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1. [bookmark: _Toc22816]Introduction
The aim of this proposal 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 corporate social responsibility 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. Secondly, the moderating role of public health events.

This proposal is mainly divided into the following parts: Research background and literature review, Aims and Objectives, Model and Hypotheses, Research Design and Methodology, Resources and Planning, Limitations and Ethical Risks, Conclusion.
2. [bookmark: _Toc17123]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）. 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 corporate social responsibility, to understand the characteristics of consumer behaviour and so on.
3. [bookmark: _Toc18805]Literature Review
[bookmark: _Toc23768]3.1 Corporate Social Responsibility (CSR)
Oliver Sheldon (1924) first gives the definition of CSR, which holds that enterprises should bear all kinds of impacts on society. Later, many scholars have studied CSR from different fields, but its definition does not be unified. The Council of Europe (2011) also believes that CSR is a social impact, which is considered to be an important corporate resource that affects customers' perception of the business (Wang, 2018; Yuen, Thai and Wong, 2016). The pyramid model of corporate social responsibility proposed by Carroll (1979) is a representative study. He believes that while enterprises fulfil their economic responsibilities, they can abide by the law, pay attention to ethics and do public welfare. Therefore, corporate social responsibility includes corporate economic responsibility, legal responsibility, ethical responsibility and charitable responsibility. From the perspective of enterprises, Frederick (1983) puts forward spontaneous and compulsory social responsibility, which tends to the way of charitable donation, while compulsory responsibility refers to the responsibility stipulated by laws and regulations. After that, many scholars not only start from the perspective of the enterprise itself, but also begin to think about enriching the content of CSR from the perspective of corporate stakeholders. According to the stakeholder theory, Brown and Dacin (1997), it is pointed out that while enterprises remain responsible to shareholders in the past, they need to pay more attention to the social responsibility to other stakeholders, including employees, consumers, community, customers, government and so on, thus expanding the scope of corporate social responsibility. On the basis of previous studies, Sarkar and Searcy (2016) analyses the content evolution of CSR. He divides CSR into three stages, and the research content continues to expand. Finally, he synthesizes the research contents of the three stages, and thinks that CSR includes economic responsibility, social responsibility, ethical responsibility, stakeholder responsibility, sustainability and so on.
[bookmark: _Toc5460]3.2 Customer loyalty
Customer loyalty is defined as a stable and persistent relationship between customers and product or service providers (Singh and Sirdeshmukh, 2000). Therefore, customer loyalty is regarded as the key to enterprise growth and maintaining a stable customer base (Kotler and Armstrong, 2008). Jacoby and Chestnut (1978) summarizes more than 300 research results and sums up customer loyalty as attitude loyalty and behaviour loyalty. Attitude loyalty is a preference for products and services, while behavioural loyalty is a repeated purchase behaviour identified by measuring the purchase frequency and share of customers. By adding marketing factors, Oliver (1999) found that these marketing factors will not affect consumers' loyalty to the brand. He defines customer loyalty as consumers' repeated purchase behavior for a long time in the future, which is difficult to transfer easily due to market changes. In a word, customer loyalty is gradually formed on the basis of long-term understanding of enterprise behavior and product quality, and cannot be changed in a short time.
[bookmark: _Toc7204]3.3 The influence of CSR on customer loyalty

There are many literatures on the impact of CSR on customer loyalty, most of which select intermediary variables such as customer satisfaction and corporate image. For example, Lee, Han, Radic & Tariq (2020) studied CSR as a customer satisfaction and retention strategy in the chain restaurant sector; Servera-Francés & Piqueras-Tomás (2019) studied the effects of CSR on consumer loyalty through consumer perceived value; Zhang Jiaoying (2019) studied the influence mechanism of CSR on customer loyalty. Osakwe and Yusuf (2020) CSR's roadmap to customer loyalty. From the perspective of industry research, some scholars analyzed the impact of CSR on customer loyalty from the perspectives of real estate industry (Sun Yunyun, 2018), hotel industry (Latif, Perez and Sahibzada, 2020) and dairy industry (Chen Xiaofeng, 2014).
[bookmark: _Toc7770][bookmark: _Hlk57480603]4.Aims & Objectives
[bookmark: _Toc7540]4.1 Aims
The aim of this study is to know how does CSR affect customer loyalty in China's food 
industry.
[bookmark: _Toc29154]4.2 Objectives
1) To investigate whether corporate image play intermediary roles in CSR's impact on customer loyalty.

2) To investigate whether 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 customer loyalty.
[bookmark: _Toc5782]5. Model & Hypotheses
[bookmark: _Toc15606]5.1 Research model
This study will build 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: _Toc23825]Figure 1: Research Model
[bookmark: _Toc4350]5.2 Research hypothesis
According to the above model, it mainly includes the following assumptions:
H1: CSR has a positive impact on customer loyalty.
H2: CSR has a positive impact on the company's image.
H3: Company image has a positive impact on customer satisfaction.
H4: Customer satisfaction has a positive impact on customer loyalty.
H5: Public health events positively moderate the impact of CSR on customer loyalty.
6. [bookmark: _Toc3752]Research Design & Methodology
According to Research Onion model (Saunders et al, 2007), this study gives the research ideas from six aspects.


[bookmark: _Toc1737]Figure 2：Research Onion
6.1 [bookmark: _Toc21178]Research Philosophy
The research philosophy used here is positivism and interpretationism. Since the hypothesis is given at every stage of the study (Burrell and Morgan, 2016), this study is no exception. Through the construction of the model, some basic hypotheses are given, including CSR's hypothesis of customer loyalty, intermediary effect hypothesis and regulatory effect hypothesis. Through empirical analysis to verify these hypotheses, and explain it.
6.2 [bookmark: _Toc31448]Approach
The main method used in this study is induction. According to the research of Michalski (1983), inductive learning is a process of inductive inference based on environmental facts. Through the questionnaire survey data of the food industry, this paper analyzes the facts of corporate social responsibility, customer loyalty, corporate image, customer satisfaction and public health events in the food industry, and draws the corresponding conclusions through causal analysis.
Literature Analysis
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[bookmark: _Toc9181]Figure 3: the Process of Induction
6.3 [bookmark: _Toc13595]Research methodologies and strategies
This study collects sample data by issuing questionnaires to customers, and the way of data analysis and processing is regression analysis and other statistical methods. The specific statistical software used is SPSS, to detect and verify the data, complete descriptive statistics, reliability and validity of sample variables, related tests and regression. Finally, to test the stability and reliability of the questionnaire data, but also to verify the previously proposed model framework and assumptions, but also to test the moderating variables and intermediary variables.
6.4 [bookmark: _Toc19247]Time horizon 
The time range used in this study is the horizontal time range, that is, a piece of data is mainly obtained through questionnaires and interviews, so the question of the study is at a certain point in time.
6.5 [bookmark: _Toc8060]Techniques and Procedures
I mainly collect research literatures through search engines such as Google Scholar and the Journals Web of VIP, as well as the library database of the University of Wales Trinity Saint David and CNKI literature. These methods of collecting secondary data are feasible, and I have collected some literature. At the same time, I will also collect some cases of social responsibility in China's food industry through news media, and collect the information of listed companies of Chinese food companies through the database of listed companies to help me further study. These secondary data collection method are feasible.  

I will collect primary data by issuing questionnaires. Questionnaires were collected mainly through Questionnaire Star website in China. Questionnaires were mainly distributed among consumers who knew food consumption and food CSR. For the questionnaire release time, I am preparing to release in China Spring Festival holiday in 2021 because I can contact more people to fill out questionnaires during this time.
7. [bookmark: _Toc17187]Resources & Planning

Bryman and Bell (2007) believe that all research will be limited by time and resources. In order to better carry out the research, this study will make a plan according to the time schedule. The specific Gantt chart is as follows (see Appendix1).

[bookmark: _Toc2549]8. Limitations & Ethical Risks
[bookmark: _Toc9694]8.1 Resource Limitations 
In the process of literature collection and questionnaire investigation, we may face resource constraints. For example, some literatures may not be found, and only relevant research literatures can be used. In the process of questionnaire survey, there may be errors in the data due to sampling.
[bookmark: _Toc12279]8.2 Ethical Considerations
As the theme of this study is corporate social responsibility, the subjects in the questionnaire and interview are mainly customers in the food industry, and the survey process generally does not bring risk to the respondents. However, I will also pay attention to protect the privacy of the respondents in the course of the survey, fully communicate with the respondents before the survey, and the respondents are anonymous when filling out the questionnaire.
[bookmark: _Toc11105]8.3 Reliability & Validity
Whether the questionnaire data can be used to test hypotheses needs to be analysed for reliability and validity. Reliability refers to the degree to which the results are consistent when the same object is measured repeatedly by the same method. Validity refers to the degree to which measurement tools or means can accurately measure what needs to be measured (Fiona Middleton,2020).
[bookmark: _Toc4721]9. Conclusion
Through the background research and literature analysis of the food industry, the research model is constructed and the hypothesis is put forward. Through questionnaires and interviews to obtain first-hand data, analyze the data, empirically test hypotheses, and draw corresponding conclusions, and finally give the impact of Chinese food industry CSR on customer loyalty.
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