective of CSR, all three employees are concerned about CSR. In terms of customer loyalty, the three employees are loyal customers of their company's products. As for the issue of CSR during the COVID-19 epidemic, the three employees believe that Shuanghui Company has assumed the corresponding social responsibility, and is also the beneficiary of CSR (See Appendix 3 Table 1 Matrix analysis of qualitative data from three employees of the company interviewed).
In the interview with the public outside the company, the data of 10 interviewees were obtained. Here selects the more representative answer, and carry on the matrix analysis, the table is as follows. From the perspective of corporate image and product quality, most of the interviewees think that the company has a good corporate image and high product quality. For CSR, most of the respondents are concerned about CSR, because the product quality of enterprises with social responsibility is also guaranteed. However, most of the respondents did not pay much attention to the CSR activities of Shuanghui Company. From the perspective of customer loyalty, most of the respondents are loyal customers of Shuanghui Company's products, and the reasons for loyalty include product quality and company image. Finally, most of the respondents expressed the hope that the company would assume more social responsibility during the COVID-19 epidemic and make a certain contribution to the society. Below, five of the interviewees were selected to form an interview matrix (See Appendix3 Table 2 Matrix analysis of qualitative data from general customers).
[bookmark: _Toc22807][bookmark: _Toc71734192]4.9 Conclusion and new findings
According to the demographic description and ANOVA analysis of the closed questionnaire data, it is found that CSR is not affected by gender but is affected by age and income level. Middle-aged people aged between 31 and 41 pay the highest attention to CSR. With the increase of income, consumers' attention to CSR is increasing. These conclusions are some new findings. Most consumers aged 31-41 are in their prime working years. The reason why working consumers pay more attention to CSR is that they have experienced CSR firsthand. In addition, since the quality of consumers is positively correlated with their income, with the increase of income, consumers pay more attention to CSR, indicating that with the improvement of people's education level and quality, they pay more and more attention to CSR.
Analysis of the causal relationship among CSR in food industry, corporate image, customer satisfaction and customer loyalty found that CSR has a positive impact on customer loyalty, corporate image and customer satisfaction. Company image has a positive impact on customer satisfaction and customer loyalty. Customer satisfaction has a positive impact on customer loyalty. These conclusions are consistent with those of other scholars in the literature analysis, but this paper takes Shuanghui Company in the food industry as an example for further analysis to verify the conclusions of scholars. Public health events positively moderate the impact of CSR on customer satisfaction, but no positively moderation for the impact of CSR on customer loyalty and corporate image. This conclusion is new because COVID-19 is a worldwide public health event that reinforces the positive impact of CSR on customer satisfaction. However, its influence on customer loyalty and corporate image has not been strengthened. The main reason is that during COVID-19, consumers, as the victim of Coronavirus, were in a nervous state for a long time. Customers believed that CSR was what enterprises should do, which could only make consumers more satisfied, but could not make consumers more loyal (see table 4.11). 
[bookmark: _Toc71734231]Table 4. 11 Results of test
	Hypothesis
	Support/ no support

	H1
	Support

	H2
	Support

	H3
	Support

	H41
	No support

	H42
	Support

	H43
	No support



Through the open interview data, it is found that most of the employees and ordinary consumers think that Shuanghui Company has a good corporate image and high satisfaction and loyalty to the products. Although ordinary consumers do not pay much attention to CSR activities, they all believe that CSR is essential to improve the image, satisfaction and loyalty of the company. At the same time, most of the respondents believed that the company assumed more social responsibility during the COVID-19 epidemic.


Chapter 5 [bookmark: _Toc71734193]Conclusion and Recommendations
[bookmark: _Toc71734194]5.1 Introduction
According to the aim of this study, how CSR affects customer loyalty in China's food industry, the objectives in chapter one are as follows:
1) Study the direct influence of CSR on customer loyalty.
2) To investigate whether corporate image and customer satisfaction play intermediary roles in CSR's impact on customer loyalty.
3) To investigate whether public health events (e. g. COVID-19) play moderating roles in CSR's impacts on corporate image, customer satisfaction and customer loyalty.
This chapter summarizes the achievement of the main objectives above and the main findings of data analysis. At the same time, this chapter completes the last goal, that is, to give corresponding suggestions according to the research conclusions, including that the company should pay attention to CSR, in establishing a good image and providing customer satisfaction and loyalty. During the COVID-19 epidemic, enterprises should strictly control food quality and safety, enhance consumers' awareness of the company's CSR, and strengthen the information disclosure of CSR.
At the same time, this chapter also points out the limitations of the study and the content of further research.
[bookmark: _Toc71734195]5.2 The achievement of objectives
First of all, it systematically combs the relevant research literature on CSR, customer loyalty, corporate image, customer satisfaction and so on, which lays a foundation for the construction of the model and the proposal of research hypotheses. The research of this part is mainly reflected in the second chapter.
Secondly, the impact of Shuanghui CSR on customer loyalty and the intermediary effect of company image and customer satisfaction. This goal is mainly achieved through the regression analysis of the questionnaire data and the qualitative analysis of the interview data in the fourth chapter.
Thirdly, taking Shuanghui Company as an example, this paper analyzes the moderating effect of public health event (e. g. COVID-19) on customer loyalty, company image and customer satisfaction caused by CSR. The realization of this goal is also obtained in the fourth chapter through the regression analysis of the questionnaire survey data.
[bookmark: _Toc71734196]5.3 Main findings
First of all, according to the literature analysis, it is found that CSR has a positive impact on customer loyalty, and corporate image and customer satisfaction play a mediating role in this impact. At the same time, the worldwide epidemic of COVID-19 makes people pay more attention to the CSR and its influences.
Secondly, according the ANOVA, most consumers aged 31-41 are in their prime working years，they pay more attention to CSR. In addition，since the quality of consumers is positively correlated with their income, with the increase of income, consumers pay more attention to CSR. These findings further enrich the demographic nature of CSR research.
Thirdly, according to the literature analysis, it is found that CSR has a positive impact on corporate image, customer satisfaction and customer loyalty. Corporate image and customer satisfaction play the mediating role in the impact of CSR on loyalty. These conclusions are consistent with the conclusions of literature research, and the contribution of this paper lies in that it further confirms the conclusions of this research by taking food enterprises as an example.
Finally, recent literature only focuses on the impact of COVID-19 on people's perceptions of CSR, no quantitative studies were conducted. The contribution of this study is to conduct an empirical analysis on the moderating role of public health events in CSR's influence on corporate image, customer satisfaction and customer loyalty. The basic conclusions are as follows: public health events positively moderate the impact of CSR on customer satisfaction, but its moderation role for the impact of CSR on customer loyalty and corporate image are not being obvious. The possible reason is that during the COVID-19 period, people believed that CSR was what the enterprises should do, so the CSR behavior of enterprises could only make them satisfied but could not significantly increase customer loyalty and corporate image. This is a new finding.
[bookmark: _Toc71734197]5.4 Recommendations
[bookmark: _Hlk71726178]First of all, food enterprises should pay attention to CSR. According to the conclusion of empirical analysis, CSR has a positive impact on customer loyalty, corporate image and customer satisfaction. Therefore, in the process of achieving business objectives, food enterprises should establish a good corporate image, improve customer satisfaction and customer loyalty, and should take the initiative to assume economic responsibility, legal responsibility, ethical responsibility, charitable responsibility and environmental protection responsibility. At the same time, according to the interview, it is found that a small number of interviewees do not pay attention to the social responsibility activities of food enterprises, so enterprises should not only carry out relevant social responsibility activities, but also actively promote and deepen public awareness.
Secondly, strictly control the quality and safety of meat products. The analysis of questionnaire data shows that public health events such as COVID-19 's epidemic have strengthened people's understanding of CSR, so meat companies like Shuanghui should, on the basis of ensuring the quality and safety of meat products, fulfill their social responsibilities during COVID-19 's epidemic. Ensure the quality and safety of raw milk supply, improve the quality level of meat production and processing, strengthen the monitoring of meat quality and safety, and strengthen the quality control of sales and circulation.
Thirdly, strengthen the information disclosure of meat CSR. Meat enterprises should actively use a variety of media and channels to spread social responsibility behavior, regularly issue social responsibility reports, disclose social responsibility information, and actively participate in the selection of social responsibility held by trade associations, in order to alleviate and eliminate the asymmetry with consumers. Through a variety of ways to make consumers aware of CSR, establish a good reputation, and promote the improvement of purchase intention.
[bookmark: _Toc71734198]5.5 Limitations
First of all, the selection of variable dimensions is not comprehensive. In the dimension selection analysis of CSR, only six dimensions are selected: economic responsibility, charitable responsibility, legal responsibility, ethical responsibility and environmental responsibility, while CSR contains many dimensions of responsibility. only a small number of dimensions are not conducive to a comprehensive analysis of the impact of CSR on customer loyalty.
Secondly, this paper refers to the 82nd model of Hayes (2017) and makes an empirical analysis. The empirical analysis is based on the questionnaire survey data. This paper only summarizes the conclusions of the analysis and does not conduct in-depth analysis of the reasons for the conclusions.
Finally, the limitations of the quality of the respondents. The main purpose of this survey is to collect data through the questionnaire collection service provided by the questionnaire stars. because it is unable to control the identity of the respondents, they will face the respondents' lack of understanding of the concept of CSR in the process of collection. as a result, it is too casual to fill in the questionnaire, which has an impact on the quality of the data.
[bookmark: _Toc71734199]5.6 Further research	
Combined with the shortcomings of this study, it is hoped that there will be some development and breakthroughs in the following aspects in the future:
(1) Carry on the research according to different industries. This dissertation mainly studies Shuanghui Company. In the future, according to the characteristics of different industries, this paper can design targeted models to give guidance to various industries in the implementation of CSR.
(2) Classify and study the characteristics of different consumers. Due to the differences in gender, income and education, there are some perceptual differences in the understanding of CSR among consumers. In the process of future research, we can choose a specific consumer group to carry out analysis. To further enrich the study of CSR.
(3) Other stakeholders can be studied. When enterprises fulfill their social responsibility, they will not only have an impact on consumers, but also attract the attention of other stakeholders, and each stakeholder will also have an impact on the performance of CSR. therefore, the future research can be carried out from the perspective of different stakeholders.
[bookmark: _Toc71734200]5.7 Conclusion
The research objectives are determined in Chapter one. In order to achieve these objectives, the second chapter analyzes the relevant literature, which lays a foundation for the construction of the model. The third chapter analyzes the research methods of this paper according to the onion map. The fourth chapter makes a regression analysis of the causal relationship between variables based on the questionnaire data and points out the mediating effect and moderating effect. At the same time, the conclusion of the questionnaire data analysis is further confirmed by the qualitative analysis of the interview data. The fifth chapter gives the suggestions, main conclusions, limitations, and the further research.
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[bookmark: _Toc71734203]Appendix 1 Questionnaire on Corporate Social responsibility and Customer Loyalty
I am a college student, because writing papers need to conduct a questionnaire survey on corporate social responsibility. I chose Shuanghui Group, which is located in Luohe City, Henan Province, in the food industry. Thank you for filling out the questionnaire in your busy schedule. I will strictly abide by the ethical requirements of thesis writing, keep the information confidential for each interviewee, and use the survey data after processing, which will not affect individuals and companies.
	Variable Name
	Question
	Strongly disagree
	Disagree
	Neither agree or disagree
	Agree
	Strongly agree

	[bookmark: _Hlk69630745]CSRE1
	1.Shuanghui Company has a strong competitive advantage
	☐	☐	☐	☐	☐
	CSRE2
	2.Shuanghui Company is an enterprise that can make a profit
	☐	☐	☐	☐	☐
	CSRE3
	3. Shuanghui Company has strong economic strength.
	☐	☐	☐	☐	☐
	CSRE4
	4. Shuanghui is committed to maximize profits
	☐	☐	☐	☐	☐
	CSRL1
	5. Shuanghui Company abides by local and national laws
	☐	☐	☐	☐	☐
	CSRL2
	6. The operation of Shuanghui Company conforms to government laws and regulations
	☐	☐	☐	☐	☐
	CSRL3
	7. The product safety of Shuanghui Company conforms to the national laws and regulations
	☐	☐	☐	☐	☐
	CSRL4
	8. Shuanghui Company fulfills the legal obligations stipulated by the state or community
	☐	☐	☐	☐	☐
	CSRM1
	9. Shuanghui Company strives to be a good citizen
	☐	☐	☐	☐	☐
	CSRM2
	10. Shuanghui Company is in line with ethical norms in the treatment of employees, consumers, communities and other stakeholders
	☐	☐	☐	☐	☐
	CSRM3
	11. The products of Shuanghui Company are in line with ethical norms in terms of safety and green.
	☐	☐	☐	☐	☐
	CSRM4
	12. The operation of the company can be in line with social and ethical expectations
	☐	☐	☐	☐	☐
	CSRC1
	13. Shuanghui Company actively participates in charitable activities such as relief, poverty alleviation and donation
	☐	☐	☐	☐	☐
	CSRC2
	14. Shuanghui Company is committed to supporting the improvement of the quality of life in the community
	☐	☐	☐	☐	☐
	CSRC3
	15. Shuanghui Company supports and promotes philanthropy
	☐	☐	☐	☐	☐
	CSRG1
	16. Shuanghui Company actively carries out product green certification
	☐	☐	☐	☐	☐
	CSRG2
	17. Shuanghui Company actively participates in community environmental protection
	☐	☐	☐	☐	☐
	CSRG3
	18. Shuanghui Company actively participates in community public health service 
	☐	☐	☐	☐	☐
	CSRG4
	19. Pay attention to energy saving and emission reduction in the production process of Shuanghui Company 
	☐	☐	☐	☐	☐
	CI1
	20. Shuanghui Company has a good social reputation
	☐	☐	☐	☐	☐
	CI2
	21. Shuanghui Company is an example of the food industry
	☐	☐	☐	☐	☐
	CI3
	22.Shuanghui Company has high transparency
	☐	☐	☐	☐	☐
	CI4
	23.Shuanghui Company has a good reputation in the eyes of consumers 
	☐	☐	☐	☐	☐
	CS1
	24. Shuanghui's social responsibility policy caters to my expectations 
	☐	☐	☐	☐	☐
	CS2
	25. I am satisfied with the performance of Shuanghui's social responsibility
	☐	☐	☐	☐	☐
	CS3
	26.I am satisfied with the company's products and services
	☐	☐	☐	☐	☐
	CL1
	27. I am willing to publicize Shuanghui Company to the people around me
	☐	☐	☐	☐	☐
	CL2
	28.I would like to patronize Shuanghui products
	☐	☐	☐	☐	☐
	CL3
	29.I would like to recommend Shuanghui products to my friends or colleagues
	☐	☐	☐	☐	☐
	PHE1
	30.Shuanghui Enterprises under COVID-19 's epidemic situation should bear more social responsibility 
	☐	☐	☐	☐	☐
	PHE2
	31.During the epidemic of COVID-19, Shuanghui enterprises should take the lead in abiding by the epidemic prevention policy of the community
	☐	☐	☐	☐	☐
	PHE3
	32.During the epidemic period of COVID-19, Shuanghui enterprises should bear the corresponding charitable responsibility
	☐	☐	☐	☐	☐
	PHE4
	33.During the epidemic of COVID-19, Shuanghui enterprises should bear the ethical responsibility to the stakeholders
	☐	☐	☐	☐	☐
	PHE5
	34.During the epidemic period of COVID-19, Shuanghui enterprises should actively participate in community environmental health service activities
	☐	☐	☐	☐	☐
	PHE6
	35.If COVID-19 of Shuanghui Company assumes more social responsibility during the epidemic, my loyalty to Shuanghui Company will be enhanced 
	☐	☐	☐	☐	☐


36. Your gender:
· male
· female

37. Your age:
A under 18 years of age
B 18-25
C 26-30
D 31-41
E 41-50
F over 50 years old

38. Your education level:
A Below high school
B High School / Technical Secondary School
C University undergraduate / junior college
D Master degree or above

39. Your occupation:
· full-time students
· production personnel
· sales staff
· Marketing / public relations staff
· Administrative / logistics staff
· Human resources
· Finance / auditors
· clerical / staff
· Technical / R & D personnel
· management staff
· teacher
· professionals
· other

40. Your average monthly income:
A less than 3000 yuan
B 3000-5000 yuan
C 5000-8000 yuan
D 8000-15000 yuan
E15000-20000 yuan
F over 20000 yuan

2

[bookmark: _Toc71734204]Appendix 2 Interview Outline
1. What is the image of Shuanghui in your mind in the food industry?
2. As a customer of Shuanghui Company, what do you think of the product quality of the company? In what ways?
3. Do you pay attention to corporate social responsibility activities and why?
4. Are you a loyal customer of Shuanghui Company? Why?
5. What are you most concerned about Shuanghui Company during COVID-19 's epidemic?
6. As an ordinary citizen consumer, what are the reasons for your loyalty to a product or brand? Do you consider factors such as corporate social responsibility and corporate image, and why?
7. During the COVID-19 epidemic, what kind of social responsibility do you think enterprises should undertake? What about Shuanghui Company?









[bookmark: _Toc71734205]Appendix 3 Matrix Analysis of Qualitative Data From the Company Interviewed
[bookmark: _Toc71734232]Table  1 Matrix Analysis of Qualitative Data from Three Employees of the Company Interviewed
	
Questions
	Theme
	Participant 1
	Participant 2
	Participant 3

	Q1. What is the image of Shuanghui Company in your mind in the food industry?

	Company Image
	Shuanghui Company, the largest meat processing base in China, is a strong and responsible enterprise.
	Shuanghui Company is a large enterprise group with continuous innovation and development.
	Shuanghui Company is a leading enterprise in the food industry, with a good corporate image.

	Q2. As a customer of Shuanghui Company, what do you think of the product quality of the company? In what way?
	the product quality
	The quality of the company's products is very high, mainly because the company has a strict quality control system.
	Because the company has done a good job in product quality management, the product quality of the company is still very high.
	Because the company's products are mainly meat food, the requirements in quality management and food safety are very strict, so the quality of the company's products is still very good.

	Q3.  Do you pay attention to CSR activities？why?

	CSR
	Pay attention. Because I am the manager of the company, I am a participant in corporate social responsibility activities.
	Pay attention. Because I am an employee of the company, I am concerned about the social responsibility of the company to its employees.
	Pay attention. Because the food safety of food enterprises is the first, they should bear the responsibility of safety first.

	Q4.  Are you a loyal customer of Shuanghui Company? Why?

	 Customer loyalty
	Right. Because Shuanghui's product quality and corporate image are the best in the same industry.
	Right. Because this is the product produced by my own company, I know the product quality very well, so I believe in the products of Shuanghui Company more than the products of other companies.
	Right. Because the company's products have the highest market share in China.

	Q5. What are you most concerned about Shuanghui Company during COVID-19 's epidemic?
	COVID-19 
	Most concerned about Shuanghui's food safety issues and CSR related activities.
	The most concerned is the safety and security of Shuanghui employees and wage protection.
	The most important concern is Shuanghui's donation to the seriously affected areas.

	Q6.  As an ordinary citizen consumer, what are the reasons for your loyalty to a product or brand? Do you consider factors such as CSR and corporate image, and why?

	reasons of customer loyalty
	The reasons for loyalty mainly include corporate awareness, product quality and corporate image. Will consider CSR and corporate image, because a responsible enterprise with a good image will often care about the quality and safety of its own products.
	The reasons for loyalty mainly include the recognition of the products by the people around them and the corporate image. Will consider CSR and corporate image, corporate image is the external performance of corporate product quality and brand awareness.
	The main reasons for loyalty are corporate image, enterprise scale, the evaluation of products by people around them, and so on. Will consider CSR and corporate image, corporate image is often the result of long-term recognition and high evaluation of consumers.

	Q7. During the COVID-19 epidemic, what kind of social responsibility do you think enterprises should undertake? What about Shuanghui Company?

	social responsibility during COVID-19
	On the one hand, it is necessary to assume the relevant social responsibility of the employees within the enterprise, that is, the security and salary guarantee during the COVID-19 epidemic. In addition, there is food safety to prevent products from being affected by novel coronavirus. Shuanghui Company issued a notice on strengthening training related to epidemic prevention and control to train employees on epidemic knowledge. Distribute epidemic prevention materials to employees and provide living subsidies to employees during the Spring Festival epidemic.
During the epidemic period, Shuanghui Company carried out novel coronavirus testing on imported cold chain food in strict accordance with national regulations, and obtained nucleic acid testing certificate and disinfection certificate before it could be transported and sold.
	On the one hand, it is necessary to assume the social responsibility of corporate employees, as well as the responsibilities of other stakeholders.
Shuanghui Company has done a good job in the social responsibility of its employees. We have conducted knowledge training on the epidemic situation and distributed epidemic prevention materials such as masks and disinfectants.
	In addition to the concern of employees within the enterprise, it is also necessary to bear the responsibility of community epidemic prevention.
Shuanghui Company trained our employees on epidemic knowledge and distributed epidemic prevention materials such as masks and disinfectants. At the same time, during the epidemic period, we expressed condolences to families in need and assisted Wuhan and other areas with serious epidemic conditions.




[bookmark: _Toc71734233]Table  2 Matrix Analysis of Qualitative Data from General Customers
	
Questions
	Theme
	Participant 1
	Participant 3
	Participant5
	Participant 7
	Participant 9

	Q1. What is the image of Shuanghui Company in your mind in the food industry?

	Company Image
	Old brand, the first choice in the same type of food.
	It should be said that the brand is more at ease, especially the cold fresh meat, is recognized by everyone.
	Okay.
	The image of Shuanghui Company in the hearts of customers, I think is very good, first of all, it has very well-known products.
Shuanghui is a company specializing in processed food. Most of its products are fast food, which is cheap and convenient.
	Shuanghui is a company specializing in processed food. Most of its products are fast food, which is cheap and convenient.

	Q2. As a customer of Shuanghui Company, what do you think of the product quality of the company? In what way?

	the product quality
	The overall quality is good; the price is different, but the ratio of performance to price is high.
	Product quality: cold meat quality is good, ham do not understand, because basically do not eat ham.
	The quality of the product is OK.
	I think the quality of its products is very good, because among the local food you can come into contact with, the quality of Shuanghui has always been relatively good.
	The overall quality is stable and standardized. Because its products are vacuum-packed and mass-produced, and rarely hear negative news from Shuanghui.

	Q3.  Do you pay attention to CSR activities？why?

	CSR
	Will not deliberately pay attention, the relevant news exposure is not high, if the headlines will be hot search, will pay attention to.
	Of course, pay attention to CSR activities, because the product quality of socially responsible companies will make people feel more guaranteed, but for well-known reasons, what people can pay attention to must be reported. I don't pay special attention to a particular company.
	Don't care.
	I do not pay attention to CSR activities, because first of all, I think as a consumer, I first pay attention to the enterprise, the quality of its products is what I think is the most important, so I do not pay attention to social responsibility activities.
	If it does not have the corresponding social responsibility, I will doubt whether its food is safe.

	Q4.  Are you a loyal customer of Shuanghui Company? Why?

	 Customer loyalty
	No, the demand for this kind of products is not high, because minced meat is not healthy enough.
	Yes, cold fresh meat only eats Shuanghui. I feel that the quality of the product is reassuring.

	Yes, because I think the quality of Shuanghui products can be trusted.
	I am a loyal customer of Shuanghui Company, because I think the product quality of Shuanghui has always been superior, so I prefer the products of this company.
	No, because in China, there are many substitutes for Shuanghui products from other companies.

	Q5. What are you most concerned about Shuanghui Company during COVID-19 's epidemic?

	COVID-19 
	Whether the food safety testing of one's own products is strict or not.
	Product quality, whether strict quarantine; whether to make due contributions to the fight against epidemic.
	I am most concerned about the product quality control of Shuanghui Company and the epidemic prevention measures of the production department.
	With regard to the nausea that I am most concerned about during COVID-19 's period, Shuanghui Company is his quality issue, that is, whether he will be affected by novel coronavirus in the use of his products. This is the issue that consumers are most concerned about. Then, the second is whether the prices of his products will fluctuate greatly because of the company during the epidemic. This is also an issue that consumers are more concerned about.
	Food safety, there is no risk of infection with the virus.

	Q6.  As an ordinary citizen consumer, what are the reasons for your loyalty to a product or brand? Do you consider factors such as CSR and corporate image, and why?

	reasons of customer loyalty
	Reason: good quality and reasonable price. Corporate image must be considered. Corporate image and social responsibility are the reflection of corporate conscience.
	The most important thing is product quality, which will consider CSR and corporate image, because it is difficult to imagine that an enterprise without social responsibility can strictly control the quality of its products.
	The reasons for my loyalty to a certain product or brand are: product quality, price, product brand influence, product reputation and so on. I will consider CSR and corporate image, because corporate image is the embodiment of a company's comprehensive capabilities, and a good corporate image represents a high rate of public support for corporate products. Such enterprises are more worthy of priority to be selected and trusted.
	I think to a certain extent, an enterprise must pay attention to its social responsibility factors and corporate image, because if the image of an enterprise is not good, its sense of social responsibility is poor, then, the public will generally think that the product quality of this enterprise is not good, so I think this is also more important.
	Reasons for product loyalty: product quality, company image and philosophy.

	Q7. During the COVID-19 epidemic, what kind of social responsibility do you think enterprises should undertake? What about Shuanghui Company?
	social responsibility during COVID-19
	From the point of view of the people, do more public welfare, such as donating our own citizens, helping people of friendly countries, etc.
	During the epidemic period, enterprises should ensure the quality at home and provide as much help as they can outside.
	In my opinion, the social responsibilities that enterprises should undertake are as follows: giving priority to meeting the interests and needs of epidemic areas and patients, especially the production and operation enterprises that fight against novel coronavirus, such as drugs, medical devices, protective products, etc., as well as enterprises in sanitation and cleaning services, property, logistics, transportation and livelihood protection to overcome difficulties and ensure supply is the requirement of actively fulfilling social responsibility. Treat employees kindly, fulfill their social responsibilities to them, deal with suppliers legally, in good faith and fairly, fulfill their contractual obligations and ensure the reasonable rights and interests of suppliers, fulfill their social responsibilities to consumers, the responsibilities to consumers are mainly reflected in providing consumers with safe and reliable products and services to meet their material and spiritual needs, and respecting consumers' right to know and freedom of choice. Provide high-quality after-sales service, solve problems for consumers in time, etc. For a well-known food company like Shuanghui, I think we should also bear the above social responsibility.
	During COVID-19 's time, I think Shuanghui Company should keep its product quality and its price fluctuating little and be able to give back to society to a certain extent, ah, for example, some donations and other activities. I think this is very helpful to improve his corporate image.
	Respond to the government's call to manage your employees to abide by epidemic prevention regulations. And contribute appropriately. For Shuanghui Company, you can donate some food to the front-line epidemic prevention personnel.
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