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Abstract
This paper examines the process and factors that determine the decision for taking Corporate
Social Responsibility (CSR) initiatives by businesses globally. Specifically, it investigates the
stages of decision making and the factors that drive the decision making in each stage. A process
and content model of decision making is proposed based on the factors determined from
literature. The model consist of four stages in which the first stage is the pre-finalization stage in
which the initial reasons for carrying out the CSR initiatives are explored, second stage is the
finalization stage where the reasons for carrying out CSR initiatives are finalized, third stage is
the context building for acting according to those reasons and subsequently carrying forward the
CSR initiatives and the last stage is the implementation and execution of CSR initiatives. The
review of previous literature reveals that major studies have focused only on one aspect of CSR
namely, the reasons for CSR initiatives. This study opens up the direction for studying these
factors deeply, so that it can be of use and importance to the businesses who are involved in the
decision making of CSR initiatives. The interdependency of factors, as explained in the study, will
aid decision makers at different levels of planning and implementation stages. It provides
valuable inputs for those decision makers who are planning for CSR initiatives as well as to those
who are seeking solutions for unsatisfactory results of these initiatives in their organizations.
Keywords: Corporate Social Responsibility (CSR), Decision Makers, Regulations, Society,
Process Model.

1. INTRODUCTION
In today’s world, the businesses and their actions are under a scanner as businesses are
embedded in a political and social context and their actions influence society [1]. Organizations
take initiatives and actions, beyond their economic and legal requirements, to serve the society.
These purposeful actions and approach undertaken by organizations is called as the Corporate
Social Responsibility (CSR) [2]. In undertaking CSR activities, organizations integrate social and
environmental concerns in their business operations which are carried out by the internal actors
of organizations such as employees, functional departments etc. and also interact with various
actors in the society such as non-government organizations, activist, social workers etc.
However, while performing CSR activities organizations are constantly under scrutiny of media,
government or other institutional bodies and many others. Numerous studies suggest that these
actors are important drivers of CSR engagement in organizations. Therefore, it is important for
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the organizations carrying out CSR initiatives to have a symbiotic relationship with these varied
actors in the society to gain approval, support and credibility in the political and social systems.
The impact of factors related to internal and external actors, which influence CSR activities in
organizations has been widely discussed in literature. Scholars have studied how the personal
value and belief system, leadership style etc. of internal actors, such as managers’ leadership
style, affect the CSR decisions. Further, studies examining external actors have investigated how
actors, such as media, cultural demands, activists and many others, affect CSR decisions.
However, the extant literature in this area has two shortcomings. Firstly, the factors influencing
CSR decisions of internal and external actors are dispersed in literature. Secondly, how these
interact with each other as organization transits thorough different stages of developing, finalizing
and executing CSR activities has not been studied in detail. Thus, to understand the
interrelationships between internal and external actors of organization during the implementation
of CSR initiatives, we first undertake a literature review to identify the important factors driving the
CSR decisions, and further employ the stakeholder theory, to explain the importance and
dynamics at play amongst the varied actors. Stakeholder theory aids us to classify the factors
related to internal and external stakeholders and helps us to examine the mechanism of the
interrelationships between these factors. Combining the results of the literature view seen through
the lens of the stakeholder theory, we develop a process model of execution of CSR activity.
As the decision makers in the organizations are increasingly pondering on the deeper aspect of
why companies need to act in a socially responsible way, when should businesses decide to act
in a socially responsible way and how they can search and find the drivers of improving their
sustainability initiatives [3], the insights from this study would help them in their decision for CSR
engagements.
To find the factors pertaining to internal and external stakeholders, a literature review was carried
out for studies from years 2000 to 2020 in top journals of management which publish research on
CSR, namely, Academy of Management Review (AMR), Academy of Management Journal
(AMJ), Strategic Management Journal (SMJ), Long Range Planning (LRP), Business and Society
(BS), Business Strategy and Environment (BSE) and Journal of Business Ethics (JBE). It was
found that discussion on ‘why’ companies act in socially responsible way or take CSR initiatives
has been widely discussed in the literature of CSR. For example, the impact of CSR on the
financial performance of an organization, reputation building or image building for media and
customers etc. has been the center of study of CSR.

2. THEORY AND PROPOSITIONS
2.1. CSR and Stakeholder Theory
The constant scrutiny of the business activities and societal engagements undertaken by
organizations, demands organization to be responsible and address the need to effectively
engage a range of stakeholders [4]. Stakeholders are “groups and individuals who can affect or
are affected by, the achievement of an organization’s mission” [5]. Stakeholders, acting formally or
informally, individually or collectively, are key elements in organization’s internal and external
environment. In the context of CSR, stakeholders are of prime importance because CSR by
organizations is an exchange wherein organizations offer something of value – social benefit or
public service - to pertinent constituency, and in turn expect an approval or support of individuals
and/or socio-political groups in its environment [6]. Thus, for any business organization, whether
small or large, stakeholders’ perceptions are likely to have a major impact as these stakeholders
1) provide legitimacy to the organization as a recipient of formal or informal obligation, 2) possess
power to influence firm’s behavior and reputation and 3) claim and demand for timely addressing
of their issues. These influences of the stakeholders might affect the credibility of the organization
and in turn, the overall survival and performance of the organization [7]. Numerous stakeholders,
depending on the scope of the research, are defined in management literature. Further, these
stakeholders are categorized as internal or external stakeholders, depending on whether the
stakeholders are internal or external to organization [8]. They are also classified based on whether
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they are a part of the social context in which the organization exists and hence may influence all
organizations that operate in that context, e.g. a nation (formal institutions, the community, NGOs,
and industry bodies) or whether they are a part of the organizational context (consumers,
shareholders, employees, and parent firms), and thus, their influence is company specific.
In this paper, we adopt the external and internal stakeholder approach of categorization of
stakeholders. Internal stakeholders are the individuals, groups or departments inside an
organization. They are involved in day-to day activities of organization and are important for
organization’s survival and its performance [9, 10, 11]. External stakeholders are individuals,
groups, community or parties who are external to the organization and are not involved directly in
organizational activities. They include the competitors, the media, the regulators, and the
community as well as the business partners, government organizations, and the suppliers [12].
They contribute to the organization’s performance by participative decisions which involve
evaluation of organization and its legitimacy [13]. For example, customers can decide whether or
not to remain loyal to a firm’s products, and the media can decide whether to notify the public of
any fraudulent activities within the firm. Besides, external stakeholders and managers of
organizations interact within a network structure of nonhierarchical relations, where top
management team of organizations lacks authority within this network. These broad set of political,
economic as well as non-economic institutions have the power to transmit both negative and
positive signal of organization’s image, coerce or encourage organizations to change existing roles
and organizational routines [14, 15].
Rather than merely classifying the stakeholder as internal and external we focus on factors relating
to internal as well as external stakeholders that determine the CSR initiatives being taken in the
organization. This approach provides insights on the mechanism through which both internal and
external stakeholders influence CSR decision making, thus opening the black box of CSR decision
making in organizations. Thus, based on the above discussion, we classify factors such as
managers’ personal values, leadership styles etc. as those relating to internal stakeholders, and
factors such as feedback, cultural demand as those relating to external stakeholders. Table 1
details the factors identified in this study and their classification. By combining these dispersed
factors in a single study, we provide valuable insights and mechanisms for relationship between
them. The following section details the propositions for the factors identified in this review.
2.1.1. Factors Related to Internal Stakeholders
Managers’ personal values and beliefs: The personal values of individuals or group of individuals
plays a significant role in the decisions related to corporate social responsibility. As the decision
makers have multiple identities as individuals, the personal values specific to them are different
from those of the corporate or the organizational values which are determined by the
organizational culture [16, 17, 18]. [19] mentions the importance of personal values in the context
of CSR as “Ethical training, cultural background, preferences . . . and life experiences . . . that
motivate human behavior” (p. 700). Further, in an empirical study carried by [20], the authors
highlight the importance of managers’ personal beliefs in the adoption of green organizational
culture. They report that managers’ personal beliefs can differ from “the espoused company line”
(p. 219). [19] terms managers as “moral actors” (p. 698) and [21] refers to managers’ individual
discretion as one of the components of CSR. [22] asserts that to establish responsibility in
organizations, one must “. . . consider the values, motives and choices . . .” of those involved in
policy formulation (p.44). Based on the above discussion, we propose,
Proposition 1: Companies’ CSR initiatives will be related to the personal values of managers
taking CSR decisions.
Leadership style: [23] found that encouraging and motivating behaviors of CEOs, e.g. innovative
way of approaching old problems and untangling complex problems, help in engaging employees
and developing organizational resources and capabilities. These resources and capabilities help in
taking CSR initiatives, which in turn helps in increasing the financial performance. This research
explains the relationship between the behavior of organizational leaders with organizational
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members and CSR outcomes. The decision regarding CSR involves risk and therefore the risktaking behavior of the decision makers helps in taking CSR decisions which are larger in scale and
scope. This characteristic of the strategic leaders is an important factor in CSR decision making.
[23] employ strategic leadership theory to CSR and find that a positive correlation exists between
the leadership style and the propensity of firms to engage in CSR. [24] discuss about how leaders
take multiple stakeholders into consideration in their decision making for CSR and that how this
helps in portraying an inspirational image among their subordinates and organizational members.
Proposition 2: Companies’ CSR initiatives is related to the leadership style of the managers or
decision makers.
Stakeholders

Factors related to Respective Stakeholders

Internal Stakeholders

Manager's personal value and belief system; leadership
style; executive motivations; research and development;
slack resources; organizational reputation.

External Stakeholders

Media attention; competitive edge; institutional pressures;
history of government; consumer willingness to pay; cultural
demands feedback; activist.

TABLE 1: Factors related to Internal and External Stakeholder.

Executive motivations: Decision makers are individuals and have individual traits like self –
interest. The motivation for taking CSR decisions is also driven by the self-interest of the decision
makers [25]. This self-interest is regardless of the nature of the decision i.e. commercial or
altruistic or long term or short term. As [26] observes “. . . it is always difficult to tell whether
behaving ethically towards external stakeholders is prompted by altruism or self- preservation” (p.
44). For instance, leaders who involve multiple stakeholders in their decision-making in case of
CSR, are more inclined towards gaining reputation. Their approach is more concerned on long
term reputational benefits are derived by long term investment in CSR initiatives [18].
Proposition 3: Companies’ CSR initiatives is related to the motivation of manager or decision
maker
Research and development/ innovation: [27] define complementary asset as “resources that are
required to capture the benefits associated with a strategy, a technology, or an innovation”.
Innovation of proprietary pollution prevention technologies contributes to cost advantage. [28]
approach suggests
that
firms
need
to
possess “complementary assets” to gain
competitive advantage from the implementation of the best practices of environmental
management. Firms who possess higher levels of complementary assets gain larger cost
advantage from the use of pollution prevention technologies than firms with low levels of
complementary assets [27, 28].
Proposition 4: Companies’ CSR initiatives is related to the innovation and research and
development along with the complementary assets that companies use.
Slack resources: Slack resources are potential resources which allow an organization to adapt
successfully to internal pressures for adjustment or to external pressures for change [29]. Slack
allows firms to make investments in resources and capabilities that may not have an immediate
pay-off [30]. It can help the firm develop the resources and capabilities necessary for improving
the speed and degree to which it can adapt to its external environment [31]. Time and money play
an important role and are required to invest in sustainable development practices. Investments
were required in new technologies, in conducting environmental and social audits, in implementing
new health, safety, and environmental programs, and in the remediation of exploited land. Firms
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with extra financial resources, or large environmental health and safety departments were more
likely to implement new practices. In these circumstances, organizational slack provides firms the
latitude to seek new solutions to corporate sustainable development. Firms engage in socially
responsible outcomes when available resources permit. This approach, often referred to as Slack
Resource theory, predicts that only firms with access to excess financial resources will pursue
social responsibility [32, 33, 34].
Proposition 5: When companies have slack resources, they invest those in CSR initiatives.
Organizational reputation: Many companies exist in mature industries and have greater product
differentiation. In such sectors customers will also have sophisticated tastes and knowledge
regarding the products and firms, so companies are likely to derive greater benefits from the use
of CSR for reputation enhancement/protection [35, 36]. [37] viewed a high level of CSR advertising
as a signal of product or firm quality. CSR can be viewed as a form of reputation building or
maintenance [35]. [38] showed how reputational measures of CSR tend to be the best predictors
of a firm’s financial performance. Also, the nature of the changing institutional context of
international business makes businesses to trade in foreign countries, as they see the need to
establish their reputations as good citizens in the eyes of new host populations and consequently
will engage in CSR as part of this process [39].
Proposition 6: Companies go for CSR initiatives to establish and maintain their reputation.
2.1.2. Factors Related to External Stakeholders
Media attention: The total amount of media coverage raises the firm’s visibility, inviting further
public attention and scrutiny. The media is one of the main sources of environmental information.
Empirical studies have shown that the media has been particularly influential on corporate
environmental responses [40, 41, 42,43]. Consumer taste and preferences may be affected by
mass media, and CSR has become a hot topic in media circles. Journalists often provide free
publicity of a firm's commitment or lack of commitment to CSR. Journalists also closely follow the
work of social activists [44]. [45] contend that media attention devoted to social activists provides
the public with access to new information regarding social attributes and methods of production.
This free publicity, whether positive or negative, helps heighten public awareness of CSR, reduces
information asymmetry, and thus, influences demand for CSR [44].
Proposition 7: Companies’ CSR initiatives are highly influenced by media attention. It plays an
important role in driving CSR initiatives.
Competitive edge: It is often argued that firms' adoption of sustainability strategies should grant
them competitive advantages over firms that do not adopt them. Firms and investors recognize
that investing in accordance with sustainability principles has the capacity to create long- term
value [45]. The information on sustainability practices that the firm develops and discloses should
facilitate the development of better systems of internal control, decision making, and cost saving
[46]. Thus, efficient management of resources would facilitate the development of capabilities that
enable long term sustainable competitive advantages. [47] model this behavior and find that the
propensity of firms to engage in strategic CSR depends on two factors: the intensity of competition
in the market and the extent to which consumers are willing to pay a premium for social
responsibility. In more competitive markets, less of the public good will be provided through
strategic CSR and in the less competitive the market, more of the public good will be provided.
This is so, since more competition results in lower margins and, therefore, less ability to provide
additional (social) attributes or activity and less competition leads to the potential for higher
margins and more ability to provide additional attributes or activity [35].
Proposition 8: Competition is a factor which drives the decision of CSR initiatives when a firm is
competing in an industry.
Proposition 9: Companies’ CSR/sustainability gives companies a competitive advantage for long
term.
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Institutional pressures: [48] identify the inclusion of stakeholders in corporate affairs and CSR
reporting as “. . . mechanisms by which the organizations satisfy (and manipulate) . . .” the
pressures on the organizations to elicit acceptable CSR performance from them [48, p. 65). If the
organizations fail to conform to these pressures, especially the pressures exerted by powerful
stakeholders, the organization can suffer loss in their earnings, their reputations may be damaged
and they may even lose their license to operate [49, 50]. The loss of legitimacy suffered by the
firms, in case they have incurred fines, leads to close scrutiny of these firms by the governments
and special interest groups [51, 52]. Hence, such firms will aim for a greater standard of corporate
sustainable development, so as to divert such close inspection by governments and other
stakeholders. Also, the firms which have incurred fines and penalties will be keenly aware of
corporate sustainable development practices and the actions which they need to take to keep
away from any further violations [53]. “Corporate social responsibility refers to managements’
obligation to set policies, make decisions and follow courses of action beyond the requirements of
the law that are desirable in terms of the values and objectives of society” [54, p. 141]. [55] report
that the external reporting initiatives which serve to help organizations disclose positive
environment and social performance are some of the means to encourage organizations to report
good sustainability performance to stakeholders such environmentalists and financial analysts.
Proposition 10: Companies’ CSR initiatives are driven and affected by institutional pressures.
History of government: The differences in history of the government, government and corporate
relationship, and formulation of public policy plays an important role in explaining the differences in
the CSR initiatives across countries [39]. Few researchers have identified a positive relationship
government and development in which they identified the roles government play in promoting the
development of CSR initiatives [56, 57]. One of the most useful classifications of governmental
roles that could be adopted by governments is: “mandating (legislative)”, “facilitating (guidelines on
content, fiscal and funding mechanisms, creating framework conditions)”, “partnering (engagement
with multi stakeholder processes, stimulating dialogue)” and “endorsing (tools and publicity)”.
Governments also learn the importance and type of CSR initiatives to be taken for sustainable
development and with this learning get a better idea of policy formulation and implementation
which are in line with the businesses and society [58]
Proposition 11: The history of the government of the country drives the level of Companies CSR’
initiatives.
Cultural demand: Legitimation theory states that a company necessarily needs to achieve approval
from the society for its survival [39, 49, 60]. Labor management issues and those which revolve
around integration or acceptance of the organization within and into the local communities are
other driving factors of CSR. Studies point out that “the corporate interest in business ethics and
good citizenship” is owing to the necessity for corporations to integrate with “the increasing
number of diverse cultures of their officers and employees” owing to their global scale of
operations [39]. Scholars have stated that even though the firms possess the discretion that they
may operate within the institutional constraints, if they fail to conform to critical, institutionalized
norms of acceptability, this behavior can jeopardize the firm’s legitimacy, resources and,
ultimately, its survival [49, 59, 60]. Institutions comprise of the professional associations, the
government, the media or the public opinion [53].
Proposition 12: Companies’ survival is a factor of inclusion of community, culture and unions. This
makes CSR initiatives an important criterion for survival.
Feedback: Appropriate management control systems which contribute to improvement of
performance are important in the implementation and execution of initiatives. The control systems
which give proper feedback or information on the future environmental and social impacts of their
actions and the sustainability performance are of importance in organizations. Feedback
mechanisms help organization to learn and improve on the initiatives already taken and also
guard them from path dependency approach. These approaches help in implementation of
initiatives which improves approaches and scope. According to [3] the feedback system and
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information helps managers to check and challenge their preconceived assumptions and also
supports them to access the viability of various decisions. It also helps in providing knowledge of
the long-term implications of their decision on the organization and the society.
Proposition 13: Feedback helps and decides in opting for effective CSR initiatives.
Activist: The role of activists in implementation of CSR initiatives is very important. They help in
carrying the information about the initiatives to a wider public [61]. They check for the firm’s
internal operations and determines if it meets the moral and political standards to be called as
“socially responsible”. They help in mediating the asymmetric information that exists between
organization and customer in terms of internal operations. [45] assert that “activists can play an
important role in addressing this concern, by supplying consumers with information they can rely
on to choose socially responsible firms”.
Proposition 14: Activist play an important role in the implementation of CSR initiatives by reducing
the asymmetric information and acting as a form of advertisement.

3. PROCESS AND CONTENT MODEL FOR DECISION MAKING OF CSR
INITIATIVES BY ORGANIZATIONS
Figure 1 explains the process through which CSR decisions are taken by the managers. It
explains the factors contributing to each stage in decision making of CSR initiatives. As seen in
Figure 1, at each stage there is an interaction of the internal and the external environment and
also the factors specific to internal and external environment at each stage. The model has four
stages:


The first stage is the pre-finalization of reason stage where the decision maker or group of
managers have many reasons such as gaining legitimacy, adhering to compliance or greenwashing for carrying out CSR initiatives for the organization. At this stage, the decision maker is
present inside the organization and brainstorms depending on their perception for CSR
initiatives and there are no definite or concrete reasons that are arrived at for carrying out CSR
initiatives



With these pre-finalized and indefinite reasons, the decision makers move to next stage i.e. the
second stage where the finalization of the reason for carrying out CSR initiative happens. At
this stage, varied indefinite reasons which are present with the individual or a group feeds into
the organization’s system. Here, a group of managers interact among themselves as well with
the external environment. The first type of interaction, in case of internal stakeholders i.e.
among the decision maker’s or group of decision makers’ is driven by their personal values,
beliefs, and motivation. The second type of interaction i.e. with the external stakeholders
happens because the organization and its sub-system are partially closed and partially open
[62]. These permeable boundaries don’t allow organizations and their members to be isolated
from the external environment. The interactions with external stake-holders shape and define
the reason and provides a fit with the demands and requirements of the external environment.
This helps decision-makers to arrive at the final reason for carrying out CSR initiatives. For
example, the external factors such as the media attention which gives publicity to the
organization for their CSR initiatives, or to build a reputation or avoid penalties or deflect
scrutiny due to institutional pressures by actors in the external environment plays a significant
role in finalizing the reasons. Also, in the competitive market, the incentive for competitive edge
also determines reasons for carrying out CSR initiative.



Once the reasons are finalized, in the third stage, the finalization of situations wherein CSR
initiatives will be taken is acted on. The most important factor in the internal environment of the
organization is its organizational capabilities. It decides the extent to which the organization can
perform repeatedly and productively the initiatives that create value and competitive advantage
for the organization. These capabilities are developed by the integration of knowledge
embedded in the individual associated with the development of organizational competencies.
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For example, the organizational capabilities in the form of slack resources allow the
organization to adapt successfully to internal pressures for adjustment or to external pressures
for change.


Further, for a business, the external stakeholders create an environment for carrying out CSR
initiatives. They are of two types: One is the specific environment which is at the local level and
is unique for each organization and the other is the general environment which is at the national
level and the same for all the organizations in a country. The factor particular to the specific
environment are the customers whom the organization serves. They should be willing to give
importance and acknowledge the CSR initiatives by the organization. In the general
environment, it is the government policies, culture, society and rules and regulation that are
common for every organization and need to be addressed by every organization. Thus, the
internal environment i.e. organizational capabilities provide the ability to improve the speed and
degree to which the organization can adapt to its external environment and help in building a fit
between internal and external environment.



Once the situation for taking CSR initiatives are finalized, the next stage i.e. fourth stage is the
execution of CSR initiatives. The initiatives are acted by the internal stakeholders i.e. the
organizational members. The implementation of the initiatives is done on the external
environment and in this stage, the organization is embedded in the external environment where
it acts upon. Factors like research and development, leadership style, employees and
reputation of the individual decision maker drive the implementation and execution of the CSR
initiatives. Also, the role played by external stakeholders such as activists like NGOs and the
feedback system determines the implementation of CSR initiatives.
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Pre-Finalization of reason
for CSR initiatives

Finalization of reason for CSR
initiatives

Finalization of situation for CSR
initiatives

Finalization of execution for CSR
initiatives
External Stakeholders
(Activist, feedback)

Varied reasons
for taking CSR
initiatives

Group of people
(Personal
values, beliefs,
motivation)

External environment
(Media attention,
reputation,
institutional pressure)

Interaction between internal and
external environment

Internal
capabilities
(Slack
resources)

External environment
(Direct customers,
compliances, cultural
demands)

Interaction between internal and
external environment
Factors related to internal stakeholders
(Individual’s reputation, leadership
styles, employees, research and
development)

: Denotes interaction between internal and external environment

FIGURE 1: Proposed Process and Content Model for CSR initiatives by Organizations.
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4. DISCUSSION AND CONCLUSION
The findings in this paper are of importance to the decision makers to incorporate the important
aspects of CSR in the CSR initiatives in their organizations. The central theme of our review is to
model the process through which managers or decision makers engage in CSR activities. To do
so, we classified the various factors discussed in extant CSR literature, with respect to internal
and external stakeholders. In doing so, we emphasize that since CSR decision making involves
ambiguous issues, it is imperative for managers to take shareholders demands into
consideration. They need to balance the economic, political and social benefits in their decision
making to capture the very aspect of the CSR initiatives in their organizations. We found that the
factors related to internal stakeholder were the decision maker’s personal values, leadership
style, and executive’s motivation. Further, organizational capabilities such as research and
development, slack resources and organizational needs such as organizational reputation were
found to impact the decision of engaging and developing CSR activities. These findings highlight
that internal stakeholders are the drivers of organizational effectiveness and that their motivation
and involvement is the fuel for CSR engagements as well as organization’s survival and
performance. On the other hand, factors related to external stakeholders (such as media,
government and activist) were those of cultural demand, institutional pressure and feedback.
These impact an organization’s reputation and credibility. The insights from the review
demonstrate that the activities, specifically CSR activities undertaken by organizations, fall under
the radar of external stakeholders and these actors possess power to sanction or approve the
activities undertaken by organizations. Through their network in the environment in which
organizations operate these actors influence organizations and their actions and practices. As
expounded in the process model, continuous and ongoing interaction of internal stakeholder with
external stakeholders forms an important constituent of the process which organizations engage
in during their CSR decision making. This review contributes to the stakeholder theory by
adopting an interactionist perspective at the organization and the stakeholder level, wherein
conflicts and cooperation between internal and external stakeholders shapes the decision to take
CSR activities.
The insights in this study are in line with the discourse in literature concerning importance of CSR
for organizations [63]. The literature highlights that businesses requires trust and faith among
stakeholder within corporate environment and to be considered ethical among its stakeholders.
To gain the business ethics, scholars argue for involvement of organization in CSR activities.
Further, as discussed by [63], the importance of CSR can be traced back to centuries. In extant
literature the meaning of CSR is dispersed and authors argue for moving away from mere
defining to understanding how CSR is constructed and implemented in a specific context and how
organizations can implement and execute CSR in their strategic development process (64, 65).
To address this, scholars have argued to adopt more holistic approach and to consider how
organizations can benefit society, beyond the profits accrued by organizations. To contribute to
the extant literature, we adopt the pragmatic approach as suggested by [66], which is more
practice-oriented, providing a support framework for managers to analyze and face the necessary
trade-offs they ought to make [67]. This approach helps to understand how basic business
proposition contribute to value creation in organizational settings. It explores how companies
provide value to its internal and external stakeholders such as, customers, suppliers,
communities, employees and financiers [5].
In organizations, the impact of CSR affects employees to external stakeholder such as consumer
in the environment. The perspective of considering internal stakeholders, as explored in this
study, would help organizations in building organizational trust which leads to employee’s
satisfaction and in turn to customer orientation and improved business performance. Several
studies such as those in the [68] hospitality industry and [69] in the context of service industry
highlight the importance of CSR. Studies have also found that CSR is positively related to
business performance (e.g. [70]).
Extant literature has pointed to sustainability and CSR as increasingly significant and steady
features of organizations. The importance of CSR initiatives in firms is evident by their increasing
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participation in CSR-related global activities, such as participation in UN Global Compact [71],
and publishing of CSR reports as recent studies indicate that nearly 2000 firms globally published
reports of their CSR initiatives [72]. Firms also perform several activities to initiate and foster CSR
such as creating senior-level positions of Corporate Responsibility Officer (CROs), organizing
corporate-wide public relations (PR) initiatives and advertising campaigns to increase awareness
of CSR and developing audits to assess the process of CSR activities. Firms also use media
coverage to focus on their CSR activities and develop and promote CSR-related shareholder
proposals. There also exists a large industry, $3 trillion, which focuses on socially responsible
investing (SRI) as well as various government and non-government organizations which serve as
observers, watchdogs and monitors for the CSR activities and initiatives undertaken by the firms
globally. Studies have estimated that as many as 150 NGOs globally contribute and participate in
activities concerning the CSR movement [73]. This study also contributes to the CSR literature
and outlines the process of CSR related decision-making within organizations.

5. LIMITATION AND FUTURE SCOPE OF STUDY
The study is limited to factors that are highly discussed in the literature from 2000 to 2020 in top
journals of management such as AMJ, AMR, SMJ, Long Range Planning, Organization Science,
Journal of Business Ethics, Business Strategy and Environment, but future researchers can
explore other journals, which might provide other factors, if any, affecting the reasoning of CSR
initiatives and provide more inputs for study. Further, the proposed model is a generalized model
which is not related to any industry or country or individual decision maker. The future researches
can be carried out in finding out various contingent factors, which might play a major role in
understanding CSR initiatives in a particular scenario as in industry specific, country specific or
individual decision maker.

6.
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