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Corporate Social Responsibility: A Systematic Review
Introduction
Corporate social responsibility has become dominant in the business world. Each business organization has a policy regarding CSR and generates a yearly report describing its activities. The CSR concept refers to the overall belief that contemporary businesses have a responsibility to society, which extends beyond the company’s investors or stockholders. Typically, businesses think of their duties to the shareholders. Nevertheless, the CSR concept outspreads this responsibility to other societal stakeholders (Tuma, 2014). 
The modern CSR is a model in which companies consider the interest of the community through being accountable for impacts of their undertakings on communities, shareholders, workers, suppliers, customers, and other stakeholders, along with their environment (Babalola, 2012).  This responsibility indicates that corporations must comply with regulations and voluntarily take actions for improving the well-being of their workers and their families, and the local community and larger society. CSR denotes that companies should endeavor to perform their business in a manner that is both moral and community friendly (Wang, Tong, Takeuchi & George, 2016). CSR may include various activities like a socially sensitive investment, partnering with local communities, creating relationships with workers, consumers, and their families, and taking part in activities for ecological conservation and sustainability. 
This essay will analyse the conceptual framework surrounding corporate social responsibility and investigate the ethical implications that materialize if these voluntary policies are not adhered to.

Corporate Social Responsibility
The corporate social responsibility (CSR) concept has been a subject of discussion and debate for many theorists throughout the business world. Most recent studies by Secchi (2004; 2007) and Lee (2008) stated that CSR definition has changed in practice and meaning.  Fundamentally, the classical viewpoint of corporate social responsibility was strictly narrowed to philanthropy and subsequently changed to focus on business-community relationships, especially signifying the contributions of corporations in resolving social issues. In the beginning of the 20th century, social and market performance were intertwined. However, Oliver Sheldon, the pioneer of this perspective, encouraged managers to take the initiative in increasing both justice and ethical standards in society through the economizing ethic, that is, to economize the utilization of resources through efficient resource mobilization and use (Wickert, Scherer & Spence, 2016). Through this, companies create wealth in the community and offer better living standards. 
 The general concept of CSR indicates that companies having an obligation to society and different stakeholders beyond its owners received attention in the 1960s. From that time, emphasis on CSR has been increasing in both practitioner and academic communities globally. Although debates and criticisms exist on whether it is proper for companies to extend their responsibility beyond the values of shareholders, many firms have proactively dedicated themselves to dealing with more significant societal problems (Smith, 2011). With a range of choices for corporate involvement in local and broader society, companies have established devoted business units for managing their social responsibilities successfully. As stated by Turyakira, Venter & Smith (2012), as a corporate activity, CSR has become increasingly widespread and visible in companies as a means of energizing and motivating stakeholders, along with managing social expectations and perceptions on the utility and role of businesses in communities and societies beyond the primary purpose of manufacturing and trading products to a particular customer market. 
Today, CSR is a dedicated corporate task with clear reporting channels into managerial teams, where directors have taken control of managing social events. Besides, there is a considerable rise in the involvement of staff engagement in CSR activities. Although consumers have conventionally regarded the primary driver of corporations’ social initiatives, workers have adopted a pivotal role in driving business sustainability activities (Welford, Chan & Man, 2008). For example, Danone, the food company based in Paris, staff are progressively engaged in the firm’s social ventures co-founded with not-for-profit partners.  Furthermore, Citi, an international financial services firm, vigorously involves workers in its Citi Volunteers program, which focuses on being entrenched in and improving the local societies (Ismail, 2009). Such trends are an indication that CSR efforts are strongly embedded into the cultural structure of many businesses. In recent times, the concern for corporations appears to be not only on whether or not to participate in corporate social responsibility, but instead, on ways to perform CSR in an effectively and well-structured manner, with a strong and evident account of its effect on the business and society. 
In spite of common interest in CSR initiatives, most companies face significant challenges. Firstly, it is often hard to observe the effectiveness of CSR efforts, particularly while justifying the short-term investment, and second, the objectives could be constrained by internal structures which do not permit businesses to quantity, monitor, and enhance their sustainability influence. The absence of goal clarity and transparency frequently makes it difficult to comprehend and address the threats and confines of business social initiatives (Roja & Sherina, 2015). Furthermore, CSR comprises of various scopes that involve diverse stakeholder groups, whereas firms are inhibited with inadequate resources, particularly in periods of financial turmoil – therefore, conflicts of interests amongst stakeholder groups that compete for economic resources as well as managerial attention could emerge (Sahut, Peris-Ortiz, Teulon & Boubaker, 2019).  Often, how managers balance and prioritize CSR elements is a challenge that many firms face.  
Furthermore, the difficulty in managing and planning CSR is aggravated for multinationals. More than ever, many regions and countries have begun obligating or specifying specific components of CSR for companies that operate within their borders. For instance, recently, India implemented a new “2% rule” which obligates companies to use 2 percent of their net proceeds on charitable activities under the management of a CSR sub-committee chosen by the company’s board.  In Europe, the Directive Amendments adopted in 2014, necessitate compulsory public disclosure by public companies of non-financial data on risks, results, and policies associated with social issues (Ismail, 2009).  On the contrary, China and Brazil have more voluntary legislation for disclosing CSR. These policy obligations show societal and government expectations that companies reallocate part of their proceeds towards social improvement programs as a custom and not a voluntary decision. Nonetheless, CSR activities should not be a matter of legislation or coercion, but instead, a voluntary initiative on which a business organization chooses to be part of, as stated by John Mackey. Yet, what is evident is the government and society expect companies to contribute more to the local communities, and do it effectively.  


Ethical Cosiderations
While many companies have become more socially responsible, some large corporations have been reported to be unethical. For example, Amazon, an online retailer, has been reported to engage in unethical business practices, including tax avoidance, poor supply chain management, and poor environmental reporting. Also, Nestle, the food processor, has experienced a long-lasting boycott for the unethical advertising of baby milk to mothers in the underdeveloped nations. Also, the firm has been critiqued for various business practices, such as using unsustainable palm oil and GMOs in its foods. Tesco has also been suspected of unethical practice. The company has long had questionable ethics including its run-in with the Serious Fraud Office. However, to rectify this, Tesco manages sustainability concerns earnestly with specific affirmative policies on supply chain management as well as timber sourcing. 
From a view of business ethics, ethical theorists see corporations as entities with moral responsibilities that are not associated with economic obligations. The apt CSR perspective is that businesses are part of the ethical community. Rather than isolating them from the community, corporations are perceived as community citizens (Galbreath, 2008).  Companies have obligations that are analogous to the ones of other moral community members, and such responsibilities can be categorized into four areas: legal, economic, philanthropic, and ethical responsibilities. 
Economic responsibility is the company’s responsibility to make money. Economic responsibility emphasizes activities that enable a company’s long-term growth. Through balancing economic choices with their general impact on the community, companies may enhance their operations, while also being involved in sustainable activities (Torres, Bijmolt, Tribó & Verhoef, 2012). For example, a company can engage in an economic responsibility manner by modifying its production processes to encompass recycled products that may benefit the company, by likely decreasing the cost of materials, and as well benefit the community through consuming less resources. 
The legal responsibility is the obligation to follow existing law governing business activities. Companies are required to conduct their businesses in ways which are law abiding, failure to which, they are penalized. Many companies have broken laws when they expect to achieve more profits than the fines which they could pay for breaching the legislations (Alniacik, Alniacik & Genc, 2011). Based on this obligation, companies should withhold from such practices, as they are obliged to perceive the law as a practice that generates the best outcomes for everyone. 
 Ethical responsibility is the duty to perform the right thing even if the letter or the spirit of the law applies to the circumstance. This is a major responsibility, and it necessitates the company to conduct itself as any other citizen ought to. This obligation requires that businesses view themselves and be viewed as responsible community members. Finally, the philanthropic responsibility is an obligation to contribute to the projects of the community even when they are not part of the specific business. This obligation necessitates the corporate entity to carry out particular initiatives and practices, which are as a result of generosity towards the community that it operates in (Glavas, 2016; Werther & Chandler, 2010). For instance, the Well-being of Future Generations (Wales) Act 2015 can be seen as an ethical responsibility, in which public agencies in Wales are required to consider the long-term effects of their choices, create better relations with people, societies, and among themselves, and to avert persistent issues like health inequalities, poverty, and climate change. 
Aside from ethical, legal, economic, and philanthropic responsibilities, corporations could also be responsible through adopting the circular economy model. The circular economy is a production and consumption model that entails reusing and recycling existing products and materials as long as possible to prolong a product’s lifecycle (Rashid, Rahman & Khalid, 2014; Šontaitė-Petkevičienė, 2015). In practice, the implication of this is a waste reduction to a minimum. Once products reach the end of their life, their materials are kept within the economy where possible, and thus could be productively utilized again, hence creating more value. The advantages of a circular economy include reduction of the environmental pressure, enhancement of the security of raw materials supply, increasing competitiveness, stimulation of innovation, creation of jobs, and boosting economic growth. 
The CSR concept can also be looked at through the utilitarian theories perspective.  According to Secchi (2007), Utilitarianism is a normative ethical theory that assesses that something is morally right when it produces the greatest amount of good for the largest number of individuals. It explores the notion whether a particular action is moral or immoral, or good or bad. Thus, it goes beyond the scope of a person’s interests and puts into account other people’s interests.  Under the Utilitarian theory, the company is viewed as only a means for wealth creation, and its public actions are simply a way of attaining profitable outcomes. The corporation is regarded as part of the environment in which it operates (Ismail, Alias & Mohd Rasdi, 2015). The theory is based on the assumption that the company has the responsibility of incorporating CSR in its daily working business ethics (Secchi, 2007), incorporating the utilitarian concept that the functionalist defines the company as part of the ecosystem, thus has a responsibility to make a profit for its stakeholders by investing in profitable projects. 
In addition, the CSR concept can be viewed through the lenses of the stakeholder theory. The theory stresses that there is a social responsibility that companies should consider and undertake, as it affects the interests of each party involved. This implies company’s management must consider both the shareholders and all other entities involved and impacted by business decisions while making such decisions (Windsor, 2006). This highlights the idea that stakeholders’ interests must be considered as a fundamental driver of businesses in attaining strategic goals, generally profit maximization, growth, and survival (Lee, 2008; Peloza & Shang, 2011). 
The primary assumption in stakeholder theory is that corporate decisions ultimately seek to pursue market success, and managing stakeholders is a means of achieving that. Moreover, society indicates that companies are fully responsible to all stakeholders beyond shareholders, and businesses are required to proactively promote social interests even when society does not require and expect them to do so (Litfin, Meeh-Bunse, Luer & Teckert, 2017). Corporations should take part in programs that may improve different social skills such as the provision of employment opportunities, and the promotion of global justice, even if at the expense of shareholders’ money.
Essentially, the review of literature on surrounding CSR denotes that businesses create value by prioritizing stakeholder interests. Through good governance of the CSR concept, the management may attain better financial outcomes and also enhance the community in which it exists, through improving the living standards of its internal and external stakeholders. Through implementing the CSR concept, management may ensure that business activities conform to economic standards and legal regulations, all to create better relations with stakeholders (Raimi, Patel & Adelopo, 2014; Barić, 2017). In the context of the relationship between CSR and company stakeholders, it may be determined that the CSR concept developed from stakeholder theory. As previously discussed, the stakeholder theory is based on the idea that the success and sustainability of a company rely on the company’s management to effectively achieve societal and economic goals by meeting the needs of main groups of external and internal company stakeholders. The CSR concept, in times of rapid change in social values, provide the means of bringing together stakeholder values and organizational values (Raimi, Akhuemonkhan & Ogunjirin, 2015). A quality and robust relationship in which the stakeholders enhance competitiveness as it directly improves the company’s reputation through stakeholders’ perception. 
Conclusion
In conclusion, recently, CSR has received greater attention from the business realm and has become an essential part of the way organisations do business. Similarly, CSR has also received significant attention from academia. The growing interest in CSR, both from scholars and practitioners, over the last decade, has made CSR a common phenomenon. Accordingly, many corporations have introduced CRS into corporate activities and deepened communication through various channels on their CSR undertakings to stakeholders. Indeed, today companies are facing higher expectations from various stakeholder groups. Companies attract more pressure and attention to environmental and social issues, and being environmentally and socially responsible is crucial to corporations of all sizes and types. 
Implementing, performing, and communicating the CSR concept is becoming a subject that is more imperative for the management of modern businesses. The number of external and internal stakeholders who are impacted by the level of CSR of the business while making decisions regarding their goods or services is continually growing. Thus, most companies use differentiation based on CSR to gain a sustainable competitive edge and create specific benefits. For the differentiation process to be effective, the management should identify the interests and needs of major stakeholders, and adapt the choice and communication of CSR activities towards the stakeholders. However, while business responsibility is increasingly an integral part of any business today. Every company should integrate CSR in its business model. CSR investments must be mandatory, through a structure which integrates environmental, financial and social goals.  Healthcare, education, environmental, water and energy conservation are areas which businesses could play a role. Companies are social agents and are part of a global environment in which their operations have environmental, social and economic implications. The demand that companies be responsible for their actions has been demonstrated in the growing amount of voluntary CSR reporting. Nevertheless, there is a concern on the credibility, quality and extent of this voluntary CSR reporting. Overall, the voluntary CSR approach indicates that CSR practices are discretionary acts which go beyond what the law prescribes, guided by ethical values or the self-interest of the company, and in which the government has a minimal role. 
[bookmark: _GoBack]Due to concern on the credibility, quality and extent of this voluntary CSR reporting, it seems the next natural step is to make CSR compulsory for corporations. The compulsory approach to CSR aims to make CSR legally binding and enforceable through procedures which require a high formalization level. The mandatory CSR strategy would involve establishing precise laws which corporations must adhere to, along with strong sanctions as a result of non-compliance.  Thus, CSR should be both made voluntary and mandatory for companies, with a preset criterion of meeting the CSR requirements like that of India, where companies pay 2% of the net profits to CSR initiatives, and in-house CSR initiatives to motivate and ensure all staff involved comply with the requirements. This poses the question, will CSR ever be a legal requirement, and if so, do we have the resources to govern it?
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