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Abstract: Corporate Social Responsibility (CSR) is becoming progressively more important activity to businesses nationally
and internationally. As globalization accelerates and large corporations serve as global providers, corporations have
increasingly recognized the benefits of providing CSR programs. CSR activities are now being undertaken throughout the
globe. Corporate social responsibility (CSR) is the way a corporation achieves a balance among its economic, social, and
environmental responsibilities in its operations so as to address shareholder and other stakeholder expectations. CSR is
important because the business system is the mechanism selected by society to produce and distribute goods and services.
Corporate social responsibility and a corporation’s social performance are two of many factors in an extremely complex
business environment in which the corporate manager is called upon to operate the business. Various stakeholders are
constantly seeking a different role for business in society. Government continues to influence the business system and to
change the forms and manner of this influence. Technological change is occurring at a very rapid pace. The public media
advise citizens quickly of events in the business world, allowing for quick public reaction. Thus the aim of the paper is to
discuss the benefits and challenges of Corporate Social Responsibility and offering suggestions by which the organizations can
fulfil this responsibility without hindering their own growth.
Keywords: Corporate social responsibility, challenges, strategies.
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1. INTRODUCTION

Though CSR as a concept has gained immense popularity,
there is a lack of accord on what it really means. There are
different expectations from different stakeholder groups,
different standards, and different practices leading to a
fragmented understanding of CSR. Corporate social
responsibility begins with an assessment of the following
aspects of each business, customers, suppliers, environment,
communities and employees.

In recent years, scholars and managers have devoted greater
consideration to the strategic implications of corporate social
responsibility (CSR). CSR can be defined as situations where
the firm goes beyond compliance and engages in “actions that
appear to further some social good, beyond the interests of the
firm and that which is required by law. CSR activities have
been posited to incorporate social characteristics or features
into products and manufacturing processes (e.g., aerosol
products with no fluorocarbons or using environmentallyfriendly technologies), adopting progressive human resource
management
practices
(e.g.,
promoting
employee
empowerment), achieving higher levels of environmental
performance through recycling and pollution suspension (e.g.,
adopting an aggressive stand towards reducing emissions).
Corporate social responsibility is the procedure of assessing an
organization„s impact on society and evaluating their
responsibilities. As per United Nations and the European
Commission, Corporate Social Responsibility (CSR) leads to
triple bottom-line: profits, protection of environment and fight
for social justice.

3. WHY CSR?
The following are some of the drivers pushing business
towards Corporate Social Responsibility:
 The Shrinking Role of Government: Shrinking
government resources, coupled with a distrust of
regulations, has led to the exploration of voluntary and
non-regulatory initiatives instead.
 Demands for Greater Disclosure including customers,
suppliers, employees, communities, investors, and activist
organizations.
 Increased Customer Interest: In a recent survey by
Environics International, more than one in five consumers
reported having either rewarded or punished companies
based on their perceived social performance.
 Growing Investor Pressure: The Social Investment
Forum reports that in the US in 1999, there was more than
$2 trillion worth of assets invested in portfolios that used
screens linked to the environment and social responsibility.
A separate survey by Environics International revealed that
more than a quarter of share-owning Americans took into

2. OBJECTIVES OF THE STUDY
•
•
•

To highlight the benefits offered by CSR.
To determine and to understand the challenges faced in
adopting CSR practices.
Suggesting strategies that companies can adopt for
implementing CSR successfully without hindering its own
growth.

24

IJRREST
INTERNATIONAL JOURNAL OF RESEARCH REVIEW IN ENGINEERING SCIENCE & TECHNOLOGY
(ISSN 2278–6643)
VOLUME-5, ISSUE-4, December – 2016

account ethical considerations when buying and selling
stocks.
 Competitive Labour Markets: Employees are
increasingly looking beyond pay checks and benefits, and
seeking out employers whose philosophies and operating
practices match their own principles. In order to hire and
retain skilled employees, companies are being forced to
improve working conditions.
 Supplier Relations: As stakeholders are becoming
increasingly interested in business affairs, many companies
are taking steps to ensure that their partners conduct
themselves in a socially responsible manner are
introducing codes of conduct for their suppliers, to ensure
that other companies' policies or practices do not tarnish
their reputation.

practice not only vary from one company to another but also
from one industry to another. Some organizations tailor their
CSR activities to reduce harmful effects to the community or
environment as a result of the business they are involved in.
For example, oil companies focus on improving air and water
quality or soft drink companies invest in replenishing water
for the community from which they draw water.
The CSR programmes are aimed not only at the external
community but also towards internal ones (employees and
their families) apart from customers and supply chain. As
more and more companies like to provide profit to their
employees for greater productivity and retention, it is unclear
if benefits provided to employees could also be considered a
part of CSR activity. It becomes important here to understand
the intent of organizations practising CSR. What are their
expectations from their own CSR activity towards the society
and towards their own organization? So, one of the questions
that remains unanswered is: Are there boundaries that need to
be drawn to clearly define CSR from employee benefits,
welfare, creative public relations campaigns, and eye-catching
brand building activities, being a responsible citizen by not
harming the environment? Or does it really matter as long as
the organization is involved in doing some good. Corporate
Social Responsibility ensures that a company does business in
an ethical manner and is answerable for the social and
environmental impacts that the business creates for the
society.

4. BENEFITS FOR CORPORATE
CSR offers numerous benefits to the corporate, some of them
are- Improved financial performance, lower operating costs,
enhanced brand image and reputation, increased sales and
customer loyalty, greater productivity and quality, more ability
to attract and retain employees, reduced regulatory oversight,
access to capital, workforce diversity, product safety and
decreased liability.
4.1 Benefits to the Community and the General Public
Charitable contributions, employee volunteer programs,
corporate involvement in community education, employment
and homelessness programs, product safety and quality.

5. CHALLENGES
A lack of understanding, inadequately trained personnel, non
availability of authentic data and specific information on the
kinds of CSR activities, coverage, policy etc. further adds to
the reach and effectiveness of CSR programmes.

4.2 Environmental Benefits
Greater material recyclability, better product durability and
functionality, greater use of renewable resources, integration
of environmental management tools into business plans,
including life-cycle assessment and costing, environmental
management standards, and eco-labelling.

 The first major challenge that remains to be overcome is to
attract the best brains of the academic world to come and
work with the poorest of the poor children at the primary
education level.
 The major challenges that we see in CSR is that it is still
being considered as an act of charity rather than a strategy to
improve corporation‟s competitive context.
 Convincing corporations to move away from signing
cheques to NGOs and self initiating work for bringing social
goods that help the community and the corporations alike is
another challenging area.
 All programmes which grow in numbers do not necessarily
add value and all programmes that have small numbers are
not necessarily low on value.
 The Times survey pointed few of the following
challenges/responses from participating organisations.
• Lack of community participation in CSR activities.
• Need to build local capacities.
• Issues of transparency.

Considering the present scenario, there may be a need for
consolidation in the understanding of CSR, for example, if we
consider the practice of CSR, it can be implemented with both
for-profit and non-profit/philanthropic intentions. Some
examples of for-profit CSR initiatives are - developing a
marketing channel aimed for rural population where a
company is empowering poor women entrepreneurs to sell
company products or strengthening health delivery systems in
rural locations by selling the company healthcare products
through the health care delivery system. Examples of nonprofit initiatives can range from corporate giving initiatives to
community development initiatives such as livelihood
promotion, setting up schools or digging a well in a village.
Further, some organizations contribute without any desire for
publicity; others want to contribute with a wide publicity in
expectation of a positive brand image. Standards of CSR
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• Non-availability of well organised non-governmental
organisations.
• Visibility factor.
• Narrow perception towards CSR initiatives.
• Non-availability of clear CSR guidelines.
• Lack of consensus on implementing CSR issues.
Lack of Community Participation in CSR Activities:
There is a lack of interest of the local community in
participating and contributing to CSR activities of
companies. This is largely attributable to the fact that there
exists little or no knowledge about CSR within the local
communities as no serious efforts have been made to spread
awareness about CSR and instill confidence in the local
communities about such initiatives. The situation is further
aggravated by a lack of communication between the
company and the community at the grassroots.
Need to Build Local Capacities: There is a need for
capacity building of the local non-governmental
organizations as there is serious dearth of trained and
efficient organizations that can effectively contribute to the
ongoing CSR activities initiated by companies. This
seriously compromises scaling up of CSR initiatives and
subsequently limits the scope of such activities.
Issues of Transparency: Lack of transparency is one of
the key issues brought forth by the survey. There is an
expression by the companies that there exists lack of
transparency on the part of the local implementing agencies
as they do not make adequate efforts to disclose information
on their programs, audit issues, impact assessment and
utilization of funds. This reported lack of transparency
negatively impacts the process of trust building between
companies and local communities, which is a key to the
success of any CSR initiative at the local level.
Non-availability of Well Organized Non-governmental
Organizations: It is also reported that there is nonavailability
of
well-organized
non-governmental
organizations in remote and rural areas that can assess and
identify real needs of the community and work along with
companies to ensure successful implementation of CSR
activities. This also builds the case for investing in local
communities by way of building their capacities to
undertake development projects at local levels.
Visibility Factor: The role of media in highlighting good
cases of successful CSR initiatives is welcomed as it
spreads good stories and sensitizes the local population
about various ongoing CSR initiatives of companies. This
apparent influence of gaining visibility and branding
exercise often leads many nongovernmental organizations to
involve themselves in event-based programs; in the process,
they often miss out on meaningful grassroots interventions.
Narrow Perception towards CSR Initiatives: Nongovernmental organizations and Government agencies
usually possess a narrow outlook towards the CSR
initiatives of companies, often defining CSR initiatives

more donor-driven than local in approach. As a result, they
find it hard to decide whether they should participate in such
activities at all in medium and long run.
 Non-availability of Clear CSR Guidelines: There are no
clear cut statutory guidelines or policy directives to give a
definitive direction to CSR initiatives of companies. It is
found that the scale of CSR initiatives of companies should
depend upon their business size and profile. In other words,
the bigger the company, the bigger is its CSR program.
 Lack of Consensus on Implementing CSR Issues: There
is a lack of consensus amongst local agencies regarding
CSR projects. This lack of consensus often results in
duplication of activities by corporate houses in areas of their
intervention. This results in a competitive spirit between
local implementing agencies rather than building
collaborative approaches on issues. This factor limits
company‟s abilities to undertake impact assessment of their
initiatives from time to time.

6. STRATEGIES FOR IMPLEMENTING CSR
SUCCESSFULLY
 To create awareness about CSR amongst the general public
to make CSR initiatives more effective.
 CSR as a subject or discipline should be made compulsory
at B-schools, in colleges and universities to sensitise
students about social and development issues
 To develop partnerships between all stakeholders including
the private sector, employees, local communities, the
Government and society.
 Extend CSR initiatives/activities to small, medium and
large corporate houses.
 CSR initiatives and programmes are taken up in urban areas
and localities.
 Corporate houses and NGOs should actively involved in
pooling their resources and building synergies to implement
best CSR practices to scale up projects and innovate new
ones to reach out to more beneficiaries.
 Government should recognizing and reward corporate
houses/NGOs and their partners‟ for effective
implementation of projects for the poor and the
underprivileged.
 Partnerships between the Government and other interest
groups have been well defined in policy documents at all
levels and to develop common strategies to translate policy
pronouncements into demonstrable action agendas
 Lay more focus on education, health, environment
protection, livelihood, women empowerment, disaster
management, green marketing, ethical practices, etc., and
other social and community relevance issues
 To underline the Government„s policy documents to ensure
‗public co-operation„ in planning process of CSR initiatives
 Innovative models are to be popularize among corporate in
these areas
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 In order to push the development agenda in a mission
mode, it is recommended that realistic and operational
models are jointly explored and addressed
 A growing number of corporate feel that CSR is not just
another form of indirect expense but is important for
protecting the goodwill and reputation, defending attacks
and increasing business competitiveness.
 Research by global organizations pointed out that business
leaders must be the most credible, most ethical, least corrupt
and most value-driven in the world. Regardless of the label,
the dominant paradigm underlying corporate social
responsibility is centered on the idea of creating ―shared
value.
 Partnerships between companies, NGOs and the government
should be facilitated so that a combination of their skills
such as expertise, strategic thinking, manpower and money
to initiate extensive social change will put the socioeconomic development of India on a fast track.

7. CONCLUSION
The concept of corporate social responsibility is now firmly
rooted on the global business agenda. But in order to move
from theory to concrete action, many obstacles need to be
overcome. Large enterprises can no longer continue to focus
only on economic performance, without paying attention to
what is happening around them. A key challenge facing
business is the need for more reliable indicators of progress in
the field of CSR, along with the diffusion of CSR strategies.
Transparency and dialogue can help to make a business appear
more trustworthy, and push up the standards of other
organizations at the same time. Hence, the overriding
conclusion is that companies need to be mature and realize
that they must practice socially conscious policies.
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