1.0 Chapter One – Introduction 
The fundamental aim of this dissertation is to examine if there is a need for FaceBook (FB) to integrate Corporate Social Responsibility (CSR) strategies to improve their brand perception.  Previous studies have focused on why social media platforms such as FB are important to CSR, (Dutot et al., 2016; Golob et al., 2013) but very little research has been carried out on whether there is a need for social media platforms such as FB, to integrate CSR strategies into their business plan to assist in improving brand perception: an area which this dissertation hopes to contribute in fulfilling. 
1.1 Problem orientation
Brand is a set of perceptions which consumers believe a service represents not what the company claims to be, (Yaniv and Farkas, 2005; Kervyn et al, 2012). Brand perception is often known to be, “the added value given by current and potential consumers to the brand name”, (Foroudi et al., 2018, pg2.). Many studies have found that having a good brand perception can generate positive outcomes for an organisation as it strengthens business-consumer relationships, (Hess et al.,2011; Veloutsou, 2007). Coinciding with brand perception is consumer trust. Improving consumer trust affects the attractiveness of an organisation and improve brand perception, (Kim et al.,2015). The topic of consumer trust has gained a lot of press attention and has become a mainstream issue for FB over the past three years due to the FB-Cambridge Analytica (CA) scandal in 2018. This revealed over 50 million FB accounts had been harvested for CA in a major data breach, (Cadwalladr and Graham-Harrison, 2018). CSR can be used to improve brand trust and establish a positive relationship with FB overall improving brand perception, (Lai et al, 2010).    
1.2 Background of the research problem
The entirety of CSR can be discerned by the three terms found in its title phrase: ‘corporate,’ ‘social,’ and ‘responsibility.’ One of the earliest contributors to CSR literature is Howard R. Bowen who raised the question “What responsibilities to society may businessmen reasonably be expected to assume?”, (Bowen, 2013. Pg17). There are numerous definitions for CSR one being,“the responsibilities corporations have to their stakeholder groups”, (Johnson et al, 2008) another by Heald (1957) declares, “an obligation to the society it serves not only for maximum economic performance but for humane and constructive social policies as well”, (Rahman, 2011). CSR has a long history which evolved to cover the obligations corporations have to the societies which they are based and operate to assist in achieving long term sustainable corporate success, (Rahman, 2011; Lee-Davies, 2005). CSR is becoming increasingly observed on the business agenda as it is connected to many other aspects in an organisation such as Consumer engagement and brand loyalty, (Grayson, 2004; He and Lai, 2014). Lego, Microsoft, Google, and Intel are all organisations which have successfully incorporated CSR practises. These companies are being perceived by consumers as the most socially responsible, (Strauss, 2017). However, existing literature covering FB in connection to CSR is very sparse and the overall perception of FB is negative. The internet is flooded with articles of instances where FB has mistreated and exploited users data, (Bertot et al., 2012; Doward et al., 2017). 
Social media refers to websites and applications that enable its users to exchange content with other users quickly and efficiently, it has transformed the way information is shared through communities and around the world, (Mayfield, 2008). There are numerous social media sites the most popular being FB, YouTube, Instagram, Weibo, Twitter and Reddit, (Greenwood, Perrin, Duggan, 2016). This dissertation will be analysing FB, although the company owns Instagram, WhatsApp and Oculus, (Shead, 2019) the researcher will be only analysing FB the platform not the corporate. 
The number of people using social media is rapidly rising. One report recorded 90% of young adults aged 18 to 29, 65% of adults and 35% of seniors aged 65 and above are currently using a form of social media, (Perrin, 2015). In 2019 it was recorded that 79% of the American population had a networking profile, (Statista, 2019). FB has 2.5 billion monthly active users making it the largest social networking site globally and has the vision of giving people the power to build community and bring the world closer together, (Zuckerberg, 2017; FB users worldwide 2019, Statista, 2020). There has been a major increase in the use of social media as more people and business are recognising the benefits of using platforms like FB which can be adopted and utilised as sources of income, It is reported that the type of generation choosing to use social media is altering as generation Z and millennials are spending less time using platforms such as FB but generation X  and baby boomers are using FB the most frequently, (Viens, 2019). In 2010, 88% of marketers were using social media and were spending over 60 billion dollars annually on advertising, (Whiting and Williams, 2013). Social media has become the pinnacle for successful businesses. It allows businesses to communicate with customers enabling them to build relationships and target potential customers, (Lovejoy and Saxton, 2012). The creation of Virtual customer environments (VCEs) are formed from online communities which share the same interests are grouped around specific firms, brands, and products, (Scott, 2015). These environments create value for businesses by driving traffic, generating sales by advertising, create customer satisfaction through customer service and aid in product development by generating an increase in revenue, (Scott, 2015). With so many users and uses, platforms such as FB need to be conscience of the impact, they are allowing their platforms to have on society, this can be achieved by practising CSR. The development of CSR means that businesses such as FB can improve their brand image by changing user attributes towards the company, (Bertels and peloza, 2008).
CSR claims to improve brand identity if there is long-term commitment to CSR activities and if it is incorporated into building user trust it can sustain long-term relationships; “CSR activities create and nurture consumers' trust in the company, which in turn, bring about consumers' positive or improved perceptions of the firm”, (Park et al., 2014).  
There is a landscape of CSR theories and approaches that have been developed, (Carroll, 1999), for the purpose of this dissertation the conceptual framework published by the Global Business and Management Research Journal which was built by incorporating Aaker’s model (1991) on brand equity and Schwartz and Carroll’s model (2003) of CSR, will be used as a structure in chapter two, (Niazi et al., 2012)
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Figure 1.1 Conceptual framework for research 
                                                                                     
1.3 Rationale
There is research in relation to the relationship of using social media platforms to communicate CSR values towards consumers which can lead to an improved brand perception, (Vernuccio, 2014), but there is minimal research examining the importance of FB integrating CSR strategies to improve their brand perception. As previously identified the internet is flooded with articles discussing FB’s poor reputation, exploiting its members and their social networks by exposing them to commercialisation, (Lilley and Gumbus, 2012). This dissertation will discuss the advantages of incorporating CSR practises, analyse FB current brand perception and investigate through the means of secondary and primary research what the most valuable CSR responsibilities individuals consider to be, which if acted upon by FB would improve their perception. 
1.4 Aims and Objectives
The purpose of this investigation is to examine if there is a need for FB to integrate CSR strategies to improve their brand perception. The objectives are as follows.
1. Examine previous academic literature surrounding CSR and brand perception and analyse the impact integrating methods of CSR have had on similar organisations.
2. Conduct primary research in the form of an online questionnaire which will evaluate FB current brand perception and determine the CSR responsibilities most effective in improving FB brand perception. 
3. Synthesis previous academic literature and collected primary research to draw a conclusion on FB’s current brand perception and make recommendations on how they can improve their brand perception.
1.5 Research 
An online questionnaire will be produced using the online survey tool Google forms. To prevent conflict, the questionnaire will not be distributed on FB platform and will instead be delivered via WhatsApp. The link to the questionnaire will be made available on Instagram within the researchers Bio and uploaded to Instagram storied which can be shared. These approaches allow a wide variety of people to have access to and complete the questionnaire which allows the researcher to collect a variety of responses while providing anonymity to the participants. The responses will be analysed for themes using the software NVivo and SPSS.  
The next chapter discusses scholarly research on CSR and social media. This work will be used to help the dissertation to be carried out by the researcher. 
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Research Conceptual Model
By identifying the basic variables on the research subject and creating a relationship between
them through theoretical and empirical literature background, conceptual framework and model
of this study was designed. In the conceptual model of research, dimensions of brand equity are
extracted from Aaker model (1991) which includes perceived quality, brand awareness, brand
association, brand loyalty and the corporate social responsibility model is extracted from
Schwartz & Carroll model (2003) which contains the ethical, legal and economic corporate
social responsibilities. The conceptual framework of this research i provided in the figure (1).
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Figure 1: A conceptual model and framework for research

Research Methodology
The present study is an applied research in terms of aim and descriptive-explorative and
correlative in terms of data collection. The study population consists of all consumers of
Morghab food industry (Yek & Yek) in Bushehr (Iran). The sample size is estimated to be 384.
Since the exact information of the number of consumers is not available and all members of
society can be consumers of this product, study population is considered unlimited. The
appropriate sample size for the study is calculated based on Cochran sampling formula of
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