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Abstract

With many developments among scholars in the world, one school of thoughts believe CSR should be used
mainly as a social endeavor and the others think it should be linked to the corporate strategy for financial
performance. In this context, this paper aims to observe how strategic approach of CSR initiatives leads to
sustainability. The reason for this is that a developing country like Sri Lanka needs CSR projects to sustain and
to achieve the set objectives instead just getting involved with philanthropic or charitable activities. The strategic
antecedents recognized in this model are resource mobilization, market development and customer satisfaction
and the study attempts to identify the core strategic focus of those in building CSR initiatives for sustainability.
Accordingly, total of 360 shareholders/investors and managers among 40 corporates who were involved in CSR
activities during 05 years after a long civil war in Sri Lanka was sampled. It has found that implementing CSR
initiatives strategically aiming both resource mobilization and market development tend to support sustainability
of those initiatives but aiming customer orientation has less impact otherwise. In conclusion, it is advisable for
corporates to approach CSR initiatives strategically gaining a return to both the society and for them and also it
is important that governments too support those initiatives in rebuilding process.

Keywords: strategic CSR, sustainability, rebuilding, resource mobilization and market development.

Background

Corporate Social Responsibility (CSR) is not a new concept in the management jargon, but perhaps this
phenomenon is still a new area for certain markets in certain countries(Tirole, 2001). After the publication of
Friedman’s (1970) thesis, which says the only social responsibility of a firm is to maximize profits, scholars
started to develop and write various theoretical concepts in the area of corporate social responsibilities of a firm
(Maigan, Ferrell, and Hult, 1999; Kuilck, 1998; Freeman 1984, Porter 1990). CSR, from that point onwards has
covered many areas such as stakeholder analysis, business strategy and competitive advantage and corporates,
governments, and customers. Further, research indicates that the other stake holders have started to begin to feel
the relevance and importance of CSR as meaningful managerial concept. According to Kok et al (2001) people
also believe that a firm has an obligation to use its own resources with a commitment for the benefit of the
society. CSR for decades has been a very critical subject among both scholars and practitioners (Carroll, 1999)
and even for today it is a debatable area among them. The fundamental question is that what would be the role of
a firm in the society other than their business perspective and what are their social responsibilities towards the
betterment of the society. In the recent past one important argument evolved between the relationship between
CSR and firm performance (Orlitzky et al., 2003). Also another factor to look is how they can be responsible to
the larger society instead of engaging some charitable activities. Therefore, it is high time to search whether
there is a new meaning for corporate social responsibility especially in a developing country like Sri Lanka after
years of civil war.

Defining CSR
Corporate Social Responsibility can be understood in many ways as the exact definition is elusive since attitudes
and beliefs fluctuate in different organizations and different situations (Kok et al,2001). Kok et al (2001) defines
CSR as an obligation of a firm to use its resources in ways to benefit society with a firm commitment for
sustainability irrespective of there is a direct gain to the company or not. The concept over the years according to
literature started developing towards the real responsibility of a firm towards the society. The belief is that when
corporates make profits/earnings through the society why not they contribute back some for the betterment of the
society. In the meantime, with the new developments and more commitments from organizations towards the
responsibility of a firm towards the society, researches have given special attention to the relationship between
CSR and a company’s financial performance (Garone, 1999; Roman, 1999). Freeman (1984) brings two
important stakeholder strategies among other: a stockholder strategy, referred as shareholder strategy and the
social harmony strategy. Freeman (1984) says the shareholder strategy is to focus on profitability or ROC and
the social harmony strategy is to address and balance various stakeholders of a firm.

With many developments among scholars in the world, one school of thoughts believe CSR should be
used mainly as a social endeavor and the others think it should be linked to the corporate strategy for financial
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performance. Some scholars like Carroll (1999) and Freeman (1994) explain of focusing on economic/
shareholder perspective and philanthropic /social harmony perspective of CSR. CSR and financial performance
is also a recent development among academics and practitioners (Orlitzky et al, 2003; Aguilera et al, 2007).
Weeden (1998) describe that with the time companies started focusing on those social philanthropic CSR works
to a proper directions or to a proper theme that has some relationship to the company’s core business and he
named it as a strategic philanthropy. Porter and Cramer (2006) describe that prevailing approaches to CSR today
are so fragmented so disconnected from business and strategy and tells CSR can be much more than a charitable
deed which can be a source of opportunity, innovation and competitive advantage. Today all around the world
due to heavy competition, organizations are feeling huge pressure to increase financial performance. Share prices
are playing an important role and senior manager’s compensations are more or less linked to it (Reich (1998).
And Reich also explains that shareholders in today’s context need to see some financial gains from their
investments in CSR initiatives.

Importance of CSR in Developing Countries.

Although the concept of CSR as a management tool is new to developing countries, firms in those countries used
to practice charitable work over many years. Of course, they did not use the word CSR but societies may have
had a long lasting social contract with organizations (Turner, 1993). Rathnasiri (2003) suggests that among fifty
local companies in Sri Lanka, there was no consensus in the corporate sector on what CSR is. Karyapperuma
(2011) in his research findings on CSR involvement of Sri Lankan insurance companies suggests that majority of
the companies considered CSR as a pure philanthropic act or totally as a marketing tool. He also says that many
of the CSR activities are not strategically aligned to the overall operations of the organizations. Michael (2005)
argues whether CSR can give a new meaning to companies and practice in the interest of poor and marginalized.
Carron et al, (2006) argues the importance of CSR and poverty reduction and also the impact on CSR initiatives
to the society for a longer period. It also emphasize the importance of sustainability of CSR in a developing
country for better results. Aforesaid literature has been remained valuable argument for current study as whether
CSR should be used as a social harmony strategy or as a corporate stakeholder strategy and also which strategy
will lead to a sustainability in order for a developing country to gain reasonable results for the society at large.

Objectives and Scope of the Study

The main purpose of this research paper is to identify the use of CSR initiatives as a strategic perspective and
whether it will lead to sustainability of those initiatives for a betterment of a society in developing country.
Further it is important to find out the commitment of shareholders and managers for a sustainable CSR initiatives
and the factors leads to it. The researcher conducted a pilot survey to identify the practice of CSR in Sri Lanka
among most respected business entities (Lanka Monthly Digest: LMD 50) which also included 10 wining
companies from the annual sustainability awards conducted by the Ceylon Chamber of Commerce. It was
found that out of 27 companies 52% of them are engaged in CSR activities and 47% of the sample is only into
some kind of minor charitable activities. Out of the companies who are into CSR activities, 79% of the
respondents are engaged in CSR as a social course and 21% of them are engaged CSR by using companies core
competencies with the expectation of a return to the organization. In total only 11% of the respondents are using
CSR as a corporate strategy and others either as a social harmony purposes or charitable purposes. Most
importantly just around 1/3 of companies have sustained those initiatives for a longer period giving substantial
benefits to the society. It is paramount important that any social or business strategy aligning with CSR should
sustain in order to gain substantial benefits to both society and the organizations. The study above indicate few
serious issues a country like Sri Lanka would face merely due to either lack of knowledge or ignorance if
companies do not focus their CSR initiatives towards social endeavor or business strategy. Further and most
importantly, two in-depth interviews were conducted among highly successful two Sri Lankan companies who
are using CSR as a business strategy for over 05 years, reveals that it has helped them to either gained revenue,
saved cost or increased operational efficiency whilst achieving societal objectives. The question arise as to
whether sustainable CSR initiatives emerged when those linked to core business and treat as a business strategy.

Literature Review

The basic understand is that organizations are accountable to a larger society (Kerin et al: 2002) as the thinking
behind being accountable to the society is based on the fact that companies make their earnings from the society.
At the same time, in the recent past the markets became highly competitive and the CEO’s started to feel the
pressure more than any other period, one key being the raising/keeping the investor confidence. Therefore, new
thinking started to emerge as Gal breath (2009) argues that although CSR discussions have generally focused on
the role of business in society, at practical levels there appears to remain much confusion with respect of how to
build or integrate CSR into the overall strategy of the firm. The arguments continuing as to whether it a social
endeavor or business strategy. The most widely cited model of CSR is provided by Carroll (cited in Carroll
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& Buchholtz, 2002), in which the author considered economic responsibility as a base for all organizations CSR
initiatives. Yet it doesn’t take strategic aspect of CSR in to account i.e. aligning CSR with the company’s core
business strategies. Lantos (2001) clearly explains how CSR considers to be a strategic option. He says
companies should make philanthropic actions which are both beneficial to the society and to the company, the
initiatives that helps the organization to achieve strategic objectives with a clear financial return and ability of
those to balance both shareholders and stakeholders. Some believes that it is very difficult for an organization to
initiate CSR programs to the society at large (Clarkson, 1995). Instead, they suggests that companies should focus
their CSR activities only on parties that are directly or indirectly affected (Wood & Jones, 1995). According
to Haigh and Jones (2006) there are six main factors that affect organizations to engage in CSR initiatives
namely, the pressure built internally on managers, pressure coming from competitors, investors, governments,
non-governmental bodies and last the expectations of customers. Sustainability or continuous engagement of
CSR initiatives, until it reaches to set objectives is paramount important both to the organization and to the
society. CSR is no longer donating money for some needy course or it is not a department function.

According to Burke and Logsdon (1996) the cost incurred by the organizations on strategic CSR is not
considered as a mere expense, instead treat it as an investment for a long term growth. It is because CSR helps
both the organization and society to gain a win-win situation. Therefore, CSR must be linked to the strategy in
order to create a value to the organization. Understanding the organizational environment and its implications are
part of the strategic domain (Galbreath, 2008). Therefore, CSR decisions cannot be taken isolate and if it is
strategic it should consider markets, customer needs, resources, and competitive advantage as strategic
dimensions of CSR (Galbreath, 2008) among others. Although markets consists of all actual and potential buyers,
Cahill (1997) describe what is important is addressing the specific target markets. Kotler and Armstrong (2005)
suggests that strategic approach can develop specific market segments. This includes assessing the growth of the
market, market share, nature of competition and resource requirement. In the strategic perspective of CSR, it is
also important to address customer orientation of a firm. According to Narver and Slater (1990) it is the actions
designed to create the value for both today and potential customers. Based on the understanding of the literature,
CSR initiatives of a firm should increase or add value to the target customers for it to be strategic. Galbreath
(2008) suggests that another dimension that a firm should look for is the internal resources when implementing
CSR initiatives. He explains resources as activities, assets, core competencies, capabilities and dynamic
capabilities of a firm. Peteraf (1993) describes that resource mobilization is part of a competitive advantage and
Woodruff (1993) argues customer satisfaction is the next source of competitive advantage. Further, Barney
(2001) explains markets and resource mobilization as a resource based view are part of competitive advantage.
Therefore, in order to analyze strategic antecedents of CSR in this article the researcher takes resource
mobilization, market development and customer satisfaction are parts of competitive advantages. In this context,
the study is aiming to explore the relationship of these strategic CSR antecedents mainly resource mobilization,
market development and customer orientation towards creating sustainable CSR programs.

Hypotheses

The main argument of the study is whether use of CSR as a strategic tool will lead to generate
sustainability of those initiatives in a developing country. According to the previous literature, strategic
antecedents of CSR are the resource mobilization, market development and customer orientation
(Galbreath, 2008). As per the literature review, previous authors have explored many constructs as CSR as
corporate strategy antecedents in their empirical studies. However, some determinants are commonly used by
many researchers and some are limited to specific situations only.

It is paramount important for an organization to match its internal resources with changing external
environment in order to enhance the performance in the long run (Learned et al, 1969; Andrews, 1971). Further
studies suggests various attributes of resources such as activities (Porter, 1985), assets (Dierickx and Cool, 1989),
core competencies (Prahalad and Hamel, 1990), and dynamic capabilities (Teece et al, 1997). Rumelt (1980)
clearly specifies that it is important to leverage resources to capture or internalize benefits of engage in CSR
initiatives to the firm. Porter and Cramer (2006) explains the importance of not isolating the internal operating
units for CSR initiatives. They also categorically mention that a firm tying a social issue more closely to its
business, the greater the opportunity to leverage its resources. Therefore, based on the aforesaid arguments, the
researcher developed the first hypotheses to emphiricallt test the argument in the present research context.

H1. Organizations who mobilize own resources for CSR initiatives tend to sustain CSR initiatives in the long
run.

A market is the set of all actual and potential buyers of a good or service (Kotler et all, 2010). According to
the work of Galbreath (2009) for firms to more adequately build CSR into strategy, the social dynamics
variables becomes important interns of understanding the current and emerging characteristics of target
markets. He further elaborate that if assessing various social factors of a given market segment is important to
the general understanding of that segment, then it is also important in terms of understanding specific target
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customer needs. Doane (2004) explains that CSR ultimately lies within the framework of markets, and require
market based incentives for companies to invest.

H2. Organizations who focus CSR initiatives as a market development view tend to sustain those initiatives
in the long run.

H3. There is a positive relationship between customer satisfaction and the duration of the CSR initiatives.

As a Strategy

The researcher started analyzing CSR by relating it to a theory of the firm, means it assume that the
management of publicly quoted companies attempt to maximize profits (Jensen, 1998). Friedman, (1970)
asserts that engaging CSR as a symptomatic of an agency problem or a conflict between the interest of
managers and shareholders. He argues that managers use CSR as a means to improve their own political,
social, or career agendas, at the expense of shareholders. Based on this thinking, resources allocated to CSR
would be more wisely spent, from a social endeavor perspective, on increasing firm efficiency. Wright &
Ferris (1997) has empirically tested this theory and found out that stock prices reacted negatively to
announcement of divestment of assets of a firm. Waddock & Graves (1997) presented their empirical test
work of the corporate social performance and say that there is a positive association between corporate social
performance and financial performance. The corporate social performance (CSP) model has many in
common with the stakeholder perspective, which is the most widely used theoretical framework (McWilliams
& Siegel, 2001).

Based on the studies of Jensen, (1998) CSR can be considered as a form of an investment. An
investment to capitalize, companies need to think strategically and act strategically. Most recent treatments have
progressed towards theory development as well as empirical tests of the relationship between CSR and firm
performance (Aguilera, Rupp, Williams, & Ganapathi, 2007; Orlitzky, Schmidt, & Rynes, 2003). More
importantly, CSR should be integrated strategically in to the context of what the firm is trying to do. Such an
approach is vital to building CSR into strategy in a way that reflects its actual business importance to the firm’s
mission (Burke & Logsdon, 1996). Building CSR in the fundamental purpose of the firm-its mission-does not
necessarily happen without proper reflection and understanding of the environment (and the personal values and
convictions of a firm’s top leaders). Understanding the environment and its implications for the firm rests within
the domain of strategy (Galbreath, 2009).

As mentioned earlier, if CSR can be viewed as an investment, one way to assess investment in CSR is
as a way of product differentiation. It’s commonly accepted that product differentiation leads a way to a
competitive advantage. In this way there are CSR “resources” and ‘outputs’. According to (McWilliams &
Siegel, 2001) a firm can create a curtain level of CSR by embodying its products with CSR attributes (such as
pesticide-free fruits) or by using CSR related resources in its production process (such as naturally occurring
insect inhibitors and organic fertilizers). A classic example of ODEL, Sri Lankan company building CSR
initiatives to embody into their product portfolio (Pilot survey, 2012) gave them a huge brand image lead to more
sales and more CSR investments. Those firms taking the competitive advantage (CSR as a strategy) as their long
term objective (mentioned as a mission) of CSR are likely to adopt CSR initiatives in three wide areas of
company business interest: Resource mobilization, market developments and improving customer orientation.

Resource Mobilization

A resource is a stock or supply of money, materials, staff, and other assets that can be drawn on by a person or
organization in order to function effectively. According to Business Dictionary it is also can be defined as an
economic or productive factor required to accomplish an activity, or as means to undertake
an enterprise and achieve desired outcome. Three most basic resources are land, labor, and capital; A major
facet of strategy is concerned with matching internal resources with a changing external environment in a
way that enhances organizational performance overtime (Andrews, 1987; Learned, Edmund Philip, Carl
Roland Christensen, Kenneth R. Andrews, 1966). Further studies done by the researcher about resources
have various attributes for it such as activities (Porter, 1985), assets(Dierickx & Cool, 1989), core
competencies (Prahalad & Hamel, 1990), and dynamic capabilities (Teece, Pisano, & Shuen, 1997). Branco
and Rodrigues (2006) suggest that CSR activities may have internal benefits by supporting a firm to develop
totally new resources and capabilities and also it leads to important consequences on the creation or depletion of
intangible resources. Specificity refers to the degree to which resources are leveraged to capture or internalize
at least some benefits for engaging in CSR that are specific to the firm, rather than simply creating collective
goods which can be shared by other in the industry, community or society at large (Porter, 1985; RUMELT,
1980). Bhattacharya (2009) finds out the active involvement of employees as an internal resource leads to
better CSR initiatives.

Market Development
According to the work of Galbreath (2009) for firms to more adequately build CSR into strategy, the social

72



European Journal of Business and Management WWWw.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) may
Vol.8, No.14, 2016 “s E

dynamics variables becomes important interns of understanding the current and emerging characteristics of
target markets. He further elaborate that if assessing various social factors of a given market segment is
important to the general understanding of that segment, then it is also important in terms of understanding
specific target customer needs. A market is the set of all actual and potential buyers of a good or service
(Kotler & Armstrong, 2005). Customer orientation can be defined as the actions designed to understand the
current and latent needs of customers in the target market served so as to create superior value for them
(Narver & Slater, 1990).

Customer Satisfaction

Studies have found that the reputation of a company and the welfare of distinct stakeholder are crucial to
stockholders wealth maximization and long term survival (Tirole, 2001). Also building better relations with
primary stakeholders like employees, customers, suppliers and communities could lead to increased financial
returns by helping firms develop intangible but valuable assets which can be sources of competitive
advantages (R Edward Freeman, 1984). They also provided rational and justification for a marketing
contribution to improvement of financial performance of a firm. Some of the factors identified by Srivastava
are customer satisfaction, specific marketing mix actions (mobilization of resources), product equity and
impact of brand equity. With respect to customer satisfaction, the relationship between customer satisfaction
and stock prices suggests customer satisfaction leads to excess returns (Luo, 2007). Carroll (1991) gives facts
for using CSR for economic purposes under five points: it is important to perform in a manner consistent
with maximizing earning per share; it is important to be committed to being as profitable as possible; it is
important to maintain a strong competitive position; it is important to maintain a high level of operating
efficiency and it is important that a successful firm be defined as one that is consistently profitable.

Target Population and Sampling Frame

According to Bryman (2006) designing appropriate sampling is an important step of both qualitative and
quantitative research projects. Babbie (2006) says population is the group that the conclusions are drawn upon.
The population in this study is the listed companies operating at the Colombo Stock Exchange in Sri Lanka and
the non-listed companies who have won international awards for CSR initiatives during last 03 year. The reason
for the listed companies to be the population is that according to the triple bottom line reporting system it is
mandatory for listed companied to report CSR under sustainability reporting. In deriving sample, the researcher
has resorted to judgmental and random sampling methods. For the research the sample was derived based on the
40 listed companies and the researcher designed the sample by analyzing the companies who are actively and
continuously into CSR initiatives. In each sample entity, 10 people were identified on a random sampling basis
to interview as managers and shareholders/investors which comprised to 400 respondents The managers of
companies were selected based on the amount of involvement to CSR projects and also the impact of CSR
projects to company’s core business strategyThe selection of shareholders/investors, managers and beneficiaries
will be on random simple sampling method as mentioned above.

Data Collection, Data Analysis and Interpretations

As per the convenience purpose the data collection for the pilot survey was done both by using electronic mail
survey and field interviews. But due to the difficulties faced in terms of explaining some questions, the
researcher decided the best method is to use only field surveys. The researcher used 10 personal assistance as
enumerators from time to time to accompany the researcher for the purpose of convenience. The researcher has
used frequency percentage to summarize, descriptive data analysis and structural equation methods to test
hypotheses were used. For the purpose of descriptive data analysis, frequency analysis is used with the help of
SPSS (Statistical Package for the Social Science) version 20 software.

Discussions, Conclusion and Recommendations

The main objective of the study is to examine the possibility of linking firm’s CSR initiatives to the core
business and treats it as a strategy. Burke and Logsdon (1996) clarifies that the economic responsibility of a firm
is to produce profits constitutes part of the firm’s formal social contracts, by identifying and exploring unmet
societal needs and societal issues through strategy dimensions such as market served, customer needs and
resources required to compete, a firm not only can address social opportunities that generate profits (thereby
meeting its economic responsibility to shareholders), but can offer societal benefits as well. They further suggest
that a properly designed CSR program with a use of resources and capabilities of the firm create value for the
firm. The study has focused under strategic antecedents such as market development, resource mobilization and
customer satisfaction are key questions raised from the respondents of companies to measure one component of
the strategic antecedents. As far as strategic CSR is concerned, McWilliams and Siegel (2011) point out that
CSR, which is embedded in an integrated strategy, may be considered as strategic CSR. They also elaborate that
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it will lead to the sustainable competitive advantage.

Lawson (2011) suggests that firms that use CSR as a central element to their core business missions
have a better chance of creating more business values. The reason he gives is then at the particular firm develop
resources and capabilities to solve social problems that can be then applied to the organizations business
operations. Lawson (2011) also says the creating a value through CSR projects to the organizations core business
model can reduce cost. The reason for this is that the company use its expertise and those projects are within the
company’s business domain hence, the greater monitoring can take place, thus chances of reducing the cost is
high when compared to the CSR initiatives that has no understanding at all. Hart and Sharma (2004) explains
that when companies use their own resources to CSR initiatives, the experience the managers are getting by
dealing with specially poor communities gain larger exposure which can intern use for business gains of the
operations specially when the target market is mass and low income. Therefore, as supported by literature and
the study itself both quantitative study and in-depth interviews, the companies who select CSR as a strategic
perspective significantly achieve greater satisfaction among shareholders and customers and lead to
sustainability of selected initiatives.

This current study was focused mainly on a developing country, especially one with a market with
high growth potential. The reason for this is due to the country is emerging after a long civil war, therefore, the
outcome of the research may not be suitable for application to all developing countries across the globe.
Therefore, the future researcher can use the same model to observe the implications in other situations.

References

Ackerman, R. (1975). The social challenge to business. Harvard University Press.

Aguilera, R. V., Rupp, D. E., Williams, C. A., & Ganapathi, J. (2007). PUTTING THE S BACK IN
CORPORATE SOCITAL RESPONSIBILITY: A MULTILEVEL THEORY OF SOCIAL CHANGE IN
ORGANIZATIONS. Academy of Management Review, 32(3), 836-863.
http://doi.org/10.5465/AMR.2007.25275678

Anderson, E. W., Fornell, C., & Mazvancheryl, S. K. (2004). Customer Satisfaction and Shareholder Value.
Journal of Marketing, 68(4), 172—185. http://doi.org/10.1509/jmkg.68.4.172.42723

Andrews, K. (1987). The concept of corporate strategy.

Arlow, P., & Cannon, M. J. (1982). Social Responsiveness, Corporate Structure, and Economic Performance.
Academy of Management Review, 7(2), 235-241. http://doi.org/10.5465/AMR.1982.4285580

ASOCIO. (2004). Corporate Social Responsibility.

Asongu, J. J. (2007). Strategic corporate social responsibility in practice. Greenview Publishing Co.

Auger, P., Devinney, T. M., Louviere, J. J., & Burke, P. F. (2010). The importance of social product attributes in
consumer purchasing decisions: A multi-country comparative study. International Business Review,
19(2), 140-159. http://doi.org/10.1016/j.ibusrev.2009.10.002

Aupperle, K. E., Carroll, A. B., & Hatfield, J. D. (1985). AN EMPIRICAL EXAMINATION OF THE
RELATIONSHIP BETWEEN CORPORATE SOCIAL RESPONSIBILITY AND PROFITABILITY.
Academy of Management Journal, 28(2), 446—463. http://doi.org/10.2307/256210

Backman, J. (1975). Social responsibility and accountability. New York: New York University Press.

Barnett, M. L. (2007). STAKEHOLDER INFLUENCE CAPACITY AND THE VARIABILITY OF
FINANCIAL RETURNS TO CORPORATE SOCIAL RESPONSIBILITY. Academy of Management
Review, 32(3), 794-816. http://doi.org/10.5465/AMR.2007.25275520

Barnett, M., & Salomon, R. (2006). Beyond Dichotomy: The Curvilinear Relationship Between Social
Responsibility and Financial Performance. Strategic Management Journal, 1122(September), 12.
http://doi.org/10.1002/smj

Baron, D. (1995). Integrated strategy: Market and nonmarket components. California Management Review.

Bartelson, J. (2006). Making Sense of Global Civil Society. European Journal of International Relations, 12(3),
371-395. http://doi.org/10.1177/1354066106067348

Beckmann, S. C. (2007). Consumers and Corporate Social Responsibility: Matching the Unmatchable?
Australasian Marketing Journal (AMJ), 15(1), 27-36. http://doi.org/10.1016/S1441-3582(07)70026-5

Bennett, R. (1996). Corporate Strategy and Business Planning. London: Pitman Publishing.

Bhattacharya, C. B., Korschun, D., & Sen, S. (2009). Strengthening Stakeholder—-Company Relationships
Through Mutually Beneficial Corporate Social Responsibility Initiatives. Journal of Business Ethics,
85(S2), 257-272. http://doi.org/10.1007/s10551-008-9730-3

Bhattacharya, C. B., & Sen, S. (2004). Doing Better at Doing Good: WHEN, WHY, AND HOW CONSUMERS
RESPOND TO CORPORATE SOCIAL INITIATIVES. California Management Review, 47(1), 9-24.
http://doi.org/10.2307/41166284

Bhattacharya, C. B., Sen, S., & Korschun, D. (2008). “Using Corporate Social Responsibility to Win the War for
Talent.” MIT Sloan Management Review, 49(2), 37—44. http://doi.org/10.1007/s10551-008-9812-2

74



European Journal of Business and Management WWWw.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) may
Vol.8, No.14, 2016 “s E

Bowen, H. R. (1953). Social responsibilities of the businessman. New York, Harper.

Brammer, S., & Millington, A. (2008). Does it pay to be different? An analysis of the relationship between
corporate social and financial performance. Strategic Management Journal, 29(12), 1325-1343.
http://doi.org/10.1002/sm;j.714

Branco, M. C., & Rodrigues, L. L. (2006). Corporate Social Responsibility and Resource-Based Perspectives.
Journal of Business Ethics, 69(2), 111-132. http://doi.org/10.1007/s10551-006-9071-z

Branco, M. C., & Rodrigues, L. L. (2007). Positioning Stakeholder Theory within the Debate on Corporate
Social Responsibility. Electronic Journal of Business Ethics and Organization Studies, 12(1), 5-15.
http://doi.org/10.1007/BF00412085

Brown, T. J., & Dacin, P. A. (1997). The company and the Product: Company Associations and Corporate
Consumer Product Responses. Journal of Marketing, 61(1), 68-84.
http://doi.org/http://dx.doi.org/10.2307/1252190

Bryman, A. (2006). Integrating quantitative and qualitative research: how is it done? Qualitative Research.
http://doi.org/10.1177/1468794106058877

Buchholz, R. A. (1977). An alternative to social responsibility. MSU Business Topics, 25(3).

Burke, L., & Logsdon, J. M. (1996). How Corporate Social Responsibility Pays Off. Long Range Planning,
29(4), 495-502. http://doi.org/10.1016/0024-6301(96)00041-6

Campbell, J. L. (2007). Why Would Corporations Behave in Socially Responsible Ways? an Institutional Theory
of Corporate Social Responsibility. Academy of Management Review, 32(3), 946-967.
http://doi.org/10.5465/AMR.2007.25275684

Carmeli, A. (2005). Perceived External Prestige, Affective Commitment, and Citizenship Behaviors.
Organization Studies, 26(3), 443—-464. http://doi.org/10.1177/0170840605050875

Carroll, A. B. (1979). A Three-Dimensional Conceptual Model of Corporate Performance. The Academy of
Management Review. http://doi.org/10.2307/257850

Carroll, A. B. (1979). A Three-Dimensional Conceptual Model of Corporate Performance. Academy of
Management Review. http://doi.org/10.5465/AMR.1979.4498296

Carroll, A. B. (1991). The pyramid of corporate social responsibility: Toward the moral management of
organizational stakeholders. Business Horizons. http://doi.org/10.1016/0007-6813(91)90005-G

Carroll, A. B. (1999). Corporate Social Responsibility: Evolution of a Definitional Construct. Business & Society,
38(3), 268-295. http://doi.org/10.1177/000765039903800303

Cheng, B., loannou, 1., & Serafeim, G. (2014). Corporate social responsibility and access to finance. Strategic
Management Journal, 35(1), 1-23. http://doi.org/10.1002/smj.2131

Clarkson, M. B. E. (1995). A Stakeholder Framework for Analyzing and Evaluating Corporate Social
Performance. Academy of Management Review, 20(1), 92-117.
http://doi.org/10.5465/AMR.1995.9503271994

Cochran, P. L., & Wood, R. A. (1984). Corporate Social Responsibility and Financial Performance. Academy of
Management Journal, 27(1), 42-56. http://doi.org/10.2307/255956

CREYER, E. H., & ROSS, W. T. (1997). Tradeoffs Between Price and Quality: How a Value Index Affects.
Journal of Consumer Affairs, 31(2), 280-302. http://doi.org/10.1111/j.1745-6606.1997.tb00392.x

Damayanthi, D. G., & Rajapakse, R. M. R. B. (2011). Factors Leading To CSR Reporting: A Case From
Manufacturing Sector In Sri Lanka. In Annual-research-symposium-management-and-finance.

Davis, K. (1973). The Case for and Against Business Assumption of Social Responsibilities. Academy of
Management Journal, 16(2), 312-322. http://doi.org/10.2307/255331

Dierickx, 1., & Cool, K. (1989). Asset Stock Accumulation and the Sustainability of Competitive Advantage:
Reply. Management Science. http://doi.org/10.1287/mnsc.35.12.1514

Drucker, P. . (1954). The Practice of Management. Foresman and Company.

Du, S., Bhattacharya, C. B., & Sen, S. (2007). Reaping relational rewards from corporate social responsibility:
The role of competitive positioning. International Journal of Research in Marketing, 24(3), 224-241.
http://doi.org/10.1016/j.ijresmar.2007.01.001

Edwards, J. R., & Bagozzi, R. P. (2000). On the nature and direction of relationships between constructs and
measures. Psychological Methods, 5(2), 155-174. http://doi.org/10.1037/1082-989X.5.2.155

Eells, R. S. F., & Walton, C. C. (1961). Conceptual foundations of business: an outline of major ideas sustaining
business enterprise in the Western World. RD Irwin.

Elkington, J. (1998). Partnerships fromcannibals with forks: The triple bottom line of 21st-century business.
Environmental Quality Management, 8(1), 37-51. http://doi.org/10.1002/tqem.3310080106

Enquist, B., Johnson, M., & Skalén, P. (2006). Adoption of corporate social responsibility — incorporating a
stakeholder perspective. Qualitative Research in Accounting & Management, 3(3), 188-207.
http://doi.org/10.1108/11766090610705399

Esposito, M. (2009). Put Your Corporate Social Responsibility Act Together! Tate Publishing.

75



European Journal of Business and Management WWWw.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) may
Vol.8, No.14, 2016 “s E

Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. (1996). The American Customer
Satisfaction Index: Nature, Purpose, and Findings. Journal of Marketing, 60(4), 7.
http://doi.org/10.2307/1251898

Fornell, C., Mithas, S., Morgeson, F. V., & Krishnan, M. S. (2006). Customer Satisfaction and Stock Prices:
High Returns, Low Risk. Journal of Marketing, 70(1), 3—14. http://doi.org/10.1509/jmkg.2006.70.1.3

Freeman, R. E. (1984). Strategic Management: A Stakeholder Approach. Analysis (Vol. 1).
http://doi.org/10.2139/ssrn.263511

Freeman, R. E. (1994). Ethical theory and business. Prentice Hall, Englewood CliffsFrey B.(1997) The Legal
and Ethical Responsibilities of Transnational Corporations in the Protection of International Human
Rights. Minnesota J Global Trade, 6, 153188Frynas.

Freeman, R. E. (1999). Divergent stakeholder theory. Academy of Management Review, 24(2), 233-236.

Freeman, R. E., Wicks, A. C., & Parmar, B. (2004). Stakeholder theory and “the corporate objective revisited.”
Organization Science, 15(3), 364-369.

Friedman, M. (1970). The Social Responsibility of Business is to Increase its Profits. The New York Times
Magazine, (32), September 13.

Friedman, M. (1998). The Social Responsibility of Business Is to Increase Its Profits. The New York Times
Magazine, (32), September 13. http://doi.org/10.1007/978-3-540-70818-6 14

Galbreath, J. (2009). Building corporate social responsibility into strategy. FEuropean Business Review.
http://doi.org/10.1108/09555340910940123

Gardberg, N. A., & Fombrun, C. J. (2006). CORPORATE CITIZENSHIP: CREATING INTANGIBLE
ASSETS ACROSS INSTITUTIONAL ENVIRONMENTS. Academy of Management Review, 31(2),
329-346. http://doi.org/10.5465/AMR.2006.20208684

Garone, S. J. (1999). The link between corporate citizenship and financial performance. Conference Board of
Canada.

Geva, A. (2008). Three models of corporate social responsibility: Interrelationships between theory, research,
and practice. Business and Society Review, 113(1), 1-41.

Godfrey, P. C. (2005). THE RELATIONSHIP BETWEEN CORPORATE PHILANTHROPY AND
SHAREHOLDER WEALTH: A RISK MANAGEMENT PERSPECTIVE. Academy of Management
Review, 30(4), 777-798. http://doi.org/10.5465/AMR.2005.18378878

Godfrey, P. C., Merrill, C. B., & Hansen, J. M. (2009). The Relationship between Corporate Social
Responsibility and Shareholder Value: An Empirical Test of the Risk Management Hypothesis.
Strategic Management Journal, 30(4), 425-445. http://doi.org/Doi 10.1002/Smj.750

Green, T., & Peloza, J. (2011). How does corporate social responsibility create value for consumers? Journal of
Consumer Marketing, 28(1), 48—56. http://doi.org/10.1108/07363761111101949

Groza, M. D., Pronschinske, M. R., & Walker, M. (2011). Perceived Organizational Motives and Consumer
Responses to Proactive and Reactive CSR. Journal of Business Ethics, 102(4), 639—652.
http://doi.org/10.1007/s10551-011-0834-9

Haigh, M., & Jones, M. (2006). The drivers of corporate social responsibility: a critical review. Business Review,
5(2), 245-251. Retrieved from The drivers of corporate social responsibility: a critical review

Hall, R. (1992). The strategic analysis of intangible resources. Strategic Management Journal, 13(2), 135-144.
http://doi.org/10.1002/sm;j.4250130205

Harrison, S. (1997). Corporate social responsibility: linking behaviour with reputation.

Hawkins, T., S, T. D., & I, H. D. (1995). Marketing Research: Measurement and Method. Prentice Hall.

Hillman, A. J., & Keim, G. D. (2001). Shareholder value, stakeholder management, and social issues: What’s the
bottom line? Strategic Management Journal, 22(2), 125-139. http://doi.org/10.1002/1097-
0266(200101)22:2<125::AID-SMJ150>3.0.CO;2-H

Hillman, A. J., Keim, G. D., & Luce, R. A. (2001). Board Composition and Stakeholder Performance: Do
Stakeholder Directors Make a Difference? Business &  Society, 40(3), 295-314.
http://doi.org/10.1177/000765030104000304

Hoeffler, S., & Keller, K. L. (2002). Building Brand Equity Through Corporate Societal Marketing. Journal of
Public Policy & Marketing, 21(1), 78-89. http://doi.org/10.1509/jppm.21.1.78.17600

Holliday, C. O., Schmidheiny, S., & Watts, P. (2002). Walking the Talk: The Business Case for Sustainable
Development. Berrett-Koehler Publishers.

Hung Chen, C. (2011). The major components of corporate social responsibility. Journal of Global
Responsibility, 2(1), 85-99. http://doi.org/10.1108/20412561111128546

Husted, B. W., & Allen, D. B. (2009). Strategic corporate social responsibility and value creation. Management
Iternational Review, 781-799. http://doi.org/10.1007/s11575-009-0016-5

Iamandi, I. (2007). Corporate Social Responsibility and Social Responsiveness in a Global Business
Environment. A Comparative Theoretical Approach. Romanian Economic Journal, 10(23), 3—18.

76



European Journal of Business and Management WWWw.iiste.org

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) jLEN
Vol.8, No.14, 2016 Ils E
Investopedia. (2015). DEFINITION OF “SHAREHOLDER.” Retrieved from

http://www.investopedia.com/terms/s/shareholder.asp

Johanson, G. A., & Brooks, G. P. (2010). Initial Scale Development: Sample Size for Pilot Studies. Educational
and Psychological Measurement, 70(3), 394-400. http://doi.org/10.1177/0013164409355692

Jones, T. M. (1980). Corporate Social Responsibility Revisited, Redefined. California Management Review,
22(3), 59-67. http://doi.org/10.2307/41164877

Kakabadse, N. K., Rozuel, C., & Lee-Davies, L. (2005). Corporate social responsibility and stakeholder
approach: a conceptual review. International Journal of Business Governance and Ethics, 1(4), 277.
http://doi.org/10.1504/IJBGE.2005.006733

Kanter, R. M. (1999). From Spare Change to Real Change. Harvard Business Review, 122—-132.

Kanter, R. M. (2011). How Great Companies Think Differently. Harvard Business Review, 89(11), 66-78.
http://doi.org/10.1037/¢712102011-006

Kariyapperuma, K. A. N. R. (2011). LEVEL OF CORPORATE SOCIAL RESPONSIBILITY INVOLVEMENT
OF SRI LANKAN BUSINESS ORGANIZATIONS: SPECIAL STUDY ON INSURANCE
INDUSTRY. In Proceedings of International Conference on Business Management.

Karnani, A. (2012). Markets of the Poor: Opportunities and Limits. International Journal of Rural Management,
8(1-2), 7-17. http://doi.org/10.1177/0973005212461980

Kohli, A. K., & Jaworski, B. J. (1990). Market Orientation: The Construct, Research Propositions, and
Managerial Implications. Journal of Marketing, 54(2), 1. http://doi.org/10.2307/1251866

Kok, P., Van Der Wiele, T., McKenna, R., & Brown, A. (2001). A corporate social responsibility audit within a
quality management framework. Journal of Business Ethics, 31(4), 285-297.

Kotler, P. (2011). Reinventing Marketing to Manage the Environmental Imperative. Journal of Marketing, 75(4),
132-135. http://doi.org/10.1509/jmkg.75.4.132

Kotler, P., & Armstrong, G. (2005). Principles of Marketing. Prentice-Hall.

Kotler, P., Keller, K., Brady, D. M., Goodman, M., & Hansen, M. T. (2009). Marketing Management. Pearson;

Kulik, T. (1999). The Expanding Parameters of Global Corporate Citizenship.

Labib Eid, N., & Robert Sabella, A. (2014). A fresh approach to corporate social responsibility (CSR):
partnerships between businesses and non-profit sectors. Corporate Governance: The International
Journal of Business in Society, 14(3), 352-362. http://doi.org/10.1108/CG-01-2013-0011

Lantos, G. P. (2001). The boundaries of strategic corporate social responsibility. Journal of Consumer
Marketing (Vol. 18). http://doi.org/10.1108/07363760110410281

Laroche, M., Bergeron, J., & Barbaro - Forleo, G. (2001). Targeting consumers who are willing to pay more for
environmentally friendly products. Journal of Consumer Marketing, 18(6), 503-520.
http://doi.org/10.1108/EUM0000000006155

Lawton, T. (2011). Corporate Political Activity: A literature review and research agenda.

Learned, Edmund Philip, Carl Roland Christensen, Kenneth R. Andrews, and W. D. G. (1966). Business policy:
Text and cases. Irwin.

Lee, M. D. P. (2008). A review of the theories of corporate social responsibility: Its evolutionary path and the
road  ahead. International ~ Journal — of  Management  Reviews, 10(1), 53-73.
http://doi.org/10.1111/j.1468-2370.2007.00226.x

Litwin, M. S. (1995). How to measure survey reliability and validity. Sage Publications.

Luo, X. (2007). Consumer Negative Voice and Firm-Idiosyncratic Stock Returns. Journal of Marketing, 71(3),
75-88. http://doi.org/10.1509/jmkg.71.3.75

Luo, X., & Bhattacharya, C. B. (2006). Corporate Social Responsibility, Customer Satisfaction, and Market
Value. Journal of Marketing, 70(October), 1-18. http://doi.org/10.1509/jmkg.70.4.1

Mackey, A., Mackey, T. B., & Barney, J. B. (2007). CORPORATE SOCIAL RESPONSIBILITY AND FIRM
PERFORMANCE: INVESTOR PREFERENCES AND CORPORATE STRATEGIES. Academy of
Management Review, 32(3), 817-835. http://doi.org/10.5465/AMR.2007.25275676

Maignan, 1. (2001). Consumers’ perceptions of corporate social responsibilities: A cross-cultural comparison.
Journal of Business Ethics, 57 — 72. http://doi.org/10.2307/25074480

Maignan, 1., & Ferrell, O. C. (2004). Corporate Social Responsibility and Marketing: An Integrative Framework.
Journal of the Academy of Marketing Science, 32(1), 3—19. http://doi.org/10.1177/0092070303258971

Maignan, ., Ferrell, O. C., & Ferrell, L. (2005). A stakeholder model for implementing social responsibility in
marketing. European Journal of Marketing, 39(9/10), 956-9717.
http://doi.org/10.1108/03090560510610662

Maignan, 1., Ferrell, O. C., & Hult, G. T. M. (1999). Corporate Citizenship: Cultural Antecedents and Business
Benefits.  Journal of the  Academy  of  Marketing  Science, 27(4), 455-469.
http://doi.org/10.1177/0092070399274005

Margolis, J. D., & Walsh, J. P. (2003). Misery Loves Companies: Rethinking Social Initiatives by Business.

77



European Journal of Business and Management WWWw.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) may
Vol.8, No.14, 2016 “s E

Administrative Science Quarterly, 48(2), 268. http://doi.org/10.2307/3556659

Marrewijk, M. Van. (2003). Concepts and definitions of CSR and corporate sustainability: between agency and
communion. Journal of Business Ethics, 44, 95—105. http://doi.org/10.2307/25075020

Masaka, D. (2008). Why enforcing corporate social responsibility (CSR) is morally questionable.

McGee, J. (1998). Commentary on “corporate strategies and environmental regulations: an organizing
framework” by A. M. Rugman and A. Verbeke. Strategic Management Journal, 19(4), 377-387.
http://doi.org/10.1002/(SIC1)1097-0266(199804)19:4<377::AID-SMJ988>3.0.CO;2-S

McWilliams, A., & Siegel, D. (2000). Corporate social responsibility and financial performance: correlation or
misspecification? Strategic Management Journal, 21(5), 603—609. http://doi.org/10.1002/(SICI)1097-
0266(200005)21:5<603::AID-SMJ101>3.0.CO;2-3

McWilliams, A., & Siegel, D. (2001). Note Corporate Social Responsibility : a Theory of the Firm Perspective.
Academy of Management Journal, 26, 117-127.

McWilliams, A., & Siegel, D. S. (2011). Creating and Capturing Value: Strategic Corporate Social
Responsibility, Resource-Based Theory, and Sustainable Competitive Advantage. Journal of
Management, 37(5), 1480-1495. http://doi.org/10.1177/0149206310385696

McWilliams, A., Siegel, D. S., & Wright, P. M. (2006). Corporate Social Responsibility: Strategic Implications*.
Journal of Management Studies, 43(1), 1-18. http://doi.org/10.1111/j.1467-6486.2006.00580.x

Menon, A., & Menon, A. (1997). Enviropreneurial Marketing Strategy: The Emergence of Corporate
Environmentalism as Market Strategy. Journal of  Marketing, 61(1), 51.
http://doi.org/10.2307/1252189

Meredith, R. (1999). The Newest Ford Generation Takes the Company Spotlight.

Meznar, M. B., & Nigh, D. (1995). BUFFER OR BRIDGE? ENVIRONMENTAL AND ORGANIZATIONAL
DETERMINANTS OF PUBLIC AFFAIRS ACTIVITIES IN AMERICAN FIRMS. Academy of
Management Journal, 38(4), 975-996. http://doi.org/10.2307/256617

Mitchell, R. K., Agle, B. R., & Wood, D. J. (1997). TOWARD A THEORY OF STAKEHOLDER
IDENTIFICATION AND SALIENCE: DEFINING THE PRINCIPLE OF WHO AND WHAT
REALLY COUNTS. Academy of Management Review, 22(4), 853-886.
http://doi.org/10.5465/AMR.1997.9711022105

Mithas, S., Krishnan, M. S., & Fornell, C. (2005). Why Do Customer Relationship Management Applications
Affect Customer Satisfaction? Journal of Marketing, 69(4), 201-209.
http://doi.org/10.1509/jmkg.2005.69.4.201

Mohr, L. A., & Webb, D. J. (2005). The effects of corporate social responsibility and price on consumer
responses. Journal of Consumer Affairs, 39(1), 121-147. http://doi.org/10.1111/j.1745-
6606.2005.00006.x

Narver, J. C., & Slater, S. F. (1990). The Effect of a Market Orientation on Business Profitability. Journal of
Marketing, 54(4), 20. http://doi.org/10.2307/1251757

Oliver, C. (1991). STRATEGIC RESPONSES TO INSTITUTIONAL PROCESSES. Academy of Management
Review, 16(1), 145-179. http://doi.org/10.5465/AMR.1991.4279002

Orlitzky, M., Schmidt, F. L., & Rynes, S. L. (2003). Corporate Social and Financial Performance: A Meta-
Analysis. Organization Studies, 24(3), 403—441. http://doi.org/10.1177/0170840603024003910

Paine, L. S. (1994). Managing for organizational integrity. Harvard Business Review, 72(2), 106—-117. Retrieved
from
http://ezproxy.library.capella.edu/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bt
h& AN=9405100924 &site=ehost-live&scope=site

Paine, L. S. (2003). Value Shift. Why Companies Must Merge Social and Financial Imperatives to Achieve
Superior Performanceq. New York: MacGraw-Hill.

Peach, L. (1987). Corporate responsibility (In. N. A. ). UK: McGraw-Hill.

Pearce, J. A., & David, F. (1987). Corporate Mission Statements: The Bottom Line. Academy of Management
Executive. http://doi.org/10.5465/AME.1987.4275821

Peloza, J. (2006). Using Corporate Social Responsibility as Insurance for Financial Performance. California
Management Review, 48(2), 52-73.

Peloza, J. (2009). The Challenge of Measuring Financial Impacts From Investments in Corporate Social
Performance. Journal of Management, 35(6), 1518—1541. http://doi.org/10.1177/0149206309335188

Pelsmacker, P. De, Janssens, W., Sterckx, E., & Mielants, C. (2006). Fair-trade beliefs, attitudes and buying
behaviour of Belgian consumers. International Journal of Nonprofit and Voluntary Sector Marketing,
11(2), 125-138. http://doi.org/10.1002/nvsm.47

Porter, M. E. (1980). Competitive Strategy: Techniques for Analyzing Industries and Competitors. Competitive
Strategy, 1, 396. http://doi.org/10.1002/smj.4250020110

Porter, M. E. (1985). Competitive Advantage. Strategic =~ Management (Vol. May-June).

78



European Journal of Business and Management WWWw.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) may
Vol.8, No.14, 2016 “s E

http://doi.org/10.1108/eb054287

Porter, M. E. (1990). The competitive advantage of nations. Harvard business review (Vol. 68). New York: Free
Pres.

Porter, M. E., & Kramer, M. R. (2002). The competitive advantage of corporate philanthropy. Harvard Business
Review, 80(12), 56—68, 133. http://doi.org/10.1177/0007650306297941

Prahalad, C. K. K., & Hamel, G. (1990). The core competence of the corporation. Harvard Business Review,
68(3), 79-91. http://doi.org/10.1007/3-540-30763-X 14

Priem, R. L., & Butler, J. E. (2001). Is the Resource-Based “View” a Useful Perspective for Strategic
Management Research. The Academy of Management Review, 26(1), John E. Butler.

Ramasamy, B., & Yeung, M. (2009). Chinese Consumers’ Perception of Corporate Social Responsibility (CSR).
Journal of Business Ethics, 88(S1), 119—132. http://doi.org/10.1007/s10551-008-9825-x

Rathnasiri, H. C. H. (2003). Corporate social responsibility practices of Sri Lankan private sector: An
exploratory study. Sri Lankan Journal of Management, 195-228.

Reich, R. B. (1998). The New Meaning of Corporate Social Responsibility. California Management Review,
40(2).

Reinhardt, F. L., Stavins, R. N., & Vietor, R. H. K. (2008). Corporate Social Responsibility Through an
Economic Lens. Review of Environmental Economics and Policy, 2(2), 219-239.
http://doi.org/10.1093/reep/ren008

Roberts, J. (2003). The Manufacture of Corporate Social Responsibility: Constructing Corporate Sensibility.
Organization, 10(2), 249-265. http://doi.org/10.1177/1350508403010002004

Roberts, P. W., & Dowling, G. R. (2002). Corporate reputation and sustained superior financial performance.
Strategic Management Journal, 23(12), 1077-1093. http://doi.org/10.1002/smj.274

Roe, M. J. (2000). Political Preconditions to Separating Ownership from Corporate Control. Stanford Law
Review, 53(3), 539. http://doi.org/10.2307/1229469

Roman, R. M., Hayibor, S., & Agle, B. R. (1999). The Relationship between Social and Financial Performance:
Repainting a Portrait. Business & Society, 38(1), 109-125.
http://doi.org/10.1177/000765039903800105

RUMELT, R. (1980). THE EVALUATION OF BUSINESS STRATEGY. In W. G. (Ed. . Glueck (Ed.),
Business Policy and Strategic Management (3rd ed.). New York: McGraw Hill Publishing.

RUSSO, M. V., & FOUTS, P. A. (1997). A RESOURCE-BASED PERSPECTIVE ON CORPORATE
ENVIRONMENTAL PERFORMANCE AND PROFITABILITY. Academy of Management Journal,
40(3), 534-559. http://doi.org/10.2307/257052

Schmidheiny, S. (2006). Turning Point: A View of Corporate Citizenship in Latin America. Journal of
Corporate Citizenship, 2006(21), 21-24. http://doi.org/10.9774/GLEAF.4700.2006.sp.00004

Scott, W. R. (1987). The Adolescence of Institutional Theory. Administrative Science Quarterly, 32(4), 493.
http://doi.org/10.2307/2392880

Sekaran, U., & Bougie, R. (2010). Research Methods for Business: A Skill Building Approach (5, illustr). John
Wiley & Sons.

Selznick, P. (1994). The Moral Commonwealth: Social Theory and the Promise of Community. University of
California Press.

Sen, S., & Bhattacharya, C. B. C. B. (2001). Does Doing Good Always Lead to Doing Better? Consumer
Reactions to Corporate Social Responsibility. Journal of Marketing Research, 38(2), 225-243.
http://doi.org/10.1509/jmkr.38.2.225.18838

Sen, S., Bhattacharya, C. B., & Korschun, D. (2006). The Role of Corporate Social Responsibility in
Strengthening Multiple Stakeholder Relationships: A Field Experiment. Journal of the Academy of
Marketing Science, 34(2), 158—166. http://doi.org/10.1177/0092070305284978

Sen, S., Du, S., & Bhattacharya, C. B. (2009). Building Relationships through Corporate Social Responsibility’,
In Handbook of Brand Relationships in Handbook of Brand Relationships. (D. J. Maclnnis, C. W. Park,
& J. R. Priester, Eds.). M.E. Sharpe.

Sethi, S. P. (1979). A Conceptual Framework for Environmental Analysis of Social Issues and Evaluation of
Business  Response  Patterns.  Academy  of  Management  Review, 4(1), 63-74.
http://doi.org/10.5465/AMR.1979.4289184

Smith, N. C. (2003). Corporate social responsibility: not whether, but how. Center for Marketing Working Paper.

Smyth, R. (2004). Exploring the usefulness of a conceptual framework as a research tool: A researcher’s
reflections. Issues in Educational Research, 14(2), 167—180.

Srivastava, R. R. K., Shervani, T. A., Fahey, L., & Srivastava, Rajendra, K. (1998). Market-Based Assets and
Shareholder Value: A Framework for Analysis. Journal of Marketing, 62(1), 2-18.
http://doi.org/10.2307/1251799

Starkey, K., & Crane, A. (2003). TOWARD GREEN NARRATIVE: MANAGEMENT AND THE

79



European Journal of Business and Management www.iiste.org

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) L'«i,l
Vol.8, No.14, 2016 Ils E

EVOLUTIONARY  EPIC.  Academy  of  Management  Review,  28(2),  220-237.
http://doi.org/10.5465/AMR.2003.9416086

Sutton, M. (2003). Between a rock and a judicial hard place: Corporate social responsibility reporting and
potential legal liability under kasky v. nike. UMKC L. Rev, 1159.

Tang, Z., Hull, C. E., & Rothenberg, S. (2012). How Corporate Social Responsibility Engagement Strategy
Moderates the CSR-Financial Performance Relationship. Journal of Management Studies, 49(7),
1274-1303. http://doi.org/10.1111/1.1467-6486.2012.01068.x

Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic capabilities and strategic management. Strategic
Management Journal, 18(7), 509-533. http://doi.org/10.1002/(SICI)1097-
0266(199708)18:7<509::AID-SMJ882>3.0.CO;2-Z

Trudel, R., & Cotte, J. (2008). Reward or Punish: Willingness to Pay for Ethically-Produced Goods. Advances in
Consumer Research, 35(2001), 740. Retrieved from
http://search.ebscohost.com/login.aspx?direct=true&db=buh& AN=35063886&site=chost-
live&scope=site

Turban, D. B., & Cable, D. M. (2003). Firm reputation and applicant pool characteristics. Journal of
Organizational Behavior, 24(6), 733—751. http://doi.org/10.1002/job.215

Varadarajan, P. R., & Menon, A. (1988). Cause-related marketing: A coalignment of marketing strategy and
corporate philanthropy. Journal of Marketing, 52(3), 58. http://doi.org/10.2307/1251450

Visser, W. (2006). Revisiting Carroll’s CSR pyramid. Corporate Citizenship in Developing Countries, 29—-56.

Visser, W., Matten, D., Pohl, M., & Tolhurst, N. (2010). The A to Z of corporate social responsibility. John
Wiley & Sons.

Vogel, D. (2008). Complete Coverage on Corporate Social Responsibility. Forbes.

Waddock, S. a., & Graves, S. B. (1997). The Corporate Social Performance-Financial Performance Link.
Strategic ~ Management  Journal, 18(4), 303-319. http://doi.org/10.1002/(SICI)1097-
0266(199704)18:4<303::AID-SMJ869>3.3.CO;2-7

Wartick, S. L., & Cochran, P. L. (1985). The Evolution of the Corporate Social Performance Model. The
Academy of Management Review, 10(4), 758—769. http://doi.org/10.2307/258044

Werther, W. B., & Chandler, D. (2006). Strategic Corporate Social Responsibility: Stakeholders in a Global
Environment. Sage Publications.

Wood, D. J., & Jones, R. E. (1995). STAKEHOLDER MISMATCHING: A THEORETICAL PROBLEM IN
EMPIRICAL RESEARCH ON CORPORATE SOCIAL PERFORMANCE. The International Journal
of Organizational Analysis, 3(3), 229-267. http://doi.org/10.1108/eb028831

Wright, P., & Ferris, S. P. (1997). Agency conflict and corporate strategy: the Effect of divestment on corporate
value. Strategic =~ Management Journal, 18(1), 77-83. http://doi.org/10.1002/(SICI)1097-
0266(199701)18:1<77::AID-SMJ810>3.0.CO;2-R

Zenisek, T. J. (1979). Corporate Social Responsibility: A Conceptualization Based On Organizational Literature.
Academy of Management Review, 4(3), 359-368. http://doi.org/10.5465/AMR.1979.4289095

Zikmund, W. G. (2003). Business Research Methods. Thomson/South-Western.

80



