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Businesses are aware that they need to entrench CSR into their core strategic visions 

but many pretend to do so. When CSR is applied it should not be for solely financial 

returns but rather more importantly, be viewed as a moral and ethical imperative 

which will also add huge value and sustain competitive advantage in a world in which 

stakeholders are increasingly concerned about for example, environmental issues. The 

mounting global awareness that social responsibility is closely linked to profitability 

and to better business performance is changing businesses top-down. Businesses are 

being urged by not only their customers, but also other stakeholders, to incorporate 

social good and sustainability into their operating models. Businesses not embracing 

CSR sooner or later experience a material negative impact and lose hard earned 

reputations, credibility and also a strategic advantage. Businesses that are committed 

to CSR and embrace it are perceived to be reliable, socially responsible partners. 

Businesses which establish effective CSR practices obtain positive reputations, and 

those that are highly regarded are the ones which vigorously and incessantly embrace 

CSR. The importance of CSR and transparency around sustainability issues grounded 

on ethical practices cannot be ignored. Adopting CSR is well-acknowledged but 

relatively poorly implemented. It creates value and aligns businesses and society.  

 

Keywords: Sustainability; Ethical practices; Strategy; Management practice. 

 

 

Methodology 

    

A thematic review approach was utilised in this study to describe particular 

areas of the literature. The purpose of the outcomes often was to identify 

weaknesses in CSR usage as an ethical necessity and to disseminate key steps for 

an improvement on the issue. An in-depth examination of principles and a 

narrative review was conducted to summarise different primary studies from 

which conclusions were drawn into a holistic interpretation contributed by my 

own experience, existing theories and models on CSR and ethics in business 

practice. The strength of this methodology is that it allowed me to comprehend the 

diversities and pluralities of understanding around scholarly research on the topics 

and it afforded me the opportunity to speak with self-knowledge, reflective 

practice and acknowledgement of shared educational phenomena. The focuses was 

thus on a central element which was taken under consideration from different 

point of views and sought to discover needed approaches, to CSR application in 

business, providing a range of different inputs. 
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Introduction and definition of CSR 

 

The concepts Corporate Social Responsibility (CSR) and Business Ethics 

have distinct identities. However, they are often used interchangeably. The term 

business ethics is intended as “a combination of two very familiar words, namely 

business and ethics”
2
 but there are unfortunately businesses that are not ethical in 

their CSR initiatives. Genuine CSR implies businesses fully embrace 

environmental and societal challenges. The notion of CSR is not new but it is 

progressively becoming a decisive part of business practices globally. Adam 

Smith‟s 1776 An Inquiry into the Nature and Causes of the Wealth of Nations, 

stated that the free market didn‟t continuously perform flawlessly
3
 He thus 

counselled that marketplace participants must act honestly and rightly toward one 

other if the ideals of the free market are to be at all attained.
4
 There have been 

numerous proponents and definitions of CSR since the 1960s which have all 

ultimately led to the fine-tuned contemporary definitions. Nonetheless, Van 

Marrewijk
5
  states that the many and varied definitions of CSR are usually biased 

toward specific interests and this hinders the development and universal 

implementations of the concept. Only a few are touched on here to demonstrate 

the evolutionary process involved. The definitions today are multidisciplinary and 

the consequence of an assortment of themes including inter alia business ethics, 

corporate governance, social responsibility, sustainable development, the triple-

bottom line, corporate philanthropy and corporate citizenship,  

In 1960 the Iron Law of Responsibility, maintained that the social 

responsibility of businessmen needed to be proportionate to their social 

influence‟.
6
 There was a belief that businessmen ought to manage their enterprises 

in a capitalistic economic system that satisfies the expectations of the community 

in general.
7
  

In the 1970s it was generally accepted that a socially responsible business was 

one in which managerial staff balanced an array of interests. Not only profit was 

pursued but also to a limited extent the interest of employees, suppliers, dealers 

and local communities – thus social programs were utilised to enhance profits
8
. 

Business also had economic, legal, ethical, and optional expectations of society to 

attend to.
9
  

Carroll
10

 set the path for the current tone and stated that CSR encompasses the 

conduct of a business that makes it economically lucrative, ethical, law abiding, 

and caring socially. CSR is thus, founded on a pyramid of economic, legal, ethical 

and voluntary or philanthropic aspects.   

                                                           
2
Dimitriades (2007). 

3
Sutherland (2008). 

4
Binder (2015). 

5
Van Marrewijk (2003). 

6
Davis (1960). 

7
Frederick (1960). 

8
Johnson (1971); Eells & Walton (1974). 

9
Carroll (1979).   

10
Carroll (1983). 



Athens Journal of Law October 2018 

             

287 

Reder
11

 and then Hopkins
12

 both held all-inclusive conceptions of CSR 

denoting the manner in which business conducts its internal operations and 

deals with the employees, and whether it treats its stakeholders ethically or in 

any particular socially responsible manner. 

Pinney
13

 viewed CSR as part of a set of management practices that safeguard 

that a company curtails the negative impacts of its actions on society while seeking 

to make best use of any positive impacts. CSR is thus voluntarily contribution to a 

better society and a drive towards a pristine natural environment. By way of 

contrast, Marsden
14

 and also Baker
15

 asserted that CSR is about the non-negotiable 

behaviour of companies and their responsibility to society relating to their 

operations when it comes to the environmental, social and economic impacts 

which need to be positive. McWilliams and Siegel
16

 and then Lea
17

, called on 

companies to go beyond mere adherence to the law and morally seek to do social 

good as part of concern for both social and environmental issues. 

The success of any company was also measured by its involvement   in 

societal issues
18

 and tangible and measurable outcomes should be in place 

relating to the economic worth of a company. Matten and Moon
19

 posit that 

CSR reflects the social necessities and social consequences of business 

achievement. These comprise of expressed and communicated policies and 

practices of businesses that reflect business accountability for enacting societal 

good. Carroll and Buchholtz
20

 state that CSR incorporates the economic, legal, 

ethical and philanthropic expectations placed on organizations by society. 

When we view CSR through Freeman's lens of normative stakeholder theory, 

it is evident that CSR is a subcategory of business ethics. Freeman
21

 states that 

stakeholder theory begins with the supposition that values are unavoidably and 

explicitly a part of business conduct. The concept of CSR has been linked to 

sustainable development and has come to integrate three dimensions including an 

economic dimension in which profits are important, a social dimension in which 

responsibility to society and all stakeholders is vital and an environmental 

dimension in which responsibility for the natural environment is essential. The 

importance of Corporate Social Responsibility (CSR) cannot be underestimated as 

it has a huge influence on public perceptions of a business.
22

  

CSR is thus, increasingly viewed as a vital strategic tool for corporations and 

smaller enterprises. Within this context, stakeholders of businesses progressively 

want to know more about what such entities are doing in the area of CSR and how 
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they are morally driven to operate and they thus seek more transparency and 

accountability from businesses.
23

  On a daily basis, the media feature articles 

describing fraud, corruption and other criminal activities stemming from business 

practices. Countless company scandals smear the image of businesses. Since 

stories such as that of the Italian dairy business Parmalat, whose directors 

defrauded investors of billions of US dollars, and many other such reports, it has 

become immutable for business to win stakeholder trust and respect.
24

 This has 

been shown to have transformed corporate governance and management in recent 

times.
25

 Kotler and Lee
26

 state that most companies now include CSR in their 

communications information related to ethical values and responsible behaviour, 

in the hope of improving a brand‟s reputation and in order to gain public 

recognition. 

There are of course those who see no need for CSR at all. Milton Friedman
27

 

argued that all that matters is the bottom line and that CSR is generally undertaken 

based on narcissistic and egotistical motives rather than out of a genuine care for 

society. The maximisation of profits is all that matters. In many businesses CSR is 

nothing more that “the belief that a firm has ulterior motives based on contextual 

information.” 
28

 Despite the above sentiments, it is evident that stakeholders are 

more than ever expecting businesses to recognise their social responsibilities. They 

expect them to make positive contributions within the communities in which they 

operate and to thus inform society of the scope and effectiveness of their CSR 

endeavours.
29

 Businesses can no longer afford to ignore calls for real CSR 

initiatives and are pressurised by society to engage in activities beyond the mere 

bottom-line and for example, to be especially cognisant of the need to care for the 

fragile global environmental. Their CSR must additionally embrace the welfare of 

employees and above all promote ethical business conduct. A Stakeholder Theory 

perspective on the ethicality of CSR initiatives suggests that managers should 

recognise and attend to the welfare of a broader set of constituent groups including 

employees.
30

 Normative  stakeholder theory in CSR draws its philosophy from 

Ethics, and it  upholds  the notion that  businesses are morally accountable to look 

after the concerns of all their stakeholders which include owners, employees, 

customers, agents, vendors and the community rather than only the shareholders 

who are the owners of the business.
31

 

Adam Smith, in one of his major works, The Theory of Moral Sentiment, 

asserts that one cannot purport to be human without having at least some sense of 

what it means to be moral.
32

 Thus the notion of CSR) comes into mind. Numerous 

businesses are adopting plainly articulated CSR policies and making these an 
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integral part of their strategy as well as key focal points of business ethos and 

culture.  

Where businesses are perceptibly socially responsible they are likely to obtain 

more customers or at least more satisfied customers. They will also potentially 

tend to attract like-minded employees, who are intent on driving global 

sustainability and become more independent of governmental handouts and they 

invariably make their business stable and sustainable.
33

 Many businesses are 

hypocritical when it comes to CSR and they claim to do something worthwhile 

when in reality they are not and merely upholding a façade.
34

 Generally, 

consumers do not believe the claims of business that they are engaging in true 

CSR activities, but rather see a plethora of profit-based motivations in most 

business CSR endeavours and believe that business does not truly embrace CSR. 

Consequently, some businesses are concentrating on effective CSR due to the 

great pressure exerted on them by especially the public. 

In 2015, the notion of sustainable development gathered momentum as was 

evidenced by the third annual conference on Financing for Development of the 

U.N.‟s Department of Economic and Social Affairs in Addis Ababa, Ethiopia, the 

U.N. Sustainable Development Summit in New York and finally, the sixth annual 

Paris Climate Conference. Each of these stressed the importance of CSR.
35

  

 

 

The Role of Business in Society 

 

Especially big business plays a pivotal role in society and shapes government 

policy and therefore is challenged to conduct itself in a manner that contributes 

positively to the meaningful socio-economic transformation of society and the 

protection of the environment. However all business irrespective of size have a 

role to play in CSR initiatives. The common hierarchical and bureaucratic 

organizational structures which are found in most businesses are inherently 

ineffective and take little cognizance of the human element, which is in essence 

the lifeblood of the business. Management, and particularly in the upper echelons 

of an organization, maintains the power to deliberate and formulate decisions 

which ultimately impact on subordinates and all other stakeholders and it is they 

who should be the custodians and promoters of CSR. Business leaders clearly play 

a huge role in whether or not their business operates ethically and is CSR sensitive 

or not. In Socrates Republic, the “Guardians” are leaders who view their high 

office in terms of their social responsibility. It is incumbent upon them to serve 

society by promoting ethical practice.
36

  

Aristotle suggests in his Nicomachean Ethics that morality is not simply 

learned by reading about it, but by witnessing the behaviour of a morally sensitive 

person who serves as a role-model. From a philosophical perspective, role-

modelling is not enough to satisfy the basic needs of an ethical business at either 
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the normative or descriptive levels. Jean-Paul Sartre states that we are by 

definition morally bound because we share the planet with others whom we need 

to consider in the choices we make.
37

 The primary paradigm of evaluation is 

always the self in relation to others. We should be basically always acting on the 

behalf of the interests of others
38

 but sadly do not. The expectations of customers 

are thus not met. The public expects businesses to operate in the best interests of 

society all the time.
39

 In this regard, CSR communications to stakeholders 

commonly enjoy superior credibility when they come from sources not controlled 

by a business.
40

 

What is needed is sound business ethics, CSR policies that work and good 

governance. Ethics, by its character, is part of the discretionary behaviour of 

individuals and groups and deals with a hierarchy of values and how individuals 

and groups may comply with them. The values of businesses must be passed on to 

all employees, if ethical business conduct is to prevail. Employees need to know 

the consequences of unethical conduct. According to More and Webley,
41

 there is 

a gap between the existence of company ethics and CSR policies and the 

embedding of its ideas and values into the „blood stream‟ of an organization. The 

Enron debacle demonstrated clearly that ethical misdemeanours soon become 

cataclysmic events which can bring a major business to its knees if not checked.
42

  

A business that behaves ethically is differentiated from others by the public at 

large and is able to gain a strategic competitive advantage in the marketplace by 

not only communicating its values to its stakeholders but also by its actual 

behaviour. Good governance and a strong anti-corruption stance are part and 

parcel of CSR. Accountability and transparency must be articulated in the vision 

of a business and CSR can only take root in a business if management is able to 

develop a meaningful concept of what CSR means in its own organisation.  

Employees must be key stakeholders in CSR initiatives since they are able to 

serve as agents for needed social transformation when they pressure their 

employers to adopt socially responsible behaviour.
43

 In any event, employee buy-

in is critical when seeking to ensure operative CSR programmes and effective 

policies.
44

  

CSR thus needs to be embraced at senior management levels and be a 

fundamental component of a strategic plan of a business. It needs to permeate 

through a business throughout all the employee echelons. Both leaders and 

employees must be accountable and responsible for their behaviour in the 

workplace. Each of them is driven by their own internal sets of values. That is why 

a common set of values must be embedded in employees and introduced via 

comprehensive programmes and documentation such as a Code of Conduct and a 

Code of Ethics, and these have strong links with CSR. The Codes need to be 
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written and intelligible if management hopes to have employee compliance. 

Furthermore it may be necessary that certain departments have slightly different 

aspects to focus on.
45

 There are differences between a Code of Conduct and a 

Code of Ethics, and yet both guide appropriate CSR initiatives and actions. Codes 

of Conduct tend to address the values of a business and how those values reflect 

the values of society and often contain appropriate actions and behaviour. They are 

generally linked to the mission of a business. Codes of Ethics, on the other hand, 

are generally more global statements about operational values and beliefs that 

define a business.
46

 When consumers, employees and other stakeholders receive 

negative information relating to a business‟s operations and its neglect of CSR, 

this is highly problematic.
47

  

 

 

How does a Company Implement CSR and Articulate its Values so that its 

Stakeholders are Confident beyond the Bottom Line? 

 

A challenge for business is to understand how CSR is socially  constructed in 

a  specific milieu and  how to  take this ultimately considered when business 

strategies are developed. In order assist this social construction, businesses now 

generally assume social corporate reporting to advance their social performance 

and to ensure that they becoming sustainable. Social corporate reporting also 

delivers actions as to how an organisation lives up to the shared values it espouses 

and has committed itself to
48

 as the obligation to CSR is rising internationally, 

directors of companies are forced to, recognise their responsibilities to society. 

They are forced to carefully consider the consequences of business decisions that 

they take. Armstrong
49

 asserts that business CSR activities should emphasise 

community, environment, market place, and also the work place by integrating 

social features into products and manufacturing processes. Furthermore, they 

should adopt reformist human resource management practices which consider 

human consciousness and what it means to be human. Such aspects will for 

example, support the attaining of desirable higher levels of environmental 

performance. 

The notion of social justice and hence the dawning of an elevated 

consciousness of socially responsible actions
50

 obliges businesses to have a 

strategic vision of CSR and its myriad of implications. Consumers are far more 

aware of and thus more demanding when it comes to environmental protection 

issues and are increasingly purchasing from companies that are established 

socially responsible entities that are concerned about the environment. CSR is thus 

a strategic advantage for businesses when honestly affected.
51

 CSR involvement at 

meaningful levels has an influence on business as demonstrated in a survey which 
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exposed that 85% of Americans have a greater positive image of a brand when it is 

connected to a cause they also relate to.
52

  

The Caux Initiatives for Business promote CSR through dialogue between all 

the relevant stakeholders of a business
53

 and CSR is the right thing to do and 

should be ingrained into the operational DNA of a business so that it shows true 

commitment to its employees and other stakeholders in society and especially 

local communities. Businesses need to manage the expectations of their 

stakeholders in a fully accountable and transparent manner. This means that CSR 

reports must be authentic. Failure to be honest in reporting is unacceptable and 

taints the credibility of a business, posing huge problems for risk management. 

Verifiable corporate social performance (CSP) is important as it demonstrates the 

social performance outcomes of a business‟s responsibility for CSR.
54

 In this 

context even philanthropy is helpful. Porter and Kramer
55

 state that philanthropy 

can often be the most cost-effective way for a company to advance its competitive 

situation, permitting companies to leverage the efforts and infrastructure of non-

profits and other institutions. Operative CSR must be grounded on ethical values 

that have actually been integrated into a business and which are clearly expressed 

in all interactions with the public at large.
56

  

Unfortunately, and to their ultimate detriment, many businesses are insincere 

about information that they put into the public arena concerning their CSR 

activities. For many businesses CSR endeavours are merely undertaken or said to 

be undertaken in what is a facade, for self-centred reasons
57

 and they are 

ultimately found out. Thus the more transparent a business is the better it will 

function in disseminating information that is true, and it will gain a competitive 

advantage and increased shareholder value.  

Studies on the issue of CSR communication
58

 show that messages to 

stakeholders require good fit to enhance their credibility and efficacy. Where there 

is a good fit between public‟s expectations and the relations of a business and 

also the CSR actions of the business then the public is likely to perceive the 

CSR initiative as compatible and dependable when viewed as part of a business‟s 

central operations. There is invariably less scepticism and greater trust in the CSR 

message. 

Sierra-García, Zorio-Grima and García-Benau
59

 note that in recent years 

numerous studies have described an upsurge in the disclosure of voluntary CSR 

reports together with solid evidence that the reports have been submitted for 

external assurance and auditing. This has served the credibility of many businesses 

well and enhanced their reputations. A triple-bottom-line approach is however 

needed in which the planet, people and then profits are pursued followed by social 

corporate reporting which meets and exceeds societal expectations. Effective 
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reporting will serve to confirm that a business is working towards becoming truly 

sustainable. Authentic social corporate reporting also supports a business to 

determine how well it is living up to the shared values it has committed itself to 

indorse.
60

  

 

 

Business Responses 

 

At the outset, it is important to state that top management in any business 

need to commit to CSR and to integrate it as part of a business stratagem. While 

some businesses are sceptical about CSR and how it grows profits and 

performance, the majority are however cognisant of the value CSR brings in a 

win-win scenario and it has become a strategic imperative.  Consumers are more 

and more demanding in their calls for business accountability and would rather 

conduct business with companies that recognise that synergising social 

responsibility initiatives with their operational model can benefit them in shaping a 

sustainable competitive advantage in the marketplace. Social corporate reporting is 

critical as it is about accountability and sustainability issues, and it is also 

important since it seats society at the core of the scrutiny and queries the 

legitimacy of an organisation's actions, and to an extent it‟s very right to exist.
61

 A 

study Becker-Olsen et al.
62

 confirmed that  stakeholders attitudes towards a 

business was more positively valued, based on the fit between organization and 

societal causes as well as the principal motivation of increasing the profit of a 

business. The primary motivation was correlated to the perceived genuineness of a 

company‟s CSR activities by using CSR as a means to achieve another goal rather 

than a purely philanthropically one in nature. 

The 2015 Nielsen Global Corporate Sustainability Report found that 66 

percent of consumers were prepared to pay more for environmentally sustainable 

brands, for example, up from 55 percent in 2014 and 50 percent in 2013.
63

 This 

demonstrates that consumers have espoused more sustainable behaviours while a 

number are either working for or supporting organizations devoted to social and 

environmental change. Companies and their executives are noticing such 

tendencies. Ever more potential millennial employees are looking at a company‟s 

CSR and sustainability impact decisions before deciding where to seek 

employment or where to invest. 

A 2015 Cone Communications/Ebiquity Global CSR Study found that 91% 

of global consumers expect companies to do more than merely make a profit, but 

also operate responsibly to address social and environmental issues plaguing the 

planet and 84% say they seek out responsible products where possible. Many 

(90%) said that they would shun a company if they learned of irresponsible or 

misleading business practices.
64
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Not only large business but also smaller businesses need to embrace CSR. 

Many small businesses are also dedicated to environmental protection and the 

implementation of sustainable practices. Putting CSR into practice can be a 

daunting task. It requires not only business within legal boundaries, but also within 

ethical boundaries. Furthermore, it requires leaders who are willing to adhere to 

very high moral standards. Senior management need to be role models for the rest 

of the employees and make sure that regular training concerning CSR takes 

place.
65

 It is a dynamic process in which employees in a business actively engage 

with each other to uncover what it is precisely that CSR means. The buy-in of 

employees is important and they need to stand behind their senior manager‟s goals 

and strategic vision for the business.  

In South Africa, for example, there is a basic ethics infrastructure in most 

businesses, but they are not well-formulated and thought out and thus are 

ineffective. In certain cases, while there are Codes for appropriate behaviour, there 

is only „lip service‟ to CSR and no tangible commitment to ethics management on 

the part of senior management.
66

  It is ultimately the top executives‟ actions which 

define a company‟s culture. If the employees do not trust them absolutely, chaos 

will prevail. Clearly, the business will take its cues from society and the prevailing 

attitude towards CSR in the context of global societal realities. Wagner et al.
67

 

posit that there is often a perceived inconsistency in the information from 

businesses that is received by the customers concerning CSR initiatives and this 

nothing more than corporate hypocrisy as such entities claim to be doing 

something that they are not 

For many employees CSR is a new aspect in the workplace that they try to 

relate to in terms of past-experience. They try to make sense of it and new 

meaning is created 
68

 as when CSR is introduced to them in the workplace. If they 

do not see CSR as important, they may become victims of conflict of interest and 

become easy to sway in unethically compromising situations, to the detriment of 

both society and the business they serve. The business must provide an 

environment that builds society and is conducive to employee development and 

self-actualisation. Senior managers who fail to engage in an investigation of their 

ethical actions will ultimately fail in their endeavours. CSR is after all, the „right 

thing‟ to do. The business strategies of companies adopting CSR initiatives tend to 

focus on employees, the environment, accountability, transparency and basically 

good governance. If the community is aware of a business being CSR sensitive, its 

brand and image reputation is enhanced leading to greater sales and repeat 

business. This is ideal for the much sought after increased bottom-line. Customers 

begin to see the differences, advantages and benefits of dealing with that company 

while employees tend to be more loyal to companies that value them as 

individuals and which consider human rights to be important. Purely on a human 

rights basis, CSR is desirable and necessary. The reputation of a business is far 

more important than expediency.  
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While investors desire a good return for their money, they are increasingly 

demonstrating that CSR is a very important aspect to consider in a business when 

selecting an investment option. Responsibility towards society is essential on the 

part of a business, irrespective of how big or small it may be. While government 

control and regulation is also vital, businesses have an ever-greater role to fulfil in 

setting a correct moral course no matter how turbulent economic times may 

become. Employees need to know that they have support when their ethics are 

challenged in the workplace. Customers and suppliers also need to be aware that 

they are under CSR scrutiny on the part of the business they deal with. All 

companies are responsible for holding the rest of the business community 

accountable for unethical business practice, whether in CSR or corporate 

compliance, or environmental or social responsibilities. 

 

 

Conclusions 

 

Businesses should make their corporate values known via their Codes of 

Conduct. These values should clearly spell out the goals and vision of the business 

and should be in the public domain. There should be an unambiguous commitment 

to all stakeholders concerning business conduct and the setting of minimum 

standards, the community at large and the workplace. The CSR policy should then 

also include, from the Code of Ethics and Code of Conduct, a set of principles 

dealing with ethical corporate governance, quality assurance, environmental 

sustainability, acceptable standards and conduct, a social impact assessment and 

how local communities can be supported. All stakeholders should be engaged for 

their input in the CSR policy and the Code of Conduct must be written as a policy 

statement, accessible and relevant. There needs to be training on a Code of 

Conduct incorporating CSR and it should be reviewed during training and during 

new employee orientation.
69

 The way in which CSR is driven and implemented 

can be beneficial if it is performed well and rather disastrous poorly conducted. 

Well-executed CSR can attract financiers interested in socially responsible 

investing as well as craft a strategic competitive advantage. CSR application 

creates shared value between employees and a business and has a positive impact 

on productivity. 

It is the task of management to ensure that the CSR principles of the company 

are upheld throughout the business. To this end, all employees must receive an 

intelligible written copy of the code of conduct, receive training on corporate 

values and their compliance with the code monitored. The code should not be „cast 

in iron‟ but regularly reviewed. A range of diversity issues including sexual 

orientation, religion, ethnicity and gender could also be included in the CSR 

policy. Generally, it is the directors of companies who should be legally 

accountable for the actions of their companies. This is not to suggest that 

governments should not enforce corporate governance and accounting rules more. 

Stock exchanges could assist by collecting information on the ethical and 

environmental performances of listed companies and make their findings known 
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to the public. A key characteristic of effective CSR is communicating honestly to 

stakeholders and this ultimately benefits a company‟s brand and reputation as it 

gives prominence to social engagement activities. 

Recent scandals in various industries clearly show that customers will happily 

pay more for products and services from companies that demonstrate socially and 

ethically responsible business conduct. This includes quality service provision, 

honest dealings with all stakeholders and environmental sensitivity. Companies 

that opt to have strong CSR policies and effective codes of conduct will have a 

competitive edge over those which do not. There needs to a balance between 

commercial responsibility and social responsibility. Only in this way can a 

business sustain itself in the long-term. A business needs to ensure that its CSR 

activities are adequately allied with standard business operations that the 

stakeholders will perceive it to be capable in its activities. 

However, the paramount need is Businesses which tend to avoid CSR issues, 

do so at their own peril and will ultimately lose momentum and fail to sustain 

themselves. Individual customers could also influence businesses to be more CSR 

conscious by factoring in business ethics and CSR initiatives into their purchases 

from companies. CSR should be an essential aspect of business, as it is the right 

thing to do and does ultimately pay off in many and varied ways. It is apparent that 

the future of a business will be determined by the real value that it provides to all 

stakeholders in their immediate community and in society in general. 
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