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Abstract

In this era of  Corporate Social Responsibility (CSR) when firms' are expected to do more social and

environmental work it is important for firm CSR managers to use firm resources judiciously for the same.
It is also important for firm managers to design CSR initiatives such that they in turn generate resources

which have strategic importance for the firm. In this article the author provides a set of structures to help
managers generate strategic firm resources from the firm CSR initiatives. This article also provides a set
criterion to determine the kind of input resources to be utilized for CSR initiatives to secure maximum

output side resource advantage. Finally this article provides evidences from India to demonstrate how
firms are generating strategic resources from its CSR initiatives benefiting both the firm as well as the

society.
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1. Introduction

Four billion people, that is about two third of world population live at less than $2 a day. About two

billion people live at less than $1 a day. These two factual statements depict the darkness in terms of
economic conditions in which a substantial part of humanity lives in Africa, Asia, Latin America and
Eastern Europe. If one attempts to evaluate other parameters reflecting quality of life aspects like

literacy level, access to drinking water, ability to seek justice, scope to earn a livelihood, access to health
facilities and a promise to live a respectable life, one will not touch a even larger part of the world

society. But one section of  the society (majority in the developed world and a minority population in the
developing countries) in the last couple of centuries has established its supremacy in the world socio-
economic-political fabric (Dicken, 2003).These are world citizens who are an integral part in institutions

related to the government, private sector or other well organized sectors related to the first two. Of the
hundred top economies (Gross Domestic Product GDP for nation states and sales turnover for corpo-

rate) more than fifty are Multi National Corporations (MNCs) and the rest are nation states (Korten,
2001). After giving a look at the most powerful section (corporate sector) and the weakest parties (gen-
eral populace in developing countries) in the present day context one can ponder at the efforts needed to

eliminate this plethora of socio-economic ills. In the development literature it is widely regarded in the
developing countries that the respective national and provincial governments have not been able to

deliver the developmental packages satisfactorily (Malan, 2005). Business Sector has become a consider-
able sector and it enjoys a dominant position even in developing countries. As business houses com-
mands lots of resources and further because of the very nature of business dynamics, these for profit

firms are the most efficient and effective institutions in managing and utilizing resources for attaining
specific goals and purposes. So in the new paradigm of  socio-economic development, it is being widely

regarded that if business also takes care of developmental needs of the country then to some extent it
will be of great help specially for developing countries like India, where about one third of the popula-
tion lives below poverty line and where the government and the NGOs has been unsuccessful in delivery

of developmental goals (Bhattacharyya, 2008). In India even the region wise differences in development
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are profound and now about one third of Indian landmass is under naxal movement (which is a manifes-
tation of economic marginalization) a corporate response mostly as Corporate Social Responsibility
(CSR) initiatives is very welcome (Bhattacharyya and Sahay, 2007).

2. Corporate Social Responsibility (CSR)

Corporate Social Responsibility (CSR) is the generic term given to any activity that the corporate sector
undertakes to better the condition of the society (Bhattacharyya, 2007).The three philosophies of a
stakeholder corporation, business ethics and regulatory environmental frameworks together defined the

social and environmental obligations of  business. The environmental movement started in the devel-
oped west in the 1960s and gained momentum in the 1970s and the 1980s. In the 1990s CSR came into

the fore front of management thinking and practice.

Thus from the concept of Stakeholder centric Corporation a school of thought emerged and talked

about the social obligations of  business. There is substantial literature available about the definition and
the wider meaning of CSR (Waddock, 2004).  Enough research work has also been done to prove the
ambiguity & difficulty in framing a universal Ethical & Social Responsibility of corporations because of

cultural relativism (Munshi, 2004; Bhattacharyya, 2007). CSR is difficult to measure because of the
following reasons -

1.  CSR lacks a universal definition. (It means different things to different people)

2.  Many aspects of CSR are not quantifiable thus it is difficult to measure.

According to Harsh Shrivastava and Shankar Venkateswaran for CSR there is no universally accepted
definition (Shrivastava and Venkateswaran, 2000). One extreme viewpoint is that a firm which complies

with the laws of the land or pays the due taxes where the firm functions can be seen being socially
responsible (Friedman, 1970). The other extreme viewpoint is that a firm can be said as socially respon-

sible company, if  it undertakes social initiatives without expecting any return or any benefit (Shrivastava
and Venkateswaran, 2000). Hopkins (2003) wrote that any CSR initiatives take care of  a f irm's stake-
holders and this is done in an ethical and socially responsible manner.

3. CSR and Firm strategy

Philanthropic CSR doesn't bring any benefit to the firm. This type of CSR has been criticized for the
same and has been thought of  as unsustainable in the long run (Porter and Kramer, 2006; Bhattacharyya,
2008). There is a debate whether there is any synergy between CSR activities and business strategy. A

dominant view is that focus on CSR and business focus are like two directions facing opposite poles. In
this paper the viewpoint taken is that one which talks about the convergence between the CSR and

business activities. As per D. Grayson and A. Hodges Corporate Social Opportunity (CSO) is seen as
such firm socially responsible activities which are commercially viable activities which also advance
environmental and social sustainability (Grayson and Hodges, 2004). M.E. Porter and Mark. R. Kramer

(2006) advocated that firm CSR initiatives should improve a firm's competitive context that is the qual-
ity of  the business environment in the locations where the firm functions. According to them, use of

CSR initiatives to enhance the competitive context brings social and economic goals into alignment and
improves a firm's long term business prospects. Previously Porter and Kramer (2002) also wrote that
corporations can design their CSR initiatives to improve the firm's value chain. On similar lines many

consultancy firms advocate that CSR initiatives that are aligned to an organization's products and ser-
vices and with the various stakeholder expectations, add economic, environmental and social value. The

focus in this paper is on creating Win-Win situation for both business and the society by the CSR related
activities. The attempt is not how much is the proportion of Win-Win (Lantos, 2001) (which party wins
more than the other) rather the focus is whether there is a Win-Win proposition possible (Bhattacharyya

et al., 2007; 2008). The philosophy is let business make the world a little better place (may be incremen-
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tally) while going with their usual business.

4. The need for CSR from the market side

For a classical economist, in a business the factors of  market demand, supply of  materials, and supply of
labor are external to the firm. These factors are supposed to be taken care of by the invisible hands of

market forces at work as talked about by Adam Smith . In due course of time some of these factor issues
as being outside the control of  individual firm were challenged. Advertising created demand for new
products and escalated levels of existing demand and even created new demand. Concepts like social

marketing or cause marketing have come up and added new dimension to the art of selling. By these
methods the company can take care of both the economic and social goals .It can help to boost both its

product demand as well as support some good social cause. So the socio- economic work for the society
helps in achievement of economic goals of the firm. The Market is the ultimate testing ground of a f irm.
To succeed in the market,  it is of paramount importance to understand the market and the consumers.

What the customers or the society perceives about the company, the company may need to measure its
image, trust, goodwill etc (Bhattacharyya, 2009a). This leads to the important construct that is of the

perception of  character of the company in the eyes of the society. Thus CSR became an important
aspect of the company, more so in information rich modern day market environment where corporate
watch institutes, various NGOs are monitoring the good and bad actions of corporate.  Also the con-

sumers are more educated and increasingly becoming more aware.  If a corporation does CSR then it will
be perceived to have a good character. The company has two types of stakeholders internal and external.

Internal stakeholder is primarily the current set of employees and the management. In present day sce-
nario current employees have a lot of opportunities to leave the present job and move towards new jobs
in rival companies or move to other industries. The more capable better employees have more of such

opportunities. Thus internally in a company if there is a case of  violation of  human rights, sexual harass-
ments, sudden retrenchment, poor performance appraisal etc. the company's image takes a beating in

front of a small but vital group that is the existing employees (Bhattacharyya et al., 2007; 2008). Re-
cently the disturbance of tribals in Kalingnagar in Orrisa building a steel plant of an Indian industrial
giant led to political uproar, bad characterization of the firm and strikes and demonstrations paralyzing

the local economy (Bhattacharyya, 2008). The future dreams of the organization associated with that
place is at a loss. This is not a case only associated with developing countries alone. When US firms

started outsourcing its business activities to cheaper destinations like the Asian countries and retrenched
US based employees in an abrupt manner there was political uproar, strikes and demonstrations surfac-
ing out the bad corporations in front of media and the nation. Future potential employees and others

who have interest in the affairs of the company are also affected. Some current employees might get
dissatisfied and leave job. It becomes a source of competitive disadvantage to lose good employees

further it becomes a source of competitive advantage for its competitors to have such employees on their
rolls. So the company takes double bite. Externally if  a company does something wrong then it affects a
wider portion of the population / society. For example if  the company does a environmentally polluting

act or breaks the harmony in the lives of the community where it operates then the community will act
in such ways that it hurts the interests of the corporation (Bhattacharyya et al., 2007; 2008). There will

be theft of corporate properties, sabotages, strikes and demonstrations from various Community Based
Organizations (CBOs) and Non Governmental Organizations (NGOs) (Bhattacharyya, 2009b). This
may ultimately lead to the company being subjected to strict enquiries and then directed to adhere to

compliance standards set by governments and regulators. This whole saga will lead to surge in the cost of
running the business as compliance will mean expenditure. What is worse is that the bad name will not

only have local repercussions but also will cause international backlash. The products which the com-
pany makes or sells could be subjected to consumer boycotts. The market share might decline; Employ-
ees will feel bad when their company is making headlines for wrong reasons in front of their friends and

family. Financers of  the company might think of  shunning the company which is unethical or disturbing
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(Bhattacharyya and Sahay, 2008). Financial institutions don't want to support such organizations where
returns could take a beating because of uncertain business caused by bad name. This brings us to the
belief that in modern day the common business sense should be to go for CSR.

5. CSR activities can make win-win situation

In management the business system concept, was developed by McKinsey and Company, it captures the
idea that a firm is a series of  functions (e.g., R&D, manufacturing, marketing, channels and that analyz-
ing how each is performed relative to competitors can provide useful insights(Porter, 1985). The busi-

ness system concept addresses broad functions rather than activities; this concept however does not
distinguish among the types of  activities or show how they are related. Every firm is a collection of

activities that are performed to design, produce, market, deliver and support its product. All these activi-
ties can be represented using a value chain. According to M.E.Porter a company's value chain activities
fall into nine generic categories. Primary activities are those involved in the physical creation of  the

product, its marketing and delivery to buyers, and its support and servicing after sale. Support activities
provide the inputs and infrastructure that allow the primary activities to take place(Porter, 1985). Pri-

mary activities consist of Inbound Logistics, Operations, Outbound Logistics, Marketing & Sales and
Service in the mentioned order (Porter, 1985). While Support activities includes four activities namely
Firm Infrastructure, Human Resource Management, Technology Development and Procurement (Por-

ter, 1985). These are not in any particular order but overlap each of the primary activities in parallel.
Everything a firm does should be captured in a primary or support activity.CSR can contribute towards

building the value chain of an organization to make strategic sense for a firm (Porter and Kramer, 2006;
Burke and Logsdon, 1996). This would be dealt with more detail later.

6. Resource Based View (RVB) and CSR

In the Resource Based View (RVB) school holds the belief that a company's strategy and success can be

determined based on the unique resources and competencies which the company possesses (Venugopal,
1999; Barney, 1991; Barney, 1986; Dierickx and Cool, 1989; Wernerfelt, 1984). Resources are funda-
mental to a company and can be classified into three types Physical resources, Intangible resources and

financial resources.

According to RVB line of thinking one firm is more successful than the other because it has different set

of  resources and its competence to use that resource varies from other firms (Barney, 1991; Wernerfelt,
1984). Such resources and competencies can lead to superior resources only if they are specific to the

firm, so they must be valuable to customers and difficult to imitate by competitors .The resource which
is valuable must increase revenue or reduce costs for the firm compared with what it would have been
without the resource. If transfer of  resources from one firm to another firm would have been easy, then

any advantage to the firm because of  the resource would be quickly washed away. So such resources
would then become a necessary but not sufficient condition for success by virtue of competitive advan-

tage. The resource-based view of the firm (RBV) focuses on the need to exploit differences between firm
resources to establish unique positions of competitive advantage (Venugopal, 1999; Barney, 1991; Barney,
1986; Dierickx and Cool, 1989; Wernerfelt,  1984). In addition to this since the world is constantly

changing, superior returns can be sustained only if new resources are constantly generated over its com-
petitors. Thus firm success is strongly influenced by the resources the company possesses and the unique

skills and competences of the firm. Strategy must be concerned with the development and deployment
of  firm-specific factor resources that will contribute to competitive advantage (Venugopal, 1999; Barney,
1991; Barney, 1986; Dierickx and Cool, 1989; Wernerfelt, 1984). It is important to figure out whether

CSR activities can develop such resources and capabilities to gain competitive advantage.

7. How CSR Related Activities contributes to Value Chain (VC) and generates Firm Resources

CSR activities can generate firm resources like physical assets like raw material, financial resources,
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intangible resources like firm reputation, political acumen and also help in developing skills of  the firm
managers and workers (Russo and Fouts , 1997; Branco and Rodrigues, 2006).Also CSR activities could
be undertaken to increase the value of  the firm in the value chain. Certain CSR activities could be done

such that the support activities add extra value in the value chain. Similarly some CSR activities could
also be done in such a manner that they add value to the primary activities in the value chain. So for those

firms where CSR activities are done in such manner that they reinforce the primary activities and the
support activities the over value chain adds some extra value by performing the CSR activities. (Porter
and Kramer, 2002; Porter and Kramer, 2006; Bhattacharyya et al., 2007; 2008) This extra margin is

attributed due to the prudent choosing of the nature of CSR activities and its implementation. The
table-2 depict the above context. The table-2 have been developed by referring from the respective

company websites and other company documents.

Table-2  Explaining how CSR related activities can contribute to the firm value chain (VC) and

generate various types of f irm resources *-

S.No Details of CSR activity Contribution to VC /Resource Creation/

Development of  Skills

1 Community work (health care , infrastructure, Reputation in local community an

education literacy ) near the plant and Intangible Resources (IR), Political
manufacturing facilities Acumen and social license to operate.

NHPC, TISCO, NTPC, ABG, Reliance, Hero

Honda ,  HLL ,IOCL SAIL, ONGC, Tata Motors,
RPG Enterprises, HPCL, Mahindra & Mahindra,
Bajaj Auto, L&T, Tata power etc

2 Project Shakti .Joint Micro finance and marketing Intangible Resources (IR)

scheme with women's SHGs.

The rural women are made as distributors of Brand Reputation amongst the villagers+
HLLs products. They are also helped by the Marketing & Sales (MS) the villagers

Micro finance initiative. addition in Value Chain (VC) + HLLs
managers are learning Skills of rural

marketing

3 Health & Hygiene Education Marketing & Sales (MS) of  soaps in rural

HLL provides the soaps to rural populace, India  addition in Value Chain (VC) +
the govt, NGOs and HLL educates the rural HLLs managers are learning Skills of
populace on the benefits of  using soap. rural marketing

HLL

4 Fair & Lovely Foundation Advertising of women's toiletries so

Scholarships and other concerns of women are Marketing & Sales (MS) contribution in

addressed. Value Chain (VC)

HLL

5 E- chaupal for Eucalyptus plantation in AP and Generation of tangible Resources(TR)
Soybeans farming in MP. ITC Physical  asset the raw material, ITC also

provides the farmers with various agricultural sells to rural populace like Rural Mall

and related inputs .The farmers in turn provide Sehore so adding to   Marketing & Sales
ITC with raw materials of Eucalyptus and (MS) in value chain
Subabool for making paper and pulp and +HLLs managers are being Skilled, for

soyabeans for producing Soya oil. rural marketing
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6 Micro Financial Services ICICI Bank is getting

ICICI Bank is doing Micro Financial activities Reputation (Intangible Resources (IR))
with rural populace. amongst the rural folks+ ICICI Bank is

ICICI Bank getting business with villagers so generat
ing financial resource (tangible

Resources(TR))+ ICICI Bank is getting

Advertised amongst the rural populace
thus contributing to Marketing & Sales

(MS) in Value Chain (VC) + ICICI Bank
staffs are getting Skilled in dealing with
rural customers.

7 Framing Finance Policy Issues ICICI Bank creates Political Acumen an

ICICI Bank Intangible Resources (IR) + ICICI Bank

Staffs are getting Skills on policy matter.

8 Rashtriya Gramin Vikas Nidhi (RGVN) HDFC is getting Reputation (Intangible

HDFC bank is helping the rural populace to Resources (IR)) amongst the rural folks+
build their homes HDFC is getting business with villagers

HDFC so generating financial resource (tangible

Resources(TR))+ HDFC is getting
advertised amongst the rural populace
thus contributing to Marketing & Sales

(MS) in Value Chain (VC) + HDFC

staffs are getting Skilled in dealing with
rural customers.

9 Medical care , Education and Research Cipla gets Reputation for its pharma

Cipla business an Intangible Resources
(IR)+Training and expertise development
of Cipla staff contribution to HRM in

value chain

10 Aditya Birla Group Scholarship for profession Aditya Birla Group gets Reputation for
courses in Indian elite educational institutions its group companies an Intangible Re

Aditya Birla Group sources (IR)

+If it converts into recruitment then it

helps in HRM and thus adds to value
chain

11 Education and Research Reliance Group gets Reputation for its

Reliance group companies an Intangible Resources
(IR)

+If it converts into recruitment then it

helps in HRM and thus adds to value
chain

12 IDTR (Institute of  Driving, Training and Intangible Resources (IR)

Research) , Interceptor Vehicle , The Maruti Reputation amongst general populace
Suzuki Traffic Beat and +advertisement for potential cus
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Handbook of Safe Driving tomers thus contributing to Marketing &

Maruti Sales (MS) in Value Chain (VC)

13 Developing extensive road infrastructure and Inbound Logistics (IL) of  Value Chain

network. (VC) + Reputation in local community

NHPC , NMDC an Intangible Resources (IR)

14 Ash Utilization Generation of Financial Resource

NTPC ((tangible Resources (TR) from waste +
Raw material inputs for agriculture and

other activities.

15 Each time one uses Citibank Woman's Card, Citibank Woman's Card, Citibank WWF
Citibank will contribute a percentage of its card and the Citibank CRY card. Helps
earnings on your behalf to 2 NGO partners of in marketing to a different sector of

the woman's microcredit program - Society for market thus helping in Marketing & Sales
Promotion of  Area Resource Centers (SPARC) (MS) in Value Chain (VC).

and Friends of Women World Banking (FWWB).
Similarly, the WWF Citibank Card is in
collaboration with the Worldwide Fund for

Nature. and the CRY Citibank Card helps to
change a child's life for the better.

Citibank

16  Micro Financial Services Citibank is getting Reputation (Intangible

Citibank is doing Micro Financial activities with Resources (IR)) amongst the needy

needy women group women + Citibank is getting business

Citibank with needy women so generating finan
cial resource (tangible Resources (TR).

17 Primary health care Ranbaxy gets Reputation for its pharma

Ranbaxy business an Intangible Resources (IR)

18 Medical Research Training and expertise development of

Ranbaxy Ranbaxy staff contribution to HRM in
value chain + Medical Research helps in

Technology development(TD) thus
adding to the value chain.

19 Technology in the Community Intel's products, To accelerate the adoption of Intel's

expertise and initiatives can help provide wireless communications and computing
access to technology around the world (India) thus helping in Marketing & Sales (MS)
Intel in Value Chain (VC).
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Table -3 is a tabulation of  the sources of competitive advantage of  f irms from its CSR activities. While
table -2 mentions the firm name to help the reader understand which firm is doing what CSR and to get
what gain table-3 provides a generic perspective regarding the same.

Table -3 Sources of  competitive advantage of firms from its CSR activities

S.No Company Activities Resource Competitive

Disadvantage Remarks

1 Good Human Intangible Loss of present good In knowledge economy

resource and Resources employees to its human resource is a strategic
employee care competing firms would Resource. To avoid such
mechanisms to avoid (Human be stopped. malpractices, it only good

Violation of human Resource) Human Resource manage
rights, sexual & ment systems and also it

harassments, sudden Financial requires the presence of
retrenchment, poor Resource efficient system for monitor

performance ing. If  this monitoring cost
appraisal etc (resource) it will be a Insur

(Removing the ance against bigger damage
negative elements) which will drain a large

amount of financial and

other resources for compen
sating.

2 Good Intangible Present employees will Good human resource
Human Resource Resources be motivated to work. management and proactive

Management (Human Good employees from employee care efforts from
Resource) other competing firms the part of the organization

can get into the rolls means that existing employ

of the organization. ees will be satisfied, good
employees will contribute to

their work for the company
better, with motivation.
Better performance will lead

to lower monitoring cost,
better management produc

tivity thus this will reduce
cost of production and other
management functions. Also

the potential talent in society
which can go to any organi

zation will be attracted
towards employment oppor
tunities in the company

3 Social marketing or Intangible The goodness This will also reduce the cost
cause marketing will Resources associated with the dedicated for advertising /

lead to Healthy (Good Corporate is reflected brand promotion.
Corporate Image Corporate into the   brand Image
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Image) of the products of the

company. This will
help in the increase

in sales of the
products as well as
increase in market

share of  the products.

4 Management Intangible Some corporate houses This increases the cost of

exclusive and not Resources have adverse doing business for fighting
collaborating with (Corporate relationships with legal battles and complying

local communities, Image) certain NGOs, local to compliance standards.
NGOs and other communities and
institutions leads to other institutions.

Bad Corporate Image These NGOs acts in
multiple ways to

damage the repute
of  the business.
Customers boycott

the products, the local
communities where the

company has business
interests denies the
company the social

license to operate,
Because of bad name

propagated by the
NGOs Government,
regulators and

Statutory bodies
creates provisions,

monitoring and
compliance systems
for the organization.

5 Operating Efficiency Raw material More product output Lessening component of cost
in manufacturing (Physical per unit consumption of raw material in the cost of

plants Resources) of  resources. Thus manufacturing the product
(Environmental for production lower input level of because of lessened require

Management) purposes.& raw materials. ment of raw material. Less
reduction in Operating cost also consumption of Natural
requirement reduces. Resources for production

of Financial means less pressure on the
Resources Natural Resources of Earth.

Thus the agenda of Sustain
able Development is taken
care of. Thus operation cost

reduces as well as environ
mental pressure is also

reduced.
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6 Efficient  production Resources for More product output Less consumption of

process design production per unit consumption resources for production
(Environmental purposes. of  resources. Thus means less pressure on the
Management) Less lower input level of Natural Resources of Earth.

requirement raw materials. Thus the agenda of Sustain
of Physical Operating cost also able Development is taken

Resources reduces. care of. Thus operation cost
leads to less reduces as well as environ
requirement mental pressure is also

of Financial reduced
Resources

7 CSR activities like Intangible It helps in attracting Hero Honda has negative
Employee care and Resource and building working capital because it

welfare, Community/ benefiting to relationships amongst has good reputation and thus
Broader society care access various stakeholders suppliers provide them
will lead to Healthy Financial like suppliers and supply side inventory on

Corporate Image Resource financers. credit. Also the financial
institutions, bankers and

general public will also be
more keen and proud to
finance and help those firms

which have got healthy
public image. Thus the cost

of financing will also reduce
for good character companies

8 Unique Product General Products having In India though the popula
market strategy resources environmentally tion of such educated and

congruent features, rich customers is small but

Products manufactured over time the size of this
by environmentally segment will increase. So

sensitive and firms moving early in this
responsible methods/ segment will have an early
process , Products mover advantage.

manufactured by
socially compassionate

people  etc has appeal
to some segment of
consumers. The

company can position
these products Organic

foods grown and
harvested from such
soil where no

chemicals are used
either as fertilizers or

pesticides etc. Such
foods are preferred by
educated and rich
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customers who are
environmentally
concerned .A firm can

focus on this segment
of customers will by

these products.

9 Efficient  production Resources for Less requirement of Less consumption of re

process design production quantity of resources sources for production means
(Environmental purposes. Less also usage of lower less pressure on the Natural
Management) quality of quality of Resources in Resources of Earth. Thus

requirement the production process. the agenda of Sustainable
of Physical So the corporate Development is taken care

Resources procurement cost of of. Thus operation cost
leads to less raw materials is reduces as well as environ
requirement reduced. mental pressure is also

of Financial reduced
Resources

10 Activities which Intangible Financial Institutions, The cost of doing business
enhances the positive Resource Small Investors reduces as there are less legal

image of the benefiting to Banks are more battles and less complying
company. (Setting access interested to provide required getting environmen
Proactive Financial fund for tal compliance standards.

Environmental Resource environmentally
Standards) concerned companies.

So both the availability
of funds and the cost
of financing are

lessened.

11 Enhance capacity and Input side Better quality of Particularly in developing

capability of small & value addition Resources w.r.t. to countries it is often seen that
medium sized weak, to physical price. Also the timely few big companies because

dispersed or rural resources delivery, reliability and of their superb efforts and
Suppliers further guarantee of delivery management practices

benefits of supplies will be become world class .But

Financial enhanced. Small and Medium Enter
Resource prises (SMEs) sometimes the

suppliers to these big firms
are in moderate state. If
these big firms develops the

capacity of these small
deprived organizations.

Capacity building of suppli
ers means better quality of
supplied material at lower

price.ITC e- chaupal
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12 Innovation in Innovative Technology change This could be a source of

Disposing physical Disposal of is a very important new business opportunities
resources physical aspect of modern

resources day, With it brings the

might create added responsibility
new physical of responsibly

resources disposing of the old
might in turn machinery.
generate

financial
resources.

Use of mine
pit as lake.
Use of fly

ash as
building

material

8. Conclusion

From the discussion above one can infer that if properly designed, CSR related activities can contribute
to the value chain (VC) (Porter, 1985) and generating firm resources (from a resource based view). This

will result in the synchronization of a f irm's social and environmental goals with its economic goal. The
discussion could be mapped to develop the Framework of CSR Related Activities, Value Chain (VC) and
Firm Resources (Porter and Kramer, 2006; Bhattacharyya 2008; Bhattacharyya et al., 2007; 2008). The

CSR can only generate firm resources, only contribute to VC and both generate firm resources also
contribute to VC . This has been depicted in figure-1.

Figure-1, Framework of  CSR related activities, value chain (VC) and firm resources
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Similarly one can logically and schematically show how CSR related activities contribute to the value

chain (VC) and how it may provide the organization an extra margin (called here CSR margin) in the firm
value chain. This has been shown in figure-2.

Figure-2, CSR and the value chain

VALUE CHAIN with Support Activities & Primary Activities

VALUE CHAIN with Support Activities & Primary Activities with CSR Activities

The CSR activities performed by the firm add value to the value chain by contributing to the relevant
Support Activities & Primary Activities in the value chain of the firm. This may provide the organization

an extra margin (called here CSR margin) in the firm value chain. Also one can create a pyramid of
Business and Society Engagement. The prescribed CSR activities performed by the firm (using the gen-
eral and idle resources possessed by the firm) while adding value to the core business activities of  the

organization provides extra margin in the value chain of Support Activities & Primary Activities of the
firm(Porter and Kramer, 2006; Bhattacharyya 2008; Bhattacharyya et al.,  2007; 2008). Thus Competi-

tive advantage is gained by the firm over its competitors who don't undertake the prescribed CSR activi-
ties. This has been depicted in figure, 4), where corporate activities were of  three types Pure Business
Activities, Pure Philanthropy or Charity Activities and CSR Activities contributing to both VC & Firm

Resources. Figure -3 provides a bird's eye view of  the business and society engagement , wherein corpo-
rate activities were of three types Pure Business Activities, Pure Philanthropy or Charity Activities and

CSR Activities contributing to both VC & Firm Resources.
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Figure-3, The business and society engagement pyramid

REFERENCES

Agle, B. R. Mitchell, R. K. Sonnenfeld, J. A. (1999) 'Who matters to CEOs? An investigation of stake-
holder attributes and salience, corporate performance, and CEO values', Academy of  Management Jour-
nal,  Briarcliff  Manor: Oct. Vol.42, No. 5, pp. 507-526.

Altman, B. W. (1998) 'Transformed Corporate Community Relations: A Management Tool for Achieving
Corporate Citizenship', Business and Society Review, Vol. 102/103,pp. 43-51.

Barney, J.B. (1986) 'Organizational Culture: Can It be a Source of Sustained Competitive Advantage? ',
Academy of Management Review ,Vol.11,No.3, pp.656-665.

Barney, J.B. (1991) 'Firm Resources and Sustained Competitive Advantage', Journal of  Management;
Vol.17, No.1, pp.99-120.

Bhattacharyya ,S.S. Sahay , A. Arora, A. P. Chaturvedi ,  A.(2008)'A toolkit for designing firm level
Strategic Corporate Social Responsibility (CSR) initiatives', Social  Responsibility Journal,  Vol. 4 , No. 3,

pp. 265-282.

Bhattacharyya S.S.  , (2009a), "Corporate Social Responsibility and Marketing management: A literature

review and perspectives for India", STRATEGIC INNOVATORS, Vol. 2, No. 2,November-January,
2009.

Bhattacharyya S.S.  ,  (2009b)"Corporate Welfare in Tribal Land: Achievements and Struggles", A Book
of  Selected Cases, Steel Authority of India Limited, Management Training Institute, Volume XIV.pp-32-

39.

Bhattacharyya S.S.  and Sahay A. (2008)," Firm financial management and Corporate Social Responsibil-

ity: A literature review of and perspectives for India", Journal of Social and Economic Policy, January,
No. 1.

Bhattacharyya S.S. , A. Sahay, Ashok Pratap Arora, Abha Chaturvedi , (2007) "Development of a CSR-
Strategy-Framework, The Corporate Responsibility Research Conference (CRRC), 15-17 July 2007
,Devonshire Hall, University of Leeds, Leeds, United Kingdom.

Bhattacharyya S.S., (2008) "Development of  a CSR-Strategy-Framework, Unpublished thesis work.

Bhattacharyya S.S.and Sahay, A.(2007) Collective Corporate Response to Terrorism and Naxalism, Shailesh
J. Mehta School of Management, SJMSOM, Indian Institute of  technology (IIT) Bombay, 10th Annual
Strategic  Management Forum (SMF) Convention, May 10 -12, 2007



22

Synergy (July, 2010), Vol. VIII No. II

Bhattacharyya, S.S.(2007)' Analysis and Development of A Concept Level Framework on Corporate

Social Responsibility', VILAKSHAN, Vol. IV, No. 2, September,pp.79-93.

Bonini, S, M, J. Mendonca, L, T. Oppenheim, J, M. (2006)'When social issues become strategic', McKinsey

Quarterly, No. 2, pp.20-32.

Branco, Manuel and Rodrigues, Lúcia. (2006) 'Corporate Social Responsibility and Resource-Based Per-

spectives',  Journal of  Business Ethics, Dordrecht ,Vol 69, No 2, December  , pp. 111-132

Burke Lee and Jeanne M. Logsdon .(1996) 'Corporate Social Responsibility ,Pays Off',  Long Range

Planning, Vol .29, No. 4, (August) ,pp. 437-596.

Carroll, A, B. (1979)'A Three-Dimensional Conceptual Model of  Corporate Performance', Academy of

Management Review, Vol. 4 No.4, pp. 497-505.

Dicken Peter (2003),Global Shift: Mapping the Changing Contours of  the World Economy , SAGE

Publications

Dierickx, I.; Cool, K. (1989) 'Asset Stock Accumulation and Sustainability of Competitive Advantage',

Management Science; Vol.35, No.12, pp.1504-1511.

Du Shuili. Bhattacharya ,C,B. and Sen, S. (2007)'Reaping relational rewards from corporate social re-

sponsibility: The role of competitive positioning', International Journal of Research in Marketing".

Fowler, Alan (2002)"The Earthscan Reader in NGO Management", (Earthscan Readers),UK.

Friedman, M. (1970) 'The Social Responsibility of Business is to Increase its Profits', The New York
Times, Vol. 122 , September13,pp.32-33.

Grayson D. and Hodges, A. (2004) Corporate Social Opportunity 7 steps to make Corporate Social
Responsibility work for your business Introduction, Sheffield: Greenleaf Publishing Limited.

Hopkins, M .(2003) ' The Planetary Bargain Corporate Social Responsibility Matters',   Chapter- 1, Why

Corporate Social Responsibility,Earth scan :London  ,pp.1.

Kolk A. and Pinkse J. (2006)'Stakeholder mismanagement and corporate social responsibility crises",

European Management Journal , Vol 24, pp. 59-72.

Korten ,David (2001) "When Corporations Rule the World" Kumarian Press.

Kotler, P and Nancy, L.(2005) 'Corporate Social Responsibility Doing the most good for your company
and your cause',  John Wiley and Sons publications: New Jersey.

Lantos, P, G. (2001)' The boundaries of  strategic corporate social responsibility', Journal of Consumer
Marketing, Vol. 18, No. 7, pp. 595-632.

Leavitt, T. (1958)'The Dangers of Social Responsibility', Harvard Business Review, Vol. 36, September-
October, pp-41-50.

Malan, D. (2005), "Corporate Citizens, Colonialists, Tourists or Activists? Ethical Challenges Facing
South African Corporations in Africa", Journal of  Corporate Citizenship, Vol. 18 Spring, pp. 49-60.

Mitchell, R,K.,  Agle, B,R. and Wood, D,J. (1997)'Toward a theory of  stakeholder identification and
salience: defining the principle of  who and what really count', Academy of Management Review, Vol. 22,

No. 1, pp. 853-86.

Munshi, N. V. (2004) 'Conversations on Business Citizenship',   Business and Society Review,

Vol.109,No.1,pp-89-93.



23

Synergy (July, 2010), Vol. VIII No. II

Porter, M. and Kramer, M. (2002) 'The competitive advantage of  corporate philanthropy', Harvard Busi-
ness Review, Vol. 80 No. 12, pp. 56-68.

Porter, M. E. (1985) 'Competitive Advantage', The Free Press: New York.

Porter, M.E.  and Kramer, M. R. (2006) 'Strategy & Society: The Link Between Competitive Advantage

and Corporate Social Responsibility', Harvard Business Review, December. Vol. 84, No. 12,pp-56-68.

Russo, M. V. and Fouts , P. A.(1997) 'A Resource-Based Perspective on Corporate Environmental Per-

formance and Profitability', Academy of Management Journal ,Vol. 40, No.3,pp. 534-559.

Shrivastava, H. Venkateswaran, S. (2000), The Business of  Social Responsibility Corporate Social Re-

sponsibility the Indian Context Books for change, Chapter -2 page-19.

Venugopal, R. (1999) 'Contemporary strategic management: concepts, frameworks and checklists on the

resource-based view of the firm with cases', New Delhi.Vikas Publications.

Waddock,S.(2004) 'Parallel Universes: Companies, Academics, and the Progress of  Corporate Citizen-

ship', Business and Society Review, Vol. 109,No.1 pp. 5-42.

Wernerfelt, B. (1984) 'The Resource-Based View of  the Firm. Strategic Management Journal,  Vol.5, No

2, pp.171-180.

*Note- Table-2 has been prepared based on data from the company website, company annual reports,

company CSR reports and other documents by the author.



Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.




