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Abstract

Now a day’s CSR (Corporate Social Responsibility) is a topic that has become increasingly important over the last
couple of years. As information about third world working conditions and environmental issues reaches the
consumers much faster today, consumers are starting to put pressure on companies, they are more selective and
conscious about products that companies are producing, supplying and selling. The concept of CSR has a longed and
varied history. It is necessary to trace evidences of the business community’s concern for society for centuries. A
survey of the literature on studies related to Evolution and Understanding of concept, Awareness, Motivation,
Perception and Behaviour, Reporting Practices towards Corporate Social Responsibility Practices in big as well as
Small and Medium Enterprises specifically has been made to identify the current status of research on the topic.

1.1 Review of Literature: 1953-2012

The concept of CSR highlighted in 1953 when Bowen rose questions that “What responsibilities to society
May businessman reasonably be expected to be assumed?” He also set forth an initial definition of social
responsibilities of businessman: it refers to the obligations of businessmen to pursue those policies, to
make those decisions, or to follow those lines of actions which are desirable in terms of the objectives and
value of society. After a long period of time in 1975, American Accounting Association undertook a study
on Corporate Social Reporting Standard in America. They considered social reports of 14 firms and
analyzed statistically. A score of 1 (lowest ranking) through 5 (highest ranking) was assigned under each
element of corporate social standard determinants. Analysis of ranks revealed that, around 50 per cent of
the firms got more than 3 or more score. They concluded that, about half the number of firms who present
social reports maintain good standards of reporting. Around 38 per cent of large firms in USA are conscious
of reporting the social performance in a meaningful way another survey conducted in 1977 by National
Association of Accountant which study the current state of accounting for the social contributions of
product/service in America. A sample of 800 of the largest corporation was made. This group included
large corporations from banking, insurance, retailing, transportation and financial institutes. Objective of
the survey was to identify the type of measures normally used to account for social performance. Main
finding of the study was, while the corporate perceive the need to fulfill their social responsibilities, they
do not in most cases, account for the costs and benefits of these activities.
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1987, Smith has explored the challenges in terms of the business and society relationship and

focuses on the use of consumer boycotts by pressure groups. Conclusions are drawn on how pressure
group use of the consumer boycott may be understood. Most notably, it represents an attempt at the
social control of business. These observations have a wider application to the many other forms of
lobbying of business by pressure groups. The term social responsibility in business is shown to be
potentially misleading, unless it is used to refer to corporate doctrines on social responsibility or the
outcome of a conflict between (and accommodation of) corporate interests and other interests in society,
including those represented by pressure groups. In 1999, Carroll traces the evolution of the CSR construct
beginning in the 1950s, which marks the modern era of CSR. Definitions expanded during 1960s and
proliferated during 1970s. In the 1980s, there were fewer new definitions, more empirical research, and
alternative themes began to mature. These alternative themes included corporate social performance
(CSP), stakeholder theory, and business ethics theory. In the 1990s, CSR continues to serve as a core
construct but yields to or is transformed into alternative thematic frameworks.

From 2000 there is a paradigm shift in the perception, behavior, motivation and reporting
practices towards Corporate Social Responsibility. Community became very aware which leads to boycotts
and organizations are able to understand the concept of CSR. In 2002, Moon distinguishes three types of
CSR reporting practices i.e. ‘community involvement’, ‘socially responsible production processes’ and
‘socially responsible employee relations’. During the initial stages of development of CSR in emerging
economies, the community involvement is more along the lines of a philanthropic involvement with
company involvement limited to developing minimal or rather the absolutely necessary amount of
communal goodwill necessary to operate in the business environment. As compared with the developed
countries like US, CSR in developing countries is seen as part of corporate philanthropy where corporations
augment the social development to support the initiatives of the government. However in the US it is seen
as a strategic tool which helps the organizations to have a legitimate existence in the society. Raynard and
Forstater, 2002 describe Corporate Social Responsibility as an increasingly important part of the business
environment. The past twenty years have seen a radical change in the relationship between business and
society. Key drivers of this change have been the globalization of trade, the increased size and influence
of companies, the repositioning of government and the rise in strategic importance of stakeholder
relationships, knowledge and brand reputation. The relationship between companies and civil society
organizations has moved on from paternalistic philanthropy to a re-examination of the roles, rights and
responsibilities of business in society. Corporate Social Responsibility (CSR), defined in terms of the
responsiveness of businesses to stakeholders’ legal, ethical, social and environmental expectations, is one
outcome of these developments.

The importance of having a credible programme in place is emphasized, as are credible public
relations and reputation management approaches. The views of corporate decision makers on the media's
role in CSR are discussed, including the media's roles and responsibilities. Findings include the extent to
which CSR is rising in prominence in terms of world events with CSR implications, the impact on
perceptions of CSR from the external news events, and the status of ethical investment funds given the
continued downward spiral of equities and stock markets Middlemiss (2003). In 2003, Sarbuttas has
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reviewed a spectrum of views on reputation and CSR and argues that searching for a definitive, value-for-

money-based formula for reputation management. CSR is at odds with stakeholder expectations, and that
much evidence exists to suggest that truly effective CSR is the result more of pragmatism than theory or
corporate strategy and in some ways SMEs is better placed to take advantage of CSR programmes.
Schwartz and Carroll, 2003 extrapolating Carroll’s four domains of corporate social responsibility (1979)
and pyramid of CSR (1991), an alternative approach of conceptualizing corporate social responsibility
(CSR)is proposed. A three-domain approach is presented in which the three core domains of economic,
legal and ethical responsibilities are depicted in a Venn model framework. The Venn framework yields
seven CSR categories resulting from the overlap of the three core domains. Corporate examples are
suggested and classified according to the new model, followed by a discussion of limitations and teaching
and research implication.

Since 2004, there is a focus on implementation of the CSR agenda in small-to-medium enterprises
(SMEs) Castka et al. (2004) reports and research findings from an action research case study that has been
conducted in a UK based SME. The case study research demonstrates how the CSR agenda has been
implemented using ISO 9001:2000 as a platform and what benefits the case study organization has gained
from this approach. These results are compared with a UK survey on feasibility of CSR for SMEs conducted
by the UK's Department of Trade and Industry and parallels are drawn. European Multi stakeholder Forum
on CSR (2004) has studied CSR practices in SMEs. Corporate Social Responsibility (CSR) is not a “bolt-on”
to how business is run. It goes to the core of how business does business: how it sources, manufactures,
markets and how it engages its stakeholders and the wider environment. CSR is about the long-term
sustainability of business and of society. It is relevant for businesses of all shapes and sizes. Relatively little
is known about CSR amongst small and medium sized enterprises (SMEs). Where SMEs are doing it, they
may not use the language of CSR. Just as the best of SMEs are a source of innovation for business generally,
so it can be assumed that the best of environmentally and socially responsible SMEs will offer CSR
innovations. Efforts to engage more SMEs in CSR should be mindful of this fact. They should reflect the
daily realities of SME life. They should work through channels as close to SMEs as possible, which SMEs
already use and trust. This will involve a range of initiatives at local, regional, national, EU and sectoral
levels. They will include initiatives from different stakeholder groups such as staff and consumers. There
is an important role in improving and sharing knowledge about CSR and SMEs for social partners, business
organizations and public institutions as well as universities and business schools. Siu and Liu (2005) adopts
the context-embedded approach to examine the marketing practices of 307 small and medium enterprises
(SMEs) in the People’s Republic of China by comparing the survey findings with that of Hong Kong and
Guangdong SMEs. Chinese SMEs focuses on regional markets to avoid direct competition with Hong Kong
SMEs in the international markets and also their Guangdong counterparts in the turbulent nationwide
market To market their own brands, Chinese SMEs have to analyze the market and use superior marketing
strategies in the competitive markets. Chinese SMEs do not attain the superior competitive positions as
that of their Guangdong counterparts, but they use customer satisfaction surveys and claims investigation
to help develop excellence in product performance. Also, Chinese SMEs have to provide value-added
products and services and also a well-rounded marketing competitive strategy to gain market shares. The
traditional state-owned enterprise structure in China facilitates the development of hierarchical
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organizational structure and joint decision making process. Thus, care should be taken in assuming that

marketing tools and techniques are equally applicable across all places, even in similar cultural contexts.
Socio-cultural influences and mediating environmental factors should be considered when attempting to
understand the marketing practices of Chinese small firms, specifically when China is in transition to a
socialist market economy. The Danish National Labour Market Authority (2005) focuses on the questions
like what CSR activities are Danish small and medium —sized enterprises using? What CSR activities have
the greatest positive (or negative) impact on the financial results of the enterprise? The survey took the
form of an internet based questionnaire of a representative cross section of small and medium —sized
enterprises in Denmark. The enterprises were randomly selected from KOB. The participants in the survey
were then recruited over the telephone by TNS Gallup’s interview department. The interviews contacted
4178 enterprises in the target group, 2840 (68 per cent) of which wanted to take part in the survey. These
2840 enterprises were sent an email containing a link to the questionnaire, which would then be
completed over the internet TNS Gallup received 1,071 valid replies, a response rate of 38 per cent. Cross
tabulation and multi various analysis were carried out for each of the five areas (workforce, environment,
stakeholder engagement, and marketplace and supply chain). In these analyses geographical location and
age were replaced with two new variables: organizational assignment of responsibility for CSR activities
and external communication of CSR activities respectively.

Mujtaba et al. (2005) using Nike as an example to describe the challenges associated with
Corporate Social Responsibility (CSR) for large multinational organization. Furthermore, this paper
discusses what Corporate Social Responsibility (CSR) is, and what is not, so managers can clearly and
realistically state their goals and perspectives on what social responsibility means to their organizations
and stakeholders. As companies work in the international marketplace, a level of corporate responsibility
is expected by the international business community and by the consumers. Companies must set
standards for operations that satisfy the expectations in the home country as well as the host countries.
Multinational companies can no longer set financial goals in terms of sales and profitability as the only
measures of success; but they must also set standards for ethical and socially responsible behavior of their
own enterprise as well as their stakeholders. In 2006, Golob and Bartlett examined how two countries
Australia and Slovenia, are addressing corporate social responsibility (CSR) reporting issues. The authors
see reporting as an important communication tool or channel which can ensure greater corporate
transparency and enable a better engagement with multiple stakeholders. The study aims to provide a
review and a comparison of the CSR guidelines and standards in both countries by which this
communication is guided. In both countries, reporting is largely voluntary and appears to be driven by
market pressures. However, differences appear in national culture as a driver with product, management
and financial considerations influencing Australian reporting whereas Slovenian reporting is shaped by
employee, community and environmental concerns. From Australian and Slovenian perspectives it seems
to be important to increase reporting incentives in both countries and to connect and compare them to
global reporting requirements. Murillo and Lozano (2006) investigated the need to undertake more in-
depth field studies in order to discover the organizational culture, the difficulties and the perceptions
surrounding CSR in SMEs. This study presents the results of analysis of four case studies on Catalan
companies that stand out for their social and environmental practices. The conclusions of this study are

International Journal of Excellence in Environmental Management - Vol.2, Issue 1 & 2 Page 4



g Review of Literature on Corporate Social Responsibility: 1953-2012

the result of dialogue with the main actors — four medium-sized companies — focusing on their actions,

understandings and resistance with regard to CSR. The methodological perspective used was Grounded
Theory, with the aim of the study being to contribute towards formalizing CSR in SMEs, in their daily
practices, by analyzing some primary data. The results obtained show how difficult it is for SMEs to
understand CSR, beyond the explanation of the specific practices carried out by the companies. They
highlight the role played by the values of the founding director in the implementation of CSR programmes;
they reveal that SMEs still have a long way to go towards learning how to inform both internal and external
stakeholders of their best practices, and; finally, they show the interesting links that SMEs establish
between responsible practices, improved competitiveness and economic results. Williamson et al. (2006)
suggested that it is inevitable, given the market-based decision-making frames that permeate and
dominate the industry in which manufacturing SMEs operate. Since the environment is a pillar of corporate
social responsibility (CSR), the findings have important implications for CSR policy, which promotes
voluntary actions predicated on a business case. It is argued that this approach will not alter the behaviour
of manufacturing SMEs significantly because CSR practice will be regarded as an optional and costly ,extra’
affecting core business activity. Consequently, the use and development of existing regulatory structures,
providing minimum standards for many activities covered by CSR, remains the most effective means
through which the behaviour of manufacturing SMEs will be changed in the short to medium-term.
Another feature of the paper is the distinction made between ,business performance’ and the ,business
case’ argument. Business performance emphasizes cost reductions and efficiency whereas the business
case accentuates the benefits to shareholders of good practices as their firms become more attractive to
stakeholders and society. Manufacturing SMEs try to improve business performance because of the
pressures placed on them by market-dominated decision-making frames. These frames do not encourage
manufacturing SMEs to undertake voluntary actions for the benefit of wider stakeholders and society.
Mankelow and Quazi (2007) have explored the motivational factors for small and medium enterprises
(SMEs) to engage in corporate social responsibility (CSR) practices. A structured questionnaire was used
to collect data from members of the Hunter Business Chamber, resulting in 122 usable responses.
Exploratory factor analysis identified four underlying dimensions in the CSR motivation of SME managers.
Four motivational dimensions emerged that reflected themes ranging from caring for the customer and
society to the financial self-interest of SMEs. These findings are important managerial implications for
SMEs. SME managers are motivated towards CSR for the profit viability and growth of their businesses
whilst also caring for customers and the community. Limitations and areas for further research are also
discussed.

In 2007, Mark-Herbert and Schantz attempted to legitimize the corporate role as seen in
corporate social responsibility as a part of a triple bottom line framework. Corporate principles are
communicated in various forms to a wide set of stakeholders. Ideally, what is communicated in terms of
principles is also seen in business practice. In cases where the principles and actions differ, the platform
for creating a brand territory is limited. The communication platform is affected by, for example, corporate
documents, actions and media perceptions. They studied cases, from the construction industry to illustrate
how media portrays business conduct. It shows that the corporate communication strategy is affected by
media’s verdicts. Driven by outside pressure, a set of ethical principles were declared but they received
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little attention since their press release was poorly timed; the press release coincided with a scandal of

unethical business conduct concerning the same company. Branding represents a cornerstone in the
corporate marketing umbrella. It is a simplifying symbol that helps stakeholders distinguishes between
sales offers. Credence values such as social responsibility and ethical business conduct are intangible; the
brand thus becomes a guarantee for the communicated social values. Mendibil et al. (2007) has
investigated the role of awareness of sustainable CSR practices in SMEs by illustrating that these practices
can generate real value to the business. The work described in this paper has an exploratory nature. It
presents the findings from a fieldwork study and the initial version of a model that aims to clarify the link
between CSR and innovation. Pacitto et al. (2007 examine the relationship between marketing and SMEs
raises two kinds of questions: the first relates to the categories of SMEs studied, and it goes without saying
that their responses will depend on their size (very small, small, and medium); the second depends on the
elements likely or not to bring out a marketing approach. In fact, they can infer a large part of this approach
from the answers having to do with segmentation practices, positioning, and information research. These
three practices constitute the foundation of this approach. For all that, to ask questions directly (especially
with regard to segmentation) would lead to biased responses. Taking these premises into account and
with understanding of marketing behaviour in the medium-sized firms as an objective, they conducted
two surveys in two locations, France and Québec (Canada), in which only enterprises with 50 to 250
employees were retained. The results show that if the marketing approach of the medium-sized firms are
always focused on client distinction (more than on the market as such), competition leading to positioning
is very much a part of their preoccupations; finally, these enterprises commonly practice commercial
intelligence. This implies structuring commercial activity in general and marketing in particular, the two
not always well delimited. These last two traits differentiate them from the other categories of SMEs, the
very small enterprises (VSEs) and the small enterprises (SEs).

Sweeney (2007) aim of this research is to uncover the difference between large firms and SMEs
operating in Ireland with regard to their understanding of CSR, the type of CSR activities undertaken and
the management of CSR. In addition, this research analyses the barriers and opportunities experienced by
SMEs when undertaking CSR. This study reviews the relevant literature of CSR. Then, through semi-
structured in-depth interviews with 13 firms, this study analyses CSR from both a large firm and an SME
perspective in an Irish context. This study highlights the way in which firms operating in Ireland define CSR.
It differentiates between the management and activities of CSR among SMEs and large firms and uncovers
barriers and opportunities experienced by SMEs when undertaking CSR. Vassileva (2007) used a survey
administered to companies in the U.K. and Bulgaria, the author investigate, firstly, organizational
members’ perceptions of the impact of different CSR-related activities upon corporate branding and,
secondly, their beliefs about what customers and shareholders think are the impacts of CSR-related
activities upon brand image and brand identity. The findings indicated that while organizational members
rated quality products, customer service and corporate governance highly as key components of CSR
activity, they were much more ambivalent about their companies' commitment to broader actions which
involve the 'community' and 'society'. This study concludes by discussing the implications of the findings
for future 'CSR education' among companies. BP Braun & Partners International (2008) identify the level
of awareness and satisfaction towards companies’ social and environmental engagement and
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performance. The research was conducted by GfK Bulgaria, GfK Hungaria and GfK Polonia. The results are
presented by Braun & Partners Network, the leading CSR strategic consultancy in the Central-Eastern
European region. One of the most important conclusions was that although at different levels,

respondents of all three countries were unsatisfied both with the performance of companies operating in
their countries, as with the information they provide to their stakeholders. The majority of respondents
found that companies should consider interests of stakeholders, like employees, local communities,
customers, civil organizations and the environment. More Bulgarian than Polish respondents agreed
completely with this statement, but the total proportion of people who completely and somehow agree
is almost the same — around eighty per cent. Hungarian participants had the lowest level of expectation
towards companies, less than seventy per cent required corporations to take into account stakeholders’
concerns while making business decisions. Fassin (2008) has studied ethnographic field analysis, based on
discussions within entrepreneurs' circles, tends to suggest that the argument for expanding formalization
of CSR to SMEs rests upon several fallacies. It implicitly assumes that an apparent solution for large
multinationals can be transposed to SMEs, and it underestimates the drawbacks of bureaucracy.
Moreover, many SMEs experience inconsistency between the idealistic CSR communication of some large
companies and their actions, especially in the supply chain. The author concludes that reports do not
constitute the validation for real CSR, nor the proof of superior ethical behaviour. Formalization can even
be counterproductive. Conversely, the absence of social reporting does not imply that SMEs do not behave
responsible. CSR in SMEs needs a specific approach, adapted to the informal nature and entrepreneurial
character of the small business. The essence of CSR lies in the implementation of responsible business
practices. It lies in the right attitudes, in the corporate culture, not in formalization. In 2008, Cheng al.
examined the small and medium sized companies (SMEs) within the J6nkdping region however due to the
special conditions of the companies in this region they decided to conduct a case study instead. The case
study is conducted with the managing director of Ekends Mekaniska AB, the primary information were
collected through two face to face interviews. The material was then compiled and analysed. They provide
some practical solution to the problems existing within Ekenas Mekaniska AB and suggest a model for
Ekenas Mekaniska AB as well as for other companies. The purpose of conducting this case study is to make
it easier for Ekends Mekaniska to implement more CSR in the future as well as it is to serve as an example
for other small sized firms that it is possible to still conduct CSR even though you are limited in resources.
They also aim at providing a step by step guide on how to implement CSR efficiently that can be used for
both small, medium sized companies and large companies however each step needs to be undertaken
with the size of the company in mind. The final conclusion of this case study is that the most important
stakeholder of Ekends Mekaniska AB when implementing CSR is the employees. A clear goal, vision and
mission from the top managers are crucial for Ekendas Mekaniska AB to implement CSR efficiently. The
communication with the important internal and external stakeholders and the feedback collected from
them are also very important to ensure that everyone in the organization is doing the right things. The
employees need to be guided through a systematic guide book to ensure that the current or potential CSR
activities satisfy their needs. The strategy of Ekends Mekaniska AB should well combine with their CSR
agenda by using the model introduced in the thesis. Due to limited financial resource, it is hard for small
and medium sized enterprises (SMEs) to implement the whole CSR activities within the organization,
therefore, the local government should provide appropriate fund or tax reduction programs to help SMEs
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implement CSR efficiently. Korican and Jelavic (2008) studied the need of communication towards CSR

from four different levels — government, community, company, and the individual. It also aims to stress
that women managers in Croatia are still discriminated against and to show that managers in The study is
based on several different researches conducted on different populations — those of women managers
and of SME managers. The findings of this study show that, for the improvement of CSR awareness in
general, the CSR idea needs to be communicated on four different levels simultaneously. Even though
there are more women managers in higher positions in Croatia, they are still discriminated against.
Managers of small and medium-sized enterprises are still not thinking enough about all stakeholders when
making decisions where Lee (2008) traces the conceptual evolutionary path of theories on corporate social
responsibility (CSR) and to reflect on the implications of the development. The retrospection has revealed
that the trend has been a progressive rationalization of the concept with a particular focus on tighter
coupling with organizations’ financial goals. Rationalization involves two broad shifts in the
conceptualization of the concept with a particular focus on tighter coupling with organizations’ financial
goals. Rationalization involves two broad shifts in the conceptualization of CSR. First, in terms of the level
of analysis, researchers have moved from the discussion of the macro-social effects of CSR to
organizational-level analysis of CSR’s effect on profit. Next, in terms of theoretical criterion, researchers
have moved from explicitly normative and ethics-oriented arguments to implicitly normative and
performance-oriented managerial studies. Based on the retrospection, the limitations of the current state
of CSR research that places excessive emphasis on the business case for CSR are outlined, and it is
suggested that the future research needs to refocus on basic research in order to develop conceptual tools
and theoretical mechanisms that explain changing organizational behaviour from a broader societal
perspective.

McDonald et al. (2008) review the literatures on CSR effects and satisfaction and noting gaps in the
literature. A series of propositions is put forward to guide future research endeavors. By understanding
the likely impact on customer satisfaction of CSR initiatives vis-a-vis customer-centric initiatives, the
academic research community can assist managers to understand how to best allocate company resources
in situations of low customer satisfaction. Such endeavors are managerially relevant and topical.
Researchers seeking to test the propositions put forward in this paper would be able to gain links with,
and possibly attract funding from, banks to conduct their research. Such endeavors may assist researchers
to redefine the stakeholder view by placing customers at the centre of a network of stakeholders. An
understanding of how to best allocate company resources to increase the proportion of satisfied
customers will allow bank marketers to reduce customer churn and hence increase market share and
profits. Researchers have not previously conducted a comparative analysis of the effects of different CSR
initiatives on customer satisfaction, nor considered whether more customer-centric initiatives are likely to
be more effective in increasing the proportion of satisfied customers Potulari and Temesgen (2008)
examined the attitude of Ethiopian corporate sector towards corporate social responsibility (CSR). In
addition this research analyzed the opinion of employees, customers' as well the general public about the
Ethiopian corporate sector's socially responsible actions. This paper reviewed the relevant literature of
CSR. Through structured questionnaires and in-depth interviews with 50 Ethiopian companies, this study
analyzed CSR towards different interest groups, e.g. owners or shareholders, employees, customers,
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creditors and suppliers, general public or community at large and government. To cross validate, the

researcher also conducted a survey with another three questionnaires to obtain the views of 100
employees, 200 customers and another 200 general public. Collected data was analyzed using SPSS and
Microsoft Excel software packages. Ethiopian companies expressed 100 per cent positive attitude in
implementing CSR towards customers, creditors and suppliers, general public and government. However,
only 40 per cent of companies' were positive on periodical disclosure of information to its shareholders,
80 per cent believed in fair wages and security of employment, and 10 per cent of companies were
negative on meaningful freedom, job satisfaction and humane treatment. Related to the cross validate
section, overall 69 per cent employees were not happy with companies' policies, 71 per cent customers
thought they were manipulated and another 75 per cent general public were not pleased with CSR from
the Ethiopian corporate sector but Reich (2008) argues that the new interest in so-called "Corporate Social
Responsibility" is founded on a false notion of how much discretion a modern public corporation has to
sacrifice profits for the sake of certain social goods, and that the promotion of corporate social
responsibility by both the private and public sectors misleads the public into believing that more is being
done by the private sector to meet certain public goals than is in fact the case.

Udaysankar (2008) examined the different economic motivations of firms with varying combinations
of visibility, resource access and scale of operations. Arguments are presented to propose that in terms of
visibility, resource access and operating scale, very small and very large firms are equally motivated to
participate in CSR. However, the motivational bases for CSR participation are likely to be different.
Medium-sized firms are the least motivated. This suggests a U-shaped relationship between firm size and
CSR participation. This study contributes towards resolution of the long-standing debate on the effects of
firm size on CSR participation, and highlights the importance of considering configurations of firm
characteristics in the study of CSR outcomes. In conclusion, cautions are raised against the broad
categorization of firms, without adequate attention to the underlying dimensions of such categorizations.
Viviers and Boudler (2008) investigate the CSR performance of select mining companies listed on the
Johannesburg Securities Exchange. The 2006 Annual Financial Statements of each company were analysed
by means of content analysis. According to their study, CSR issues with an economic impact, such as
HIV/AIDS, tend to be given priority by mining companies, where as CSR issues related to empowerment
receive less attention. The study recommended that mining companies should focus more on health and
safety issues and environmental issues which lie on the ethical and philanthropic levels of CSR. Azamat
and Samaratunge (2009) Developing countries have recently experienced a burgeoning of small-scale
individual entrepreneurs (SIEs) —who range from petty traders to personal service workers like small street
vendors, barbers and owners of small shops — as a result of market-based reforms, rapid urbanization,
unemployment, landlessness and poverty. While SIEs form a major part of the informal workforce in
developing countries and contribute significantly to economic growth, their potential is being undermined
when they engage in irresponsible and deceptive business practices such as overpricing, sale of
underweight or substandard products, or attempts to hoard goods, to name a few. Despite the growing
interest in corporate social responsibility (CSR) initiatives of small businesses in developing countries, the
SIEs have received almost no attention. To address this void in the literature, they explore the reasons for
the less than optimal level of social responsibility demonstrated by some SIEs in developing countries.
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They do so by drawing upon the existing literature to develop a comprehensive framework of social

responsibility of SIEs highlighting their unique characteristics and the different contextual factors that they
encounter in developing countries. Based on this framework, they present a set of propositions specifying
the influence of these contextual factors such as business environment, cultural traditions, socio-economic
conditions, and both international and domestic pressures on the business practices of SIEs. The
framework offers an explanation for the lack of responsible entrepreneurship of SIEs and has important
implications for promoting sustainable business practices in developing countries where businesses are
striving hard to survive and compete. Basu and Palazzo (2009) studied that how managers think, discuss
and act with respect to their key stakeholders and the world at large. A set of cognitive, linguistic, and co
native dimensions are proposed to identify such an intrinsic orientation that guides CSR-related activities.
Recognizing patterns of interrelationships among these dimensions might lead to a better understanding
of a firm's CSR impact, as well as generate a rich research agenda that links key organizational features to
CSR character. Blom and Pinzon et al. (2009) identify that how corporations can increase their competitive
advantage by supporting philanthropic projects. In order to achieve this, they have conducted a qualitative
study where the collection of the empirical data was done through semi-structured interviews with three
big corporations. These firms are all services providing companies who support social/philanthropic
projects. This support is assisted by a non-profit organization that deals with social projects around the
world while at the same time creates social commitment among corporations. In the theoretical
framework, they have presented the concepts of competitive advantage, business ethics, branding,
stakeholders and CSR as main theoretic pillars. The thesis also includes theories that relate these theories
to each other, such as “Corporations and Society” and “CSR and Competitiveness”. Finally in the analysis
section they linked the empirical findings to presented theories and ultimately created a framework
showing the correlation between competitiveness and business ethics and CSR. The main conclusions are
that business ethics and competitiveness can be linked and bridged by the concept of CSR. Unlike previous
theories they concluded that these two concepts are compatible which means that it is possible to get
competitive advantage by pursuing social objectives. Morsing and Perrini (2009) emphasize the
importance of understanding the contexts and the ways in which small- and medium-sized companies
engage in CSR and how they differ from multinational companies. They suggest that it might be that
researchers and practitioners are asking the wrong questions in their ambitions to prove the business case
for CSR. Perhaps they should rather focus on the how and the with what impact questions to understand
better the SME engagement in CSR. Adewuyi and Olowookere (2010) examine the case of a major cement
company, WAPCO plc, and its host communities. A total of 15 CSR factors covering the three elements of
sustainable development (economic, social and environment) were adopted, and with data extracted from
the company's annual reports the contributions of WAPCO to sustainable development in the host
communities in Nigeria were analyzed. Analysis of 15 CSR factors shows that WAPCO has gone beyond
assistance and community development per se to sustainable development in the host communities; its
recent inclusion as a member of Lafarge SA may have attributed to this. However, the position of WAPCO
seems not to be clear in the area of social and environmental reporting, and codes of conduct on bribery
and corruption. Some areas such as health seem not to be given priority in the WAPCQO's CSR expenditure.
Further, WAPCQ's CSR activities are observed to be directly related with its turnover; however, CSR as a
ratio of turnover is less than 0.5 per cent throughout the study period. The limitation of this study lies in
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the fact that although the firm used as a case study accounted for over half of the output in the industry,

this study is based on a single firm in the cement manufacturing industry. Besides, data extracted from the
company's annual reports are taken as given. Thus, caution needs to be exercised in the interpretation
and generalisation of the results and conclusions/recommendations. WAPCO and polluting firms in general
should devote more resources to CSR activities. Besides, there is the need to design a clear policy/strategy
and enforcement mechanism in the area of social and environmental reporting, and codes of conduct on
bribery and corruption. The area of health needs to be given priority in a firm's CSR expenditure and
regulations.

Arendt and Brettel (2010) examine the effects of corporate social responsibility (CSR) on corporate
identity, image and firm performance in a multi-industry setting, in order to support evidence that the
effects of CSR differ in different industry settings. The study, based on pre-existing CSR scales, was tested
using data collected from a sample of 389 European companies. Hypotheses are based on the examination
of the moderating effects of CSR using a group comparison method. Contingency models show that CSR
triggers the corporate-image-building process and that its relationship to company success varies
significantly based on company size, industry and marketing budget This research was conducted within a
specific region in the EU and as such these findings may or may not be generalized to other regions like
Asia or the USA. In addition, the secondary data of the study did not include stakeholders other than
customers and suppliers, suggesting that further analysis of the model should be made using data from
additional stakeholders whereas Arli and Lasmono (2010) examine consumer perception towards CSR in
the developing country of Indonesia. This research produced mixed results, suggesting that CSR is still a
concept waiting to be applied in the developing country. Consumers are often unaware and unsupportive
towards CSR. This is the opposite finding of consumer perception in developed countries, where most
consumers are willing to support CSR launched by corporations. Nevertheless, there is an interesting
finding: When consumers have to buy similar products with the same price and quality, CSR could be the
determining factor. They would buy from the firm that has a socially responsible reputation.

Ferreira et al. (2010) has investigate whether corporate social responsibility (CSR) would positively
influence the benefit and the value perceived by the consumer in the company's offer, the judgment of
fairness in the price differential charged for it, and his/her buying intention, in a context where the socially
responsible firm practices a price higher than the competition. It also investigates whether a social action,
supported by the firm, with direct impact on the consumer's life, would provoke a higher effect in his/her
reactions than a social action with indirect impact. The objectives were achieved through experimental
methodology, using scenarios. Prior studies contributions to CSR and consumer behavior domains and the
theoretical framework supporting the model of perceived value generated the study's proposition, which
was translated in a set of hypotheses. The results obtained indicated that consumers perceived greater
benefit and value in the offer of the socially responsible firm, and were showed to be willing to pay 10 per
cent more for its product, judging this price differential as being fair. Moreover, the social action with
direct impact on the consumer's life influenced more positively his/her reactions than the social action
with indirect impact. The research instrument opens up the possibility for people to try to give answers
that are in accordance with socially established rules and conventions. Also, a non-probabilistic
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convenience sample was adopted. Issues for future studies are: price sensitivity in the context of CSR; the

importance of CSR as a factor of influence in buying decision compared with other factors; variables that
could exert influence on the impact of CSR on consumers' reactions; the influence of information sources
about CSR in the consumer's buying decision. Gunawan (2010) investigate the most important corporate
social disclosure (CSD) as perceived by the Indonesian stakeholders and the disclosures in Indonesian listed
companies' annual reports. Questionnaire and content analysis methods were applied for the purpose of
the study. A total of 306 people from six primary stakeholder groups (shareholders, investors, customers,
employees, suppliers, and communities) provided their opinions by ranking the importance of every theme
of disclosure. Further, the information disclosed by 119 Indonesian listed companies in their 2003, 2004,
and 2005 annual reports was examined. The results show that there are gaps between the most important
information perceived by the stakeholders and the information disclosed by the companies. This result
may indicate that the information disclosed by the companies has not fulfilled the stakeholders' needs.
Therefore, the stakeholder theory should be investigated further in this context. The study is expected to
assist Indonesian businesses to focus on the information they disclose in their CSD particularly as a
consequence of their corporate social responsibility (CSR). Barkemeyer (2011) explored sustainability-
related perceptions of proponents of corporate social responsibility (CSR) from 53 countries in order to
shed light on contextual differences regarding the conceptualization of the role of CSR in global
governance. The results of a survey of corporate UN Global Compact participants are presented, focusing
on respondents' perceptions regarding 23 key issues in sustainability. Non-parametric statistics are applied
to identify regional and country-level patterns within the overall sample. While general perceptions
regarding the urgency of key global sustainability challenges appear to be relatively homogeneous around
the globe, significant differences can be identified regarding the specific roles and responsibilities
respondents attribute to their own companies in countries from the global North and South, respectively.
— The paper focuses on generic patterns within the overall sample; more detailed analysis is needed in
future work to explore their origins and impact on corporate practice. There is a need for an improved
integration of Southern stakeholders in CSR practice and policy making in order to fully unfold the potential
of CSR in global governance. Frisko and Arisandi (2011) has studied the practices of corporate social
responsibility (CSR) ran by state owned company in Indonesia which tend to focus on strengthening
economies of small medium enterprise (SME) through partnership program as per regulation framework.
The analysis included examining the background of program, assess it impact to stakeholder, and evaluate
the effectiveness of social program done by state-owned company so far. It characteristic as public service
organization as well as profit-generating enterprise, drive companies to follow some regulations pertaining
with social responsibility activities. Eventually, this study expected to provide information about
effectiveness analysis of CSR programs for company and government to design proper rules in creating
sustainability development for a better future.

Gardarson and Wulff (2011) ambiguity of the concept of Corporate Social Responsibility (CSR) has
been widely debated in academic research over the last decades. There is a consensus that firms ought to
take responsibilities for their actions, but there is no unified definition of CSR and which activities are
included in the concept. Hence, what the CSR activities entail and how firms have chosen to organize them
may differ between firms and industries. According to organizational theory, firm characteristics have a
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strong influence on the organizing of firm activities. Yet, the linkage between firm characteristics and

organizing of CSR activities has so far been limited. One discussion that has evolved is how organizing of
CSR activities depending on firm size differs. Other factors, such as firm age have been neglected in the
discussions. In this thesis, the area of how firm size and age influence the organizing of CSR activities in
Swedish clothing companies has been discovered. The results show that firm size has an influence in
accordance with previous research. Firm age was also found to have an impact on the organizing of CSR
activities. Graaf and Mehrtens (2011) focuses on the institutional component of CSR in entrepreneurship
by analyzing the role of governance systems in SMEs. They argue that a category of medium-sized
companies referred to as 'Hidden Champions' can be regarded as role models of CSR , combining an
exceptional economic performance with an excellent contribution to local communities and strong ties
with all stakeholders, including employees. Based on this they develop some propositions on CSR in SMEs.
For example, there review suggests that local self-assurance and a strong product focus enable a company
to develop a strong CSR track record combined with a strong position on international markets. This could
imply that globalization does not have to lead to a race to the bottom. On the contrary, to be successful in
the long run, CSR -awareness for international entrepreneurs seems to be critical. Gupta and Bagg (2011)
CSR activities started in India by late 1990°s and today have become a medium for most Indian corporate
to contribute to inclusive growth of Indian society. E-choupals of ITC group that leverages the power of
internet to empower the small farmers with knowledge of best practices, timely and relevant weather
information, transparent discovery of prices and much more. Similarly Jaipur Rugs have been into
developing weaving skills among people of remote villages so that they can earn a self sustainable
livelihood for themselves. These initiatives have resulted in upliftment of under-privileged sections and
distribution of wealth. When TCS is making software that aids an illiterate start reading and writing by 40
days, Infosys has been helping students get computer literate by designing course circular for them. Aviva,
a life insurance firm have launched street school to educate the under privilege students. Islam and
Dellaports (2011) examine perceptions regarding corporate social and environmental accounting and
reporting practices in a developing country such as Bangladesh. Members of the Institute of Chartered
Accountants of Bangladesh (ICAB) were surveyed to determine their perceptions on issues pertaining to
social and environmental accounting and reporting practices in Bangladesh. Whilst the findings show that
accountants have positive attitudes toward corporate social and environmental accounting, progress is
limited, with the absence of ICAB in making any noticeable effort to develop such practices. Unlike prior
studies, the implications of this study suggest that without international influence, it is less likely that
institutional forces in Bangladesh (ICAB and the government) would be effective in dealing with social and
environmental accounting and reporting issues. Mozes (2011) explored the impact of corporate social
responsibility (CSR) engagement on employee motivation, job satisfaction and organizational
identification as well as employee citizenship in voluntary community activities. Employees (n=224) of a
major airline carrier participated in the study based on a 54-item questionnaire, containing four different
sets of items related to volunteering, motivation, job satisfaction and organizational identification. The
employee sample consisted of two sub-samples drawn randomly from the company pool of employees,
differentiating between active participants in the company's CSR programs (APs) and non participants
(NAPs). Significant differences were found between APs and NAPs on organizational identification and
motivation, but not for job satisfaction. In addition, positive significant correlations between
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organizational identification, volunteering, job satisfaction, and motivation were obtained. These results
are interpreted within the broader context that ties social identity theory (SIT) and organizational
identification increase. The paper contributes to the understanding of the interrelations between CSR and
other organizational behavior constructs. Practitioners can learn from this study how to increase job

satisfaction and organizational identification. Both are extremely important for an organization's
sustainability.

Wang (2011) examines perceptions of CSR both at the emic (observing individuals and stakeholders)
and etic levels (conducting cross-cultural comparison) through a descriptive-empirical research strategy.
The study is based on quantitative interview data among Chinese, Finnish and US stakeholder groups of
industry companies (with an emphasis on the forest industries) and consists of four published articles and
two submitted manuscripts. Theoretically, this study provides a valuable and unique philosophical and
intellectual perspective on the contemporary study of CSR—"The Harmony Approach to CSR'. Empirically,
this study did the values assessment and CSR evaluation of a wide variety of business activities covering
CSR reporting, business ethics, and three dimensions of CSR performance. From the multi-stakeholder
perspective, this study use survey methods to examine the perceptions and stakeholder salience in the
context of CSR by describing, comparing the differences between demographic factors as well as
hypothetical drivers behind perceptions. The results of study suggest that the CSR objective of a
corporation's top management should be to manage the divergent and conflicting interests of multiple
stakeholders, taking others than key stakeholders into account as well. The importance of values as a
driver of ethical behaviour and decision-making has been generally recognized. He suggests that since the
way to encourage responsible behaviour and develop CSR is to develop individual values and cultivate
their virtues, it is time to invoke the critical role of moral (ethics) education. Adhikari (2012) examine status
of corporate social responsibility (CSR) in Nepalese companies. The study is descriptive cum analytical and
is based on the review of literature. Cases presented in the paper show low CSR intensity in Nepal. Both
government and employers are somehow not serious to implement labor laws. At the company level,
employees’ awareness towards CSR can bring the positive attitude towards the company. The main
limitations are: although there are many variables to measure CSR initiatives only labor laws, employees’
awareness and few HRM dimensions have been covered. This paper is useful to academicians, companies
to understand supportive and inhibiting CSR factors in Nepalese companies. This is perhaps the very first
investigation of its kind in the Nepalese context. Azamat and Zutshi (2012) investigated the importance
the entrepreneurs place on CSR, their understanding of stakeholders, the types of CSR activities
undertaken by them, and the issue of social capital. Data were collected through in-depth semi-structured
interviews with Sri Lankan entrepreneurs based in Victoria, Australia. The interviewees were aware of the
term CSR but, nevertheless, had different interpretations of its meaning. However, CSR was considered
important and all the interviewees were, in some way, involved in CSR activities and also had a good
understanding of the importance of their stakeholders. Findings also highlighted the significance attached
to social capital by the entrepreneurs such as informal relationships and trustworthiness which build the
intangible attributes of CSR. The present findings can be attributed to immigrant entrepreneurs behaving
partly to adapt to the host country, by changing their beliefs, values, traditions and partly by being
influenced by their home country culture as found in the extended part of this current study. This paper
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addresses gaps in the fields of both CSR and immigrant entrepreneurship literature. However, the small

sample size is a limitation and further research is required in order to generalize the findings. Ladzani and
Seeletse (2012) aims to establish the extent to which small and medium-sized enterprises (SMEs) in
Gauteng, South Africa involve business social responsibility (BSR) in their practices. It also aims to bring
awareness of the importance that BSR has amongst SMEs. The objectives are to measure the involvement
of SME's BSR on management performance, identify strengths and areas that need improvement of BSR
and expose the potential usefulness of BSR in South African SMEs. A quantitative comparative design was
used to collect primary data from 326 respondents from 64 randomly selected SMEs in the study area.
Structured interviews were used. The findings revealed that SMEs in Gauteng had performed worst in the
area of BSR out of the ten management performance scores measured. The study further found that most
owner-managers of the sampled businesses had university qualifications and most of these businesses had
passed the survival stage. The study excluded major components of BSR, and cannot be generalized to the
remaining eight provinces. Young and Maris (2012) seek to capture the influence of national institutions
and industry characteristics on CSR reporting. To explore national institutions, the study compares CSR
reporting in France and Australia characterized respectively as state-led market economies (SLMEs) and
liberal market economies (LMEs). Comparisons are also made between high-risk and low-risk industries.
The interaction between the two main variables is also analyzed. Using corporate published data from a
sample of 220 Australian and French companies in 2009, the research finds that CSR reporting is stronger
and CSR practices more transparent in France compared to Australia. CSR reporting is also stronger in high-
risk industries than in low-risk industries. It also found that industry characteristics override the influence
of national institutions in high-risk industries. However, these conclusions vary depending on the sub-
categories of CSR reporting and the implicit versus explicit form of this type of communication. This study
develops a new model of CSR reporting using 99 items. It provides empirical support for the institutional
perspective for understanding differences in reporting whilst demonstrating the interaction between
industry risk characteristics and national institutions.

1.2 Conclusion

In the wake of rapid globalization there is extensive competition in the business environment and for the
survival of organizations the perception towards the role of corporate in the broader social paradigm is
undergoing a sea change. In the recent years, society and the state have put forward an expectation before
public sector corporate to integrate the social responsibility aspects in their business persuasion. This
scenario not only affects large scale public sector undertakings, but also includes firms of small scale. The
underlying assumption that Corporate Social Responsibility (CSR) is one way through which companies can
demonstrate their commitments towards being socially responsible. In fact, CSR as an integral aspect of
corporate that has double edge effect in terms of creating goodwill to the company and acting as a social
and economic intervention to bring about large scale change in the life of people from different
walks. SMEs also tie up with many MNCs and act as a backward linkage. Today stakeholders become very
active towards CSR activities and it became as a prerequisite for every organization. Many MNCs largely
deal with those SMEs which are focusing on CSR activities and are ethical in order to match the competitive
environment.
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