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ABSTRACT: The study examined corporate social responsibility and business performance 

as an exploratory research. The focus is to examine extant literature on corporate social 

responsibility and organizational performance. The study identified some dimensions of 

corporate social responsibility, ethical considerations, legal concern, philanthropic and 

other aspects of corporate social responsibility. The study also categorized corporate social 

responsibility into internal and external directions which assist in the understanding of 

corporate social responsibility and organizational performance. On the other hand, the study 

enumerates the measures of business performance and categorized them into non-financial 

and financial performance as well as internal and external indicators of business 

performance. We adopted the stakeholder theory and systems theory in explaining the 

relationship between corporate social responsibility and organizational performance. We 

conclude that corporate social responsibility is very important in business organizations 

today as business operations affect the organization and the societal wellbeing. Thus, we 

recommended that business organizations should not neglect the impact of their operations 

on the organization and the society. They should provide what the community expects from 

business organizations. They should implement corporate social responsibility actions to 

fulfill their ethical and social responsibilities, and at the same time improve their 

performance in order to remain in business operations. They should respect the legal status 

and maintain ethical standards required in their operation for symbiotic existence of the 

business organizations and the society. 
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Introduction 

For a long time, businesses have struggled to maximize profits in a variety of ways, 

regardless of the impact on consumers and the environment. Organizations need to do extra 

things for the society to achieve their business objectives and contribute to societal 

betterment. The provision of those expectations y the society shows that the business 

organization is social responsible. Steiner and Steiner (2000) say that over the last 50 years, 

the idea of business social responsibility has continued to evolve and broaden, as they are 

accepted by managers and are widely practiced. Business organizations that engage in 

corporate social responsibility (CSR) do so because they value ethical obligations which 

serve as guidelines by which the business organizations can operate effectively in discharging 

their corporate social responsibility in a manner that will benefit both parties (Akpanabia, 

2019).  

Recently, different factors have forced organizations to pay a considerable attention to the 

concept of (CSR). Such factors include, but not limited to, pressures from customers, 

increased awareness concerning environmental issues, globalization, increased 

competitiveness, legal regulations, increasing media scrutiny, and dynamic and complex 

business environment (Awad et al., 2016; AlGhwayeen & Abdallah, 2018). Organizations 

must become ethical and skilled at meeting the aforementioned requirements in such an 

atmosphere. Executives must strive to meet legal, ethical, environmental, and social 

obligations. This led to increased awareness of social responsibility, and many organizations 

started to consider this concept in their structures and processes (Thorone et al., 2013). 

Corporate social responsibility is no longer a choice; it is now an obligation. Though the term 

"corporate social responsibility" first gained popularity in the 1960s, it has recently become 

more popular with businesses, governments, and the media (Thorone et al., 2013). A number 

of empirical studies have looked into the influence of corporate social responsibility on 

financial, market, and performance outcomes. Despite the fact that a large number of 

previous studies found positive links between corporate social responsibility and work 

performance, some studies found mixed or contradictory results when it happened to come to 

the effects of internal and external corporate social responsibility on financial as well as non 

performance outcomes. These mixed results have demanded the need to examine corporate 

social responsibility and business performance from an exploratory perspective.  

Justification for the Study  

Businesses are hesitant to adopt corporate social responsibility initiatives in diverse 

organizational contexts, according to Gazzola (2012) and Liang and Renneboog (2016). This 

was primarily owing to the fact that most businesses were not legally obligated to reveal the 

cost of their operations' detrimental impact on the environment on their host communities, 

and there did not appear to be a clear relationship between corporate social responsibility and 

profits (Gazzola, 2012; Kurniawan & Wibowo, 2017). The basic issue was that companies 

who neglected their corporate social responsibility reported enormous annual profits without 

taking into account the environmental harm they caused or the conflicts that their 

manufactures created. There are several disputes between corporate organizations and society 

when it comes to the vandalism of venture capital investment (Aaron & Patrick, 2013). These 

conflicts can be defined as serious disagreements between business organizations and their 

host communities over business relationships, employments, and societal wellbeing. 

Corporate Social Responsibility is the set of standards to which companies supposed to 

subscribe in order to make positive impact on society, and has the potential to make positive 

contributions to the development of society and businesses. More and more organizations are 
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beginning to see the benefits from setting up strategic corporate social responsibility agendas. 

Business interests and production-related benefits which the host communities believe should 

accrue to them (Aaron & Patrick, 2013). Therefore, the specific problem was the reluctance 

of business organizations to implement corporate social responsibility activities that might 

improve the lives of the inhabitants of the employees and the society and also reduce the 

negative consequences of environmental damage and conflicts in the communities.  

Despite the benefits that are realizable by a business firm, organizations were reluctant to 

implement corporate social responsibility in various organizational settings including 

production, manufacturing, and marketing (Gazzola, 2012; Liang & Renneboog, 2016). This 

was largely due to the notion that most profit- making organizations were not compelled 

legally to disclose the cost of the negative impact of their operations on the environment in 

their host communities and societies, and at the same time, there did not appear to be a 

connection between CSR implementation and organizational performance (Gazzola, 2012; 

Kurniawan & Wibowo, 2017).  

The general problem was that some organizations view CSR as expensive, and will reduce 

their level of return on investment. They ignored their corporate social responsibility 

activities, declared huge profits yearly without consideration to the damage they caused to the 

environment and the conflicts generated by their production activities (Santoso & Feliana, 

2014). Therefore, the goal of this study was to determine what can be done to overcome the 

reluctance of business organizations to implement corporate social responsibility activities 

that will improve the lives of the inhabitants of host communities and also reduce the 

negative consequences of conflicts between the business organizations and the society. To 

achieve this aim, this study developed a conceptual framework for better understanding of 

corporate social responsibility as a panacea for improving organizational performance. The 

study also adopted stakeholder theory for better understanding of the concept of corporate 

social responsibility to improve organizational performance. 

Objectives of the Study 

The aim of the study is to examine how corporate social responsibility improves the 

performance of business organizations. However, to achieve this aim, the following 

objectives were ascertained: 

1. To examine how corporate social responsibility practice will improve financial 

performance of business organizations. 

2. To ascertain how corporate social responsibility practice will improve non-financial 

performance of business organizations. 

3. To determine how stakeholder theory can be used to explain the concept of corporate 

social responsibility and business performance in order to provide solutions to conflict 

that might arise between the business organizations and the society. 

4. To provide recommendations that will help business organizations and the society to 

co-exist for survival. 

 

Significance of the Study 

Although many studies have been conducted on the relationship between CSR and 

organizational performance, these studies did not consider non-financial aspects of 

organizational performance as they joined others in thinking and arguing that business 

organizations are only out for financial performance. As such, a gap in research existed 
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within the academia regarding the study of corporate social responsibility in relations to 

finical and non-financial aspects of organizational performance. This study would be useful 

to stakeholders, academia, managers and social entrepreneurs in their business operations 

since the study focused on the activities of the business organizations as it affect the 

wellbeing of the society.  

To scholars, this study will serve as foundation for future research as gap indentified will lead 

to future research to broaden the scope on these concepts. The importance of this research lies 

on its expected theoretical contributions to the literature as it examined corporate social 

responsibility in enhancing organizational performance in terms of financial and non-

financial perspectives. Only a few studies have examined CSR on financial and nonfinancial 

performance aspects, implying that this area is not fully investigated. Furthermore, the 

findings of this study will hopefully help managers to build the proper CSR strategy in their 

companies. Moreover, examining the both internal and external CSR on performance is 

expected to shed more light on this concept in business organizations. 

LITERATURE REVIEW 

Theoretical Foundation for the Study  

This study adopted the Stakeholder Theory and System Theory in explaining the relationship 

between corporate social responsibility and organizational performance. Stakeholder theory 

suggests that whatever the goal of the organization may be, managers must recognize the 

legitimate interests of those groups, individuals, communities, and society that are impacted 

by their activities (Carroll, 1991; Kreng & Huang, 2011; Liang & Renneboog, 2016). 

Stakeholder theory reflects and directs how managers operate rather than focusing on 

economic values of the organization (Ganescu & Gangone, 2017). This theory defines the 

central purpose of the firm as making profit through establishing meaningful relationships 

and articulates how managers intend to conduct their businesses and the relationships they 

need to achieve such goals (Berman & Johnson-Cramer, 2016). Thus, creating value for 

shareholders is considered important but so is creating products that customers are willing to 

buy, offering jobs that employees are willing to take, building relationships that help sustain 

the organization, and being good corporate citizens (Diemont et al., 2016; Lee, 2017).  

Stakeholder theory evolved from organizations depending on both internal and external 

human resources that influenced their ability to deliver on the objectives and goals of their 

shareholders and themselves. The term stakeholder refers to individuals who have the power 

to influence and dictate the fortunes of an organization. Managing stakeholders‟ priority has 

always been a important aspect of corporate social responsibility. Other relevant stakeholders 

include customers, employees, community, competitors, suppliers, social activists, media, 

and society (Arevalo & Aravind, 2017; Attig & Brockman, 2017). The core of stakeholder 

theory involves the ability of the organization to create value through sustainable 

relationships. Economic value is created when individuals come together voluntarily to 

improve the performance of others. Consequently, managers need to develop organizational 

performance relationships, recognize and inspire stakeholders, and create a community of 

mutually beneficial relationships that lead to a mutually beneficial situation (Ghosh, 2017).  

Wicks et al. (1994) indicated that stakeholders are individuals or groups who have 

relationships that add value and purpose to the organization. These groups include customers, 

employees, government, shareholders, suppliers, host communities, and environmentalists 

(Avci et al., 2015; Berlan, 2016). The concept of stakeholders can be approached from the 

perspective of identification of those individuals or groups who impacted the operations of 
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the organization and had the power to influence its successes or failures. In this study, a 

stakeholder is an individual who is impacted by the activities of business organizations. 

Stakeholders also include individuals or groups who have the ability to impact the activities 

of business organizations positively or negatively.  

Since managing stakeholders has always been a critical aspect of CSR, organizations need to 

identify individuals or groups who possess the power and legitimacy to influence the 

operations of the organization either positively or negatively. Aguinis and Glavas (2012) 

claim stakeholders were known to pressurize organizations to implement corporate social 

responsibility through three main motives: instrumental (usually driven by self interest), 

relational (based on social groups and relationships), and moral (based on ethics and natural 

moral principles). Stakeholder theory therefore, helps managers and business practitioners to 

focus on how they operate and evaluate the impact of their operations on the societal 

environment rather than considering only economic values (Manasakis et al., 2017). 

Systems Theory  

The systems theory, which has been widely debated in the management literature, is the most 

unique approach to study and decide how subunits or subsystems of a global system may 

benefit from one another through a symbiotic relationship (Nwaeke. 2005). it is true that all 

biological creatures' systems interact with one another and are influenced by various factors 

in their closed or operational environments, according to Post Lawrence Weber (1999). The 

capacity to adapt to or be sensitive to the process altering conditions in their interacting 

surroundings is critical to survival in this relationship or process of interaction. For a 

contemporary corporate organization, the system's linkage provides a strong instrument for 

assisting business organizations, society, and other interest groups in appreciating the degree 

of advantages or lack thereof resulting from their interaction with the rest of the world. Post 

et al. (1999) highlighted three-dimensional methods to systems analysis, which helps us 

better comprehend the unique relationships that exist between business, government, and 

society. This method is said to as the "connection" between broad or abstract methods of 

thinking about business, government, and society interactions and specific or practical ways 

of doing. The social viewpoint, on the other hand, is the largest picture of that relationship. 

Thus, in essence, systems theory in corporate social responsibility promotes the idea that 

business organizations and communities must interact, interrelates and depends on each other 

in order to survive. Business will not need to operate alone without consideration of the 

society. They must be able to provide the needs and expectations of the society for them to 

operate smoothly because without the needs of the society the businesses organizations 

cannot sustain itself and continue to operate since the goods and services provided are for the 

society. Likewise, the society cannot exist on its own without receiving the goods and 

services from the business organizations. Based on this strong relationship, there is need for 

business organizations to be socially responsible for their impact on the societal environment 

for symbiotic existence.  

 

Conceptual Review 

 In this regard, the study seeks to explain how business organizations can engage in corporate 

social responsibility to improve the relationship between the organization and society for 

symbiotic existence. The framework below is used to explain such relationship for survival of 

the business organizations and the society. 
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Conceptual Framework 

 

  

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

Fig 1. Conceptual Review Framework of Corporate Social Responsibility and Organizational 

 Performance 

Source: Researcher‟s Desk (2021). 

Concept of Corporate Social Responsibility 

Corporate social responsibility has been defined from several perspectives. ISO26000 defined 

CSR as the responsibility the organization has for the impact of its operations on the society 

and the environment in which it operates. This responsibility could be identified through 

transparent and ethical behavior that contributes to sustainable development in areas such as 

health, human capital development, economic empowerment, recognition of the welfare of 

various stakeholders, and the development of social infrastructure (Kurniawan & Wibowo, 

2017). Corporate social responsibility is the notion of incorporating social and environmental 

considerations into a company's interactions with its stakeholders. This demonstrates that 

corporate social responsibility is a strategic emphasis for meeting its stakeholders' economic, 

legal, ethical, and charitable social duties.  
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Chahal and Sharnma (2006) described it as "strong commitments to develop and enhance 

society and its organizations via the use of various commercial and social activities to 

guarantee that it delivers equitable and long-term benefits to all stakeholders. However, the 

definition of corporate social responsibility adopted in this study was based on the 

responsibilities an organization owes its stakeholders and host communities while carrying 

out its objectives of maximizing business profits and the values of its shareholders. These 

responsibilities included their obligations to their stakeholders and protecting the 

environment where they operate.  

When making choices and balancing stakeholders' demands with their organizational needs to 

earn a profit, a socially responsible corporation considers the entire spectrum of its 

operations' influence on host communities and the environment (Kurniawan & Wibowo, 

2017). These obligations, according to Carroll (1991), include economic, ethical, legal, and 

charitable. As a result, corporate social responsibility is defined in this study as those 

activities undertaken by business organizations to strengthen their relationships with their 

host communities in order to reduce conflicts, protect the environment, and enhance mutually 

beneficial relationships that will help improve their reputation, create business value, and 

improve organizational performance. Despite the fact that the metrics for measuring social 

performance or corporate social responsibility aren't always obvious, corporate social 

responsibility initiatives may help businesses and shareholders produce strategic value (Liang 

& Renneboog, 2016; Santoso & Feliana, 2014).  

Corporate social responsibility may entail short term costs but also have long term benefits 

for organizations (Santoso & Feliana, 2014). Consequently, corporate social responsibility is 

integrated with the strategic goals of the organization to help achieve organizational 

performance (Seabrook & Young, 2016; Yu & Chen, 2016). Since value creation is viewed 

critically as one of the main strategic objectives of most organizations, corporate social 

responsibility is considered critical to strategic decision making on value delivery (Santoso & 

Feliana, 2014). In developed and developing countries, business organizations perform the 

role of growth engines trying to improve their country‟s economy (Shen & Benson, 2016; 

Zeb & Yasmin, 2016). Their activities have been known to impact the lives of their 

employees, the environment, and other stakeholders within the vicinity of where they operate 

(Arnold, 2016; Jung & Kim, 2016; Meynhardt & Gomez, 2016). Because of the importance 

of organizational performance, stakeholder‟s attention regarding this aspect of business has 

grown because of factors such as climate change, trade liberalization, and globalization of the 

business landscape across continents. Thus, organizational performance is continuously being 

studied and measured by scholars and business practitioners to determine how the operations 

of organizations help to fulfill the goals and objectives of their shareholders and stakeholders 

(Bejou, 2016; Deer & Zaresky, 2017). Organizational performance can be measured 

objectively (financial performance) as well as subjectively (operational performance) (non-

financial). The scarcity of research in this field indicates a knowledge vacuum, particularly in 

the literature. The goal of this research is to add to the body of knowledge about CSR by 

looking at the link between CSR and business performance, which could lead to fewer 

conflicts between businesses and host communities. 

Economic Concern 

This aspect concerns responsibility for business performance in a manner consistent with 

maximizing profit, maximizing wealth of shareholders, maintaining a strong competitive 

position, and maintaining a high level of efficiency. This was the responsibility which the 

business organization owes to its shareholders with special focus on return on investment 
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(Spence, 2016). This constitutes the primary objective of the business. The responsibility to 

employees was also integrated into the economic survival of the organization (Spence, 2016). 

Employees have been found to be critical in the translation of the corporate social 

responsibility objectives of the organization to its host communities, stakeholders, and 

environment (Spence, 2016). Thus, sustaining the well\fare of the employees contributes to 

economic responsibility. 

Ethical Concern 

Jones et al. (2000) defined ethics as moral principles or beliefs about what is right and wrong. 

According to Akpanbia (2019), business ethics seeks to establish those organizations 

conducts, attitudes, perceptions and value systems that conform to established standards 

(Akpanbia, 2019). Theologians in their effort have stated some ethical guidelines suggesting 

certain principles that could be applied to business organizations as a code of conduct. The 

focus of the ethical requirements include business performance being consistent with 

established societal norms and ethical norms, respect for new and evolving ethical norms 

adopted by society, ensure that ethical norms were not being compromised by the 

organization. It encourage organizations to do what is considered as being ethically and 

morally right, and adopt standards of ethical and corporate integrity (Spence, 2016). In this 

case, business responsibilities include the local community being treated with fairness and 

respect and in an ethical manner (Spence, 2016).These were the responsibilities the 

organization owed to the local community. The need for established standards of behaviour 

had predisposed most organizations to involve and entrench ethical practices as part of their 

culture to mold and direct their employees‟ actions and value systems toward the expected 

code of conduct in an attempt enhance corporate performance (Akpanbia, 2019). Thus, 

business organizations must operate through ethical code of conduct in order to succeed in 

their corporate responsibility practices. 

Legal Concern 

The corporate organization is supposed to conduct its operations in line with government and 

legal requirements. It was also required to follow all applicable federal, state, and local rules 

and regulations, as well as to be a law-abiding corporate citizen. The company must also 

create goods and services that satisfy the absolute necessities of legal standards, as well as 

meet all legal responsibilities (Spence, 2016). The rules and regulations that affect businesses 

are intended to promote competition, enforce fair labor practices, and make tax collection 

easier. The mix of laws and regulations creates an atmosphere that encourages innovation and 

progress (Wright & Noe, 1996).Thus, corporate social responsibility implies bringing 

corporate behaviour up to a level where it is in congruence with currently prevailing social 

norms, values and performance expectations. 

Philanthropic Consideration 

Corporate philanthropy, according to Nwaeke (2005), is a contemporary version of the 

charity concept that supports the idea that businesses should be community supporters. 

Contributing to philanthropic and social standards, helping in fine and performing arts, and 

participating in voluntary and charity activities of communities touched by their activity are 

all examples of corporate philanthropic actions. It also include supporting public and private 

educational institutions, as well as voluntarily improving the quality of life in the community. 

Such charitable efforts have been shown to foster a business-friendly atmosphere (Manasakis 

et al., 2017; Spence, 2016). Customer loyalty, productivity improvements, new products and 

markets, competitive advantage, and, of course, enhanced organizational reputation and 
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performance are all strategic consequences of CSR (Krebel-Chang, 2017: Noh, 2017: Parcha, 

2017). Implementing the elements of corporate social responsibility might also result in a 

more pleasant working environment, fewer disputes, and less environmental destruction. It 

may also help to improve connections between companies and their stakeholders (Krebel-

Chang, 2017). 

Benefits of Corporate Social Responsibility   

Although the benefits of corporate social responsibility may not be tangible, there was 

unmistakable consensus that such initiatives may help the business establish strategic values 

(Hamilton, 2013; Kim et al., 2015: Solomon et al., 2017). Practitioners believe that while 

corporate social responsibility initiatives linked to company performance may incur short-

term costs, but the long-term advantages of such programs cannot be overlooked (Kim et al., 

2017). As a result, the advantages of corporate social responsibility were calculated based on 

the organization's reputation in the community or society where it works, as well as a content 

study of corporate reports that was connected with economic performance metrics 

(Kurniawan & Wibowo, 2017). As a result, corporate social responsibility initiatives were 

linked with the organization's strategic goals to aid in the achievement of organizational 

success (Ali et al., 2016: Chewinski, 2016). 

Concept on Organizational Performance 

The indicators by which an organization's functioning is measured are known as 

organizational performance indices (Ali, 2014; Malik et al., 2015). The fulfillment of 

business objectives via the efficient and effective use of internal and external resources were 

referred to as a company's performance. Organizational performance is defined as a leader's 

ability to coordinate diverse elements of a company so that they operate as a team to seek and 

accomplish common goals of the organization in order to improve performance and maintain 

a competitive edge (Robbins & Coulter, 2013). Employee capacity development, 

advancement, skill and ability enhancement are through specialized trainings, and behavior 

management as ingrained in corporate culture and they are all sources of improving 

comparative benefit. 

Non-Financial Performance 

Non-performance aspect of corporate social responsibility is those performances that are not 

monetary achievements and their values may be converted into monetary terms. Some of 

these non-finance performances are discussed in below. 

Reputation: In today's business world, having a good reputation has become one of the most 

important goals for businesses. Many studies have shown that a company's reputation may 

evolve into a valuable asset for contemporary businesses, and that it can bring value to a 

company's bottom line through better financial performance or decreased risk. Corporate 

reputation is linked to higher profits quality, and reputation has a favorable impact on profit 

in a company's investment (Thang & Fassin, 2017; Brammer et al., 2004). 

Customer Satisfaction: Customer satisfaction is described as a holistic assessment of a 

customer's whole experience of a product or service consumption over time (Kotler & Keller, 

2009). Businesses that practice corporate social responsibility look for methods to satisfy 

their consumers. Client retention, good informal publicity about the firm, and increased 

future client spending are all benefits of customer satisfaction (Arasli et al., 2005). Customer 

pleasure has long been acknowledged as an important component of business strategy and a 
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significant driver of long-term profitability and market value in the marketing literature 

(Kotler & Keller, 2008). Therefore, business organizations that involve in corporate social 

responsibility practices involve in providing goods and services that satisfies its customers. 

Employee Satisfaction: Employee satisfaction is a feeling of happiness or fulfillment gained 

from personal experiences on the job that makes an employee want to stay with the company. 

Business firms rely heavily on human resource motivation to ensure employee happiness. 

With the importance of the human component in mind, businesses are now looking at human 

resources more strategically, paying more attention to the organizational environment and the 

satisfaction of human needs, both material and immaterial, in order to keep employees 

motivated and well-equipped to work effectively (Al-Ghalbi, 2005). This shows that the 

effective delivery of corporate social and environmental responsibility initiatives is dependent 

on employee responsiveness and their satisfaction. 

Customer loyalty: A type of recurrent purchase behavior characterized by a purposeful 

decision to buy the same goods or service again and again (Wong & Zhou, 2006). In the 

availability of similar items, a loyal client established allegiance for a business or companies 

over a specific product or service. Customers can build loyalty if the company organization 

demonstrates a sense of social responsibility for the customers' well-being (Kotler & Keller, 

2009). 

Productivity: This expresses the ratio between the input and the output by the business 

organization. Engaging in corporate social responsibility can increase the productivity of the 

organization through balancing the pursuit of the economic and social concern of the society 

focusing on efficiency (Robbins & Coulter, 2013). 

New products and markets: Products that have not been sold in the market and new market 

is the new population of buyers identified as a result of the social responsibility of the firm 

which opens up some wide areas of displaying new products and new markets because the 

society believes in their actions of social responsibility initiatives (Kotler & Keller, 2009). 

Competitive advantage: This is what set the business organization apart from others, and it 

is the competitive edge (Robbins & Coulter, 2013). This could be found in quality of 

products, services and processes (Hitt et al., 2011). Because the business organizations 

engage in corporate social responsibility, it set them apart from those that neglect it and 

thereby given them an edge to gain competitive advantage. According to Bartley and Egels-

Zanden (2016), many researchers believe that when employees are pleased and dedicated to 

their businesses, they have a competitive edge over their counterparts. This competitive 

advantage was shown to be linked to workers offering high-quality service as a result of their 

dedication to the company's corporate social responsibility ideals (Golodner, 2016). 

Employee Commitment: Scholars of corporate social responsibility believe that such 

initiatives can have a beneficial influence on employees' attitudes, dedication, and 

satisfaction. It has been discovered that CSR improves organizational trust, dedication, and 

compliance (Antoni, 2016; West et al., 2014). Corporate social responsibility has also been 

shown to make it easier to recruit competent employees, encourage employee innovation, and 

associate with businesses that are honest, open, and accountable. Many scholars also agree 

that corporate social responsibility implementation also was positively correlated with 

employees‟ attitude such as affective commitment and job satisfaction (Chun et al., 2013; De 

Roeck et al., 2014).  However, new studies suggested that employees also want to identify 

with the values and aspirations of organizations that operate from the position of care for 
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their employees, their relevant stakeholders, the society, and the environment where they 

operate (Haski-Leventhal et al., 2017). 

Relational Capital: Between 2004 and 2013, the influence of corporate social responsibility 

initiatives on business performance was mostly focused on financial success, with the 

intangible benefits of reputational capital, social capital, and customer retention receiving less 

attention. Scholars have recently focused their attention on the impact of corporate social 

responsibility on these intangible elements, despite the fact that these advantages may not be 

quantified in terms of return on investment (Suh, 2016). Since it conveys a message to both 

internal and external stakeholders, CSR has been found to have a strong link with relational 

capital (Rizwan et al., 2016). Workers were able to act more virtuously as a result of this 

perspective, treating themselves and others with respect and fairness. Furthermore, it was 

shown that CSR improves relational capital by strengthening company identification with a 

shared vision and values. By professing and implementing socially relevant ideals, these 

ethics and values assist to encourage both internal and external stakeholders to identify with 

the business (Suh, 2016). 

Stakeholder theory-based relational capital management entails the management of diverse 

interest groups with the ability to affect the organization's performance. Customers, workers, 

suppliers, shareholders, and the general public might all be considered stakeholders 

(Golodner, 2016). These stakeholders expect a company to operate in a way that is 

considerate of the environment and the people who are affected by its activities (Diddi & 

Niehm, 2016). They also expect the firm to be fair in its interactions with employees and in 

its relationships with their near neighbors in general. When these stakeholder expectations are 

disregarded, it can result in considerable operational expenses, which can have a long-term 

impact on earnings and reputation (Seabrook & Young, 2016; Singh et al., 2015; Songm et 

al., 2017). 

Recognitions  

Recognition of socially response behaviour by business in today‟s world has increased 

dramatically and this is contrary to business dishonorable behaviour mentions for variety of 

socially irresponsible actions (Nwaeke, 2005). Companies that engaged in corporate social 

responsibilities receive recognitions and awards from the host communities and government.  

The key criteria for receiving the recognition and award include; be at the „best practice‟ 

level. For instance, be distinctive, innovative, and engage in effective practices, have a 

significant measurable impact on the people served, offer broad potential for social and 

economic benefits, be sustainable and feasible within a business environment and mission, 

and be adaptable to other businesses and environment (Nwaeke, 2005). It is a good name for 

doing business with the communities and succeeds than to explore the resources from the 

communities and neglect to provide benefits to the communities with bad names. For 

decades, especially in the foreign environments, business organizations that are socially 

responsible have been rewarded with good names through various recognitions. These good 

name not only make them stand out but attract more business opportunities which they seized 

to increase their return on investment (Nwaeke, 2005). 

Financial Performance 

Financial performance may be defined as an organization's ability to meet budgetary 

obligations in a given period of time by employing capital or resources either from a lender or 

from the shareholder himself (Hitt et al., 2011). Indicators such as return on investment can 

be used to assess financial success (a ratio that divide the net profit by it costs expressed in 
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percentage). Return on revenue is a metric that compares a company's net income to its sales 

to determine how profitable it is. It assesses an investment's performance in terms of profit or 

loss). According to Hitt et al. (2011), return on assets is a ratio that calculates a company's 

profit. It's a ratio that evaluates a company's earnings in relation to its total assets. Share of 

the market (this describes the percentage of the total sales volume in a market capture by 

brand, product or company). It is the proportion of a company's entire market share in an 

industry that it controls (Kotler & Keller, 2009), whereas revenue growth is the amount by 

which the company's revenue grows from one period to the next. All of these are business 

performance metrics that may be attained if businesses engage in corporate social 

responsibility practices. 

Corporate Social Responsibility and Organizational Performance 

Many business academics and corporate social responsibility professionals have testified to 

the impact and appropriateness of corporate social responsibility, citing the growing demand 

from various stakeholders for greater accountability by many businesses on how their 

operations affect their external stakeholders and the environment (Kurniawan & Wibowo, 

2017). Corporate social responsibility was formerly seen to be one of the most important 

components of effective corporate governance, and as a consequence, it is now regarded a 

critical component of conducting business around the globe. The lawful duty of a company 

for the influence of its operations and choices on society via clear and ethical organizational 

practices that contribute to long-term growth is known as corporate social responsibility 

(Lamarche & Bodet, 2016; Wang et al., 2017). Such activities have included the well-being 

of workers as well as the well-being of its external and internal stakeholders, all of which are 

generally recognized as being consistent with existing sustainable development principles and 

requirements (Geiger & Cuzzocrea, 2017; Orlitzky et al., 2017). 

Many studies have been conducted across the world to demonstrate the link between 

corporate social responsibility and company success (Gherghina & Vintila, 2016; Lin et al., 

2016). While some of these research found a link between corporate social responsibility and 

organizational performance, Yaparto et al. (2013) found that the link was not significant. In a 

survey of 588 journal articles and 102 books and chapters, Aguinis and Glavas (2012) found 

a multilevel and interdisciplinary theoretical framework for CSR pointing to a multilevel and 

multidisciplinary theoretical framework for CSR. Through this study, three main approaches 

to corporate social responsibility were identified such include; institutional, organizational, 

and individual (Aguinis & Glavas, 2012). Different factors influencing a firm's choice to 

adopt corporate social responsibility initiatives have been discovered at the institutional level. 

Kilic and Kalkan (2017) observed that stakeholders' activities might push a business to 

implement corporate social responsibility, regardless of whether they are motivated by self-

interest or environmental concerns. Institutional pressures such as regulation, standards, and 

certification have also been suggested as potential catalysts for the adoption of corporate 

social responsibility. Customer loyalty and product appraisal, reputational concerns, and 

institutional-level variables all influence the result of corporate social responsibility. 

Scholars agreed that companies participate in corporate social responsibility for a variety of 

reasons, including profit, reputation, and ethical grounds based on the company's beliefs 

(Aguinis & Glavas, 2012). Gherghina and Vintila (2016) revealed that corporate social 

responsibility implementation and financial outcomes had a strong link. CSR activities inside 

businesses were proven to have a substantial impact on non-financial outcomes like as 

operational efficiency, EC, investor attractiveness, and better management practices (Aguinis 

& Glavas, 2012). 
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Socially responsible organizations have been proven to have higher organizational 

identification and retention, as well as good organizational citizen behavior (Aguinis & 

Glavas, 2012; Bank, 2017). Alignment to personal beliefs and individual concerns about 

issues, better employee performance, behavior, and attitudes, followers' perceptions of 

visionary leadership, company identity, and organizational pride were all factors that affected 

corporate social responsibility involvement (Aguinis & Glavas, 2012; Bank, 2017). On a 

personal level, Bank (2017) claimed that corporate social responsibility influenced factors 

including supervisors' commitment to ethics, individual employee discretion, and managers' 

equitable awareness. 

Thang and Fassin (2017) found a positive and substantial link between corporate social 

responsibility and organizational commitment after surveying 256 workers. There is n doubt 

that business organizations that practice corporate social responsibility will do better that 

those that neglect the involvement in corporate social responsibility. As a result, employee 

behavior that might attract consumers, increase organizational growth, and market share had 

an impact on organizational success. Employee engagement in corporate social responsibility 

initiatives has been shown to have a substantial influence on employee identification with the 

businesses where they labor, according to studies (West et al., 2014). Organizational 

commitment, work satisfaction, and enhanced organizational behaviors have all been 

connected to this identification (Jin et al., 2017). 

Conclusion 

The study examined the concepts of corporate social responsibility and business performance 

as an exploratory research. From extant literature, it becomes obvious that corporate social 

responsibility is becoming very important in this era as many organizations embark on 

sophisticated technological operations that affect the wellbeing of communities. Hence, to 

show ethical concern, business organizations need be to socially responsible for the impact of 

their operations on the community wellbeing. Thus, the study concludes that failure of 

business firms to engage in corporate social responsibility deprives organizations from long-

term operations and the benefits expected, thereby render the business organizations and the 

communities in continuous conflict.   

Recommendations 

One of the major means for attaining any desired goal is to apply what is recommended rather 

than just to acknowledge fact. Therefore, based on the conclusion, the study recommended 

that management in business organizations should incorporate social responsibility strategies 

in their planning and decision making. They should set up corporate social responsibility 

programs that will meet the interest of the society where they operate. Practically, they should 

provide health-care facilities, engage in road constructions and maintenance, assist in 

building educational centers, provide electricity and engage in societal welfare and sports 

activities for the betterment of the society. Complying with these expectations will create a 

friendly and ensure symbiotic existence of the business organizations and the society. 
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