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Introduction
An organisation is expected to perform some roles in the society that have helped to nurture it and business watchers have spent a lot of time debating these roles in a number of ways. In the first instance, Hobbes, Locke & Russeau submitted that ‘the operation of a business concern within a society is regulated by a social contract, which is not only implicit but also explicit’.
It is a known fact that the community plays a major role in ensuring that businesscontinues to operate unhindered by tapping into huge opportunitieswhich the society has made available. The business is also able to maintain continuity due to the fact that the Society has been able to make available to the business other support such as security, means of exchange, high calibre workforce as well as create a conducive environment for the business to thrive and perform its functions. Therefore, as long as the business is socially responsible to the society that nurtures it, it can continue to benefit from every goodies that the society is able to make available for its survival.
However, there is a school of thought which argues that the majorobjective of business should only be to deliver shareholders wealth while another school of thought argues that the firm should not just be concerned with only shareholders wealth but also be interested in meeting otherstakeholders’needs especially that of the largercommunity.Nonetheless, in respective of the way the pendulum of the argument swings, two thing are paramount; first, is the long runsustainability and survival of the business, and second, is the fact that the overallconcerns of all the stakeholders must be balanced.
Statement of the Problem
The importance of implementing the CSR initiatives has continued to bea matter of debate and corporations as well as key stakeholders of the business recognise the importance of this. However, many successful organisations are known to shy away from returning a bit of what they have taken out of the society back to the society. Thus, the need to understand why an organisation has to implement social responsibility initiatives cannot be over-emphasised. Though we will not deny that the primary responsibility of the organisation is, first, to its shareholders, we also cannot pretend not to know that the benefits of implementing the CSR initiatives for the stakeholders and the larger community is enormous. Besides, it is also pertinent to understand the impact that being socially responsible will have on the organisation’s brand equity. Therefore in the course of this study, I will attempt to proffer solutions to the following:
First, why must I conduct this research study? Second, what issues does this study throw up,specifically, that other literatures have not observed before?
Scope of Work:
This study will review andstudy the corporate social responsibility(CSR) programs of Coca-Cola Enterprises, United Kingdom with the intention of understanding the current thinking of the organisation around the subject matter and thus be able toprovoke vital lessons for the future. Besides, this research will contribute to knowledge and will assist other businesses in developing and implementing CSR programs 
Therefore, in this study, I will focus on three main areas:
(i) Specific CSR initiative Type:Globally, the Coca-Cola Company has been involved in major Corporate Social Responsibility programs but the areas in which the Company has been involved in CSR initiatives differfrom one society to another. However, theCompany’s bottlers only leverage what the Atlanta Office is able to do. It will, therefore, be interesting to see what CSR programs the bottlers particularly the anchor bottlers like the Coca-Cola Enterprises, UK has been able to implement in the United Kingdom, a society that has nurtured itover the years. As a matter of fact, the CSR function is either usually overlooked at the bottlers’ level  or any CSR practice, if any at all, may be subject to top management ideas or vision or discretion.
(ii) Management&implementation of the CSR function: In some organisations where the CSR function is in place, the focushas beento sort outmatters of immediate concerns to the organisation such as vision and mission statements, rules of engagement, attending to customer requests for support and handling conflicts. To properly manage the CSR function, two important challenges must be addressed:
· availability of talents within the organisation with specialised skills to manage the CSR function,
· the function must enjoy top management approval and support.
I will peruse the Coca-Cola Enterprises sufficiently to see if such talents abound and also to assess the level of top management acceptance of the CSR programs. 
(iii) Effectiveness & assessing the impact of program: One important part of this study will be to evaluate the CSRprogram as well as assess the impact which the initiatives,if properly implemented, will have on the organisation on one hand and the larger society on the other hand. This will, no doubt, help in creating future programs in thisarea.
Purpose of the Study
This is, first, to determine whether being socially responsible hasany major contribution in improving the brand equity of the corporation and second whether the corporation has any other responsibility to the society in which it does business which is beyond paying taxes and providing jobs for members of the society. 
In today’s competitive business environment, organisationsdeploy many CSR strategies to positively improve the brand image of the firm. This study will explore how Coca-Cola Enterprises has been able to utilize the CSR strategies to achieve this. Also, where it has been effectively used, the CSR has helped businesses to buildbrand image and improve reputation locally and internationally.Besides, global organisations like the Coca-Cola Company are utilizing CSR initiatives to keep the environment, people and society together. That is not all; the use of CSR strategies has helped the firm to pay increased attention to societal well-being thus focusing the CSR functionson creating massive awareness for the brand as well as positive attitude for the brand in the market place. 
In this study, I intend to use both the secondary data method i.e. literature review to examine the CSR functions, particularly,in the area of reinforcing the image, attitude and value of the brand in the market. I will also use the primary data (questionnaire survey) method to determine how important the CSRis to the organization’s ability to keepits brand alive locally.
Review of Literature
The CSR strategy ensures that an organisation is able to manage its brand in the market. This strategy assists the organisation to attract and retain her core customers. 
According to Peloza & Shang (2011), ‘’Corporate Social Responsibility allows a multinational corporation to create a nice image, develop a brand attitude that is positive and a glowing reputation in the face of growing competition. Thus, the corporation is able to keep the people, sustain the environment and also be able to create a competitive edge over its major competition in the market place.
That is not all. Arendt & Brettel (2010) explained that‘’CSR programs means thatthe organization is committed to the community that has nurtured it’’. This is so because CSR enables the business to take vital business decisionswith a focus on the people, the environment and the society at large. That is massive commitment. And what is more? In this age of climate change, successful corporations implement CSRinitiatives that are directed at protecting the people, the planet and the environment by campaigning for reductionin pollution, wastage and in the use of natural resources. This way, by implementing CSR, the business is able to effectively create positive brand image and improve brand value. Without being repetitive, ability to effectively implement the CSR program, will enable the business not only to maintain but also to enhance its competitive advantage in the local andinternational market.
Besides, Chomvilailuk & Butcher, (2010),argued that, ‘’Corporate Social Responsibility programs can beutilized today by international corporations to find solutions to the challenges facing their brands and whenever it has been properly applied, the CSR function has helped to improve the performance of the organisation through effective brand management’’. They argued further that the banks and other financial institutions also manage their brand image using the CSR strategies. So, Chomvilailuk & Butcher, (2010), emphasized that ‘’the financial establishments are deploying CSR initiatives so as to maintain brand image as well as enhance brand equity in the evergrowingcompetitive market space’’.
Furthermore, in their own contribution, Bigné-Alcañiz, Currás-Pérez & Sánchez-García, (2009), canvassed that‘’corporations implement CSR programs so as to employ social values and satisfy social needs’’. This view point suggests that firms adopt different CSR initiatives or policies. For example, in order to fulfil obligations and responsibilities to customers, employees, the economy and the community, the firm will implement customer, employee, economic and community oriented CSR programs as the case may be. The modern day customer will put into consideration brand image and brand reputation when making a purchase decision. Therefore, the smart organization will do all within its power to understand customer attitude towards its brand and what will influence the customer’s choice of the brand.
This study will also critically analyse the CSR Framework of Coca-Cola Enterprises. As the most prominent beverage company in the United Kingdom, Coca-Cola Enterprises maintains a level of social responsibility that complements its economic activity. This is the Coca-Cola Corporate Social Responsibility’s (CSR) framework which connects activity with responsibility. The organisation’s CSR framework governs its business operations and engagement with stakeholders including employees, government, business, regulating bodies, customers and community. The framework, a self-regulating mechanism, monitors alignment with global standards and local expectations with regard to business conduct. The framework ensures that CSR is embedded in values and behaviours core to the Coca-Cola business in United Kingdom.


[image: http://www.gdfsuezau.com/media/uploadedimages/About%20Us/CSR/ENGIE-CSR-Project-Diagram.jpg]
Definition of Terms
I will define some key words or terms that will be used and that could possibly form the central ideas or concepts of this study. 
i. Brand – The American Marketing Association (AMA) defines  brand as a “name, term, design, symbol, or any other feature that identifies one seller’s good or service as distinct from those of other sellers,”
ii. Branding – Rossiter and Percy, (1987), defined branding as ‘’the achievement, in the prospective buyer’s mind, of a favourable brand attitude given that the prospect had already acquired brand awareness’’.
iii. Brand Attitudes - David Aaker, (2014), defined Brand Attitude as ‘’ attitude which potential consumers have toward a product’’. It summarises what the consumer thinks about the product, what he believes the product can do, how well it does it, and how useful it can likely be.
iv. Brand Image- Aaker and Kellers, (1993), defined brand image as “perceptions about a brand’’. This is how customers think of a brand. In other words, it is the perception of the brand in the minds of the customers usually formed based on the customers’ relationship and experience with the brand.
v. Brand Reputation – Fambrun & Shanley, (1990), speaks about how potential customers view the brand. Where the reputation of the brand is positive, it means that consumers trust your firm and are prepared to relate with your brand anytime.
vi. Brand Attributes – Aaker and Biel, (1992), defined brand attribute as the intrinsic and extrinsic qualities which potential customers attach to the brand. These include elements such as brand name, brand visual aspect, brand personality and brand pricing which help in creating identity for the brand. 
vii. Brand Equity – Keller, (2002) speaks to how important the brand is in the eyes of the consumer. It is an estimate of the brand’s worth.
viii. Brand Value – Steve Olenski refers to the financial significance that the brand carries. Itis also an estimate of the worth of the brand.
Research Questions/Hypothesis
In the course of this study, I will attempt to explore these research questions in order to achieve the objective of this study
1. In what way does the CSR program affect the brand image, brand attitude and brand value of the organization?
2. What impact, if any, does the CSR initiativeshave on the firm’s brand image, brand equity and brand reputation?
3. What role does CSR activitiesplay in enhancing the customers’attitudes and willingness?
4. What fundamental roles does the CSR play in developing positive brand image and enhancing brand value or reputation?
Research Methodology or Technique
This study willuse some specific research techniques and methods to effectively address the research questions.In this study, I will be deploying both the qualitative and quantitative techniquesto collect data and address the research problem.
First, I will carry out a detailed literature review of the subject matter ‘Corporate Social Responsibility’ to properly bring out the meaning and ensure understanding. 
Second, I will cull out of the corporation’s annual reports relevant information and data about CSR initiatives and programs.
Third, I will be preparing a detailed questionnaire which will be sent to Coca-Cola Enterprises to seek information about processes, CSR activities, decision making mechanisms, strategy implementation and programs assessment and effectiveness. Questionnaires are generally quick and cheap in gathering data. There is not much of training required to collect and analyse data. However, in some instances, it may take a long time to design, apply and analyse. Also, there is the problem of not knowing whether the respondent received the questionnaire that was sent or even actually completed it themselves. Furthermore, the respondent may not tell the truth. 
Fourth, based on the feedback gotten from the afore-mentioned techniques, I may hold interviews and discussions with the firm’s top management, other line managers, employees, union leaders; other stakeholders’s and document their experiences. 
Data Collection & Data Analysis
There is a need to choose the appropriate methods of collecting data so as to ensure that the findings of the study are reliable, credible and valid. Thus, for the purpose of this research, I will engage both the primary and secondary techniques to collect the relevant data and information that I need to carry out this study. The primary data will focus on collecting fresh data or information through conducting questionnaire surveys with, for example, the employees, customers or clients of the organisation.
 I intend to survey 20 employees and 30 customers/clients of the organisation. 
The secondary data will seek to collect information from sources that already existed through doing literature review where the views of different author’s on the subject will be researched. I will, however, attempt to represent analysis from the primary data as tables, graphs or pie charts.
Logistical and Ethical Considerations
To gain access into the organisation and to its employees, I will be writing a letter to the office of the Human Resources Director to seek permission to administer questionnaires and to interview key staff. I will commit to ensuring security and privacy of any confidential information made available to me.  
Expected Research Outcomes:
First, Coca-Cola Enterprises will be able to apply the findings in ths research work to the Coca-Cola business with a view to improving performance of the brand. Second, the organisation will be able to focus on CSR activities for brand management. In addition, Coca-Cola Enterprises can focus attention on fulfilling her responsibility to the people, environment, economy and society that contributed to nurturing it. Besides, it also conveys that the organization’s CSR activities are playing key role in improving the customer attributes that impacts its willingness to buy products and services.
[bookmark: _GoBack]In conclusion, I will attempt to explain the major findings of this study. Besides, I will endeavour to make recommendations in the area of suggesting that further researchbe carried out on the subject matter with a view to supplying missing links in this study. I will also make recommendations to Coca-Cola Enterprises so as to improve the image and reputation of the Coca-Cola brand through engaging in CSR programs in United Kingdom.
Gantt chart:
The scheduled time for this study is 14 weeks, meaning that all activities of the research will complete within 14 weeks. The Gantt chart below shows the study completing within the time period of 14 weeks..
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Budget:
In the course of carrying out this research study, the following costs will be incurred:
1. Salaries & Wages
· Interviewers			- £400.00
2. Equipment
· Office Equipment		- £0.00
3. Travel
· Oyster Card			- £140.00
4. Services
· Questionnaire/Surveys	- £100
· Data Analysis 			- £0.00
£640.00
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