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ABSTRACT 

In recent years, there has been much academic interest in the social role of companies and 

ethical aspects of their businesses. Not only scholars of different fields such as economic, 

political, or social sciences deal with business ethics. Many entrepreneurs, politicians, and 

communication agencies have paid great attention to this topic as well. Corporate Social 

Responsibility (CSR) has been attracting attention recently by the corporate world 

worldwide. The corporations discharge their CSR through social development in various 

ways in varying degree. However, the practice of CSR has also attracted controversy and 

criticism.CSR is titled to aid an organization's mission as well as serve as a guide to what the 

company represents for its consumers. It is widely accepted that CSR adheres to similar 

principles, but with no formal act of legislation. Hence, by presenting this paper, we tend to 

find out its various aspects. 

INTRODUCTION 

Corporate social responsibility (CSR, also called corporate sustainability, sustainable 

business, corporate conscience, corporate citizenship, conscious capitalism, or responsible 

business)is a type of international private business self-regulation. While once it was possible 

to describe CSR as an internal organisational policy or a corporate ethic strategy, that time 

has passed as various international laws have been developed and various organisations have 

used their authority to push it beyond individual or even industry-wide initiatives. While it 

has been considered a form of corporate self-regulation for some time, over the last decade or 

so it has moved considerably from voluntary decisions at the level of individual 

organisations, to mandatory schemes at regional, national and even transnational levels. 

Considered at the organisational level, CSR is generally understood as a private firm policy. 

As such, it must align with and be integrated into a business model to be successful. With 

some models, a firm's implementation of CSR goes beyond compliance with regulatory 

requirements and engages in "actions that appear to further some social good, beyond the 

interests of the firm and that which is required by law". 

Some institutionalists viewed CSR as a form of capitalist legitimacy and in particular point 

out that what began as a social movement against uninhibited corporate power was 

transformed by corporations into a "business model" and a "risk management" device, often 

with questionable results.CSR is titled to aid an organization's mission as well as serve as a 

guide to what the company represents for its consumers. Business ethics is the part of applied 

ethics that examines ethical principles and moral or ethical problems that can arise in a 

business environment. ISO 26000 is the recognized international standard for CSR. Public 

sector organizations (the United Nations for example) adhere to the triple bottom line (TBL). 
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It is widely accepted that CSR adheres to similar principles, but with no formal act of 

legislation. 

DEFINITIONS 

Since the 1960s, corporate social responsibility has attracted attention from a range of 

businesses and stakeholders. A wide variety of definitions have been developed but with little 

consensus. Part of the problem with definitions has arisen because of the different interests 

represented. A business person may define CSR as a business strategy, an NGO activist may 

see it as 'greenwash' while a government official may see it as voluntary regulation." In 

addition, disagreement about the definition will arise from the disciplinary approach." For 

example, while an economist might consider the director's discretion necessary for CSR to be 

implemented a risk of agency costs, a law academic may consider that discretion to be an 

appropriate expression of what the law demands from directors. 

Corporate social responsibility has been defined by Sheehy as "international private business 

self-regulation." Sheehy examined a range of different disciplinary approaches to defining 

CSR. The definitions reviewed included the economic definition of "sacrificing profits," a 

management definition of "beyond compliance", institutionalist views of CSR as a "socio-

political movement" and law's own focus on directors' duties. Further, Sheehy considered 

Archie Carroll's description of CSR as a pyramid of responsibilities, namely, economic, legal, 

ethical, and philanthropic responsibilities. While Carroll was not defining CSR, but simply 

arguing for classification of activities, Sheehy developed a definition differently following 

the philosophy of science—the branch of philosophy used for defining phenomena. 

Carroll extended corporate social responsibility from the traditional economic and legal 

responsibility to ethical and philanthropic responsibility in response to the rising concerns on 

ethical issues in businesses. This view is reflected in the Business Dictionary which defines 

CSR as "a company's sense of responsibility towards the community and environment (both 

ecological and social) in which it operates.  

Companies express this citizenship: 

(1) through their waste and pollution reduction processes,  

(2) by contributing educational and social programs and  

(3) by earning adequate returns on the employed resources. 

INITIATIVES 

Corporate social responsibility includes six types of corporate social initiatives: 

 Corporate philanthropy: company donations to charity, including cash, goods, and 

services, sometimes via a corporate foundation 

 Community volunteering: company-organized volunteer activities, sometimes while an 

employee receives pay for pro-bono work on behalf of a non-profit organization 

 Socially-responsible business practices: ethically produced products which appeal to a 

customer segment 

 Cause promotions and activism: company-funded advocacy campaigns 

 Cause-related marketing: donations to charity based on product sales 

 Corporate social marketing: company-funded behaviour-change campaigns 

All six of the corporate initiatives are forms of corporate citizenship. However, only some of 

these CSR activities rise to the level of cause marketing, defined as "a type of corporate 
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social responsibility (CSR) in which a company's promotional campaign has the dual purpose 

of increasing profitability while bettering society."Companies generally do not have a profit 

motive when participating in corporate philanthropy and community volunteering. On the 

other hand, the remaining corporate social initiatives can be examples of cause marketing, in 

which there is both a societal interest and profit motive. 

OBJECTIVES 

The primary objective for the companies is to obtain and maintain the Social License to 

Operate. To achieve this goal, a company needs to: 

 Identify the business strategy and business objectives 

 Identify the social license holders (employees of a company, labour unions, local and 

national governments, communities, activist groups, etc.) for every business objective 

 Identify the support that the company desires to achieve from the social license holders by 

specifying for every business objective social license element (target of support, context 

of support, time of support, action of support) 

 Quantitatively measure the intention (positive or negative) of the social license holders to 

support the business objectives 

 Identify the factors that negatively impact the intention of the social license holders to 

support the business objectives (strength of their belief in support, their evaluation of 

support outcomes, pressure to provide support, enablers / disablers of support, etc.) 

 Develop the Social License Development Strategy to remove the negative factors and 

ensure positive intention of all the social license holders to support all the business 

objectives of the company. 

 Perform ongoing monitoring and quantitative measurement of changes in the Social 

License to Operate of the company    

 do not try to manipulate or falsely advertise to potential consumers. This is important for 

companies that want to be viewed as ethical. 

METHODOLOGY 

CSR is the procedure of assessing an organization’s impact on society and evaluating their 

responsibilities. It begins with an assessment of the following aspects of each business: 

 Customers; 

 Suppliers; 

 Environment; 

 Communities; and, 

 Employees. 

The most effective CSR plans ensure that while organizations comply with legislation, their 

investments also respect the growth and development of marginalized communities and the 

environment. CSR should also be sustainable – involving activities that an organization can 

uphold without negatively affecting their business goals. 

SCENARIO IN INDIA 

Some of the CSR examples in India are shared here: 

 TATA GROUP 

The Tata Group conglomerate in India carries out various CSR projects, most of which are 

community improvement and poverty alleviation programs. Through self-help groups, it is 
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engaged in women empowerment activities, income generation, rural community 

development, and other social welfare programs. In the field of education, the Tata Group 

provides scholarships and endowments for numerous institutions.Thegroup also engages in 

healthcare projects such as facilitation of child education, immunization and creation of 

awareness of AIDS. Other areas include economic empowerment through agriculture 

programs, environment protection, providing sport scholarships, and infrastructure 

development such as hospitals, research centers, educational institutions, sports academy, and 

cultural centers.  

 ULTRATECH CEMENT 

Ultratech Cement, India’s biggest cement company is involved in social work across 407 

villages in the country aiming to create sustainability and self-reliance. Its CSR activities 

focus on healthcare and family welfare programs, education, infrastructure, environment, 

social welfare, and sustainable livelihood.The company has organized medical camps, 

immunization programs, sanitization programs, school enrollment, plantation drives, water 

conservation programs, industrial training, and organic farming programs. 

 MAHINDRA & MAHINDRA 

Indian automobile manufacturer Mahindra & Mahindra (M&M) established the K. C. 

Mahindra Education Trust in 1954, followed by Mahindra Foundation in 1969 with the 

purpose of promoting education. The company primarily focuses on education programs to 

assist economically and socially disadvantaged communities. CSR programs invest in 

scholarships and grants, livelihood training, healthcare for remote areas, water conservation, 

and disaster relief programs. M&M runs programs such as Nanhi Kali focusing on girl 

education, Mahindra Pride Schools for industrial training, and Lifeline Express for healthcare 

services in remote areas. 

 ITC GROUP 

ITC Group, a conglomerate with business interests across hotels, FMCG, agriculture, IT, and 

packaging sectors has been focusing on creating sustainable livelihood and environment 

protection programs. The company has been able to generate sustainable livelihood 

opportunities for six million people through its CSR activities. Their e-Choupal program, 

which aims to connect rural farmers through the internet for procuring agriculture products, 

covers 40,000 villages and over four million farmers. Its social and farm forestry program 

assists farmers in converting wasteland to pulpwood plantations. Social empowerment 

programs through micro-enterprises or loans have created sustainable livelihoods for over 

40,000 rural women. 

TOP TRENDS 

As pressure is added by consumers seeking to make more responsible choices and by the 

constraints of ever-dwindling natural resources, more companies are incorporating 

sustainable strategies and adopting more socially responsible practices. The top trends in the 

area of corporate social responsibility include increased transparency, investment in green 

technologies, local community and employee engagement, and recognition of economic 

inequality. 
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DEMANDS FOR DISCLOSURE 

Partly in response to heightened regulatory oversight, partly as a result of ever-increasing 

availability of almost instantaneous information and partly due to consumer and shareholder 

demands, companies are becoming more transparent in their operations. As part of a business 

model that embraces corporate social responsibility, companies are sharing more 

environmental, social and governance disclosures. 

 CREATION OF NEW RESOURCES 

Gone are the days of rampant resource usage without any accountability or thought toward 

replenishment. As available natural resources are rapidly depleted, rather than simply moving 

on to the next source of materials, fossil fuels and cheaply available labour, socially 

responsible companies are investing in green technologies and developing alternative 

resources. 

 GLOBAL COMPANIES ACTING LOCALLY 

Even companies that operate on a global level are recognizing the value of local markets and 

supply chains. Also, corporate social responsibility initiatives actively attempt to engage in 

activities that benefit local communities as well as produce profits for the corporation. 

Related to these efforts are attempts at engaging employees. Micro-volunteerism is an 

emerging trend that allows employees to volunteer their efforts and make positive 

contributions with minimal time commitments. 

 INVESTING IN EMPLOYEES 

As the issue of economic inequality rises to the forefront of many political debates, so does 

the issue increasingly press upon corporations. Recognition of inequalities in pay and 

economic burdens of employees is a trend in more progressive companies. Raising the pay 

rates of the lowest earning employees is one of the top trends in corporate social 

responsibility. 

CONCLUSION 

We have analysed the various aspects of CSR theoretically and technically, in a positive 

perspective. While most concerns regarding corporate social responsibility are directed at 

corporations of very large sizes, it is known that even small and medium-sized businesses 

participating in environmentally problematic industries and employing a huge number of 

local residents can still face the pressure to adopt the policy. At the same time, we also can’t 

ignore the fact that it has some cons too, like high cost, shareholder resistance, greenwashing 

etc.  

All in all, branding is the key to a business’s longevity and success, and authentic and 

environmentally and socially responsible companies have become the choice of consumers, 

which is a trend believed to be going forward as the demand for things, such as refugee aid 

and climate change, arises. This means that the reputation of these brands will also improve. 

In fact, research shows that more than half the number of consumers around the world is now 

more loyal to socially responsible brands, and the number is growing fast. But while this and 

other benefits come with corporate social responsibility, there are still drawbacks that cannot 

be ignored. But in general, such a policy is essential and beneficial to the society. 
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