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Corporate social responsibility

The ability or an organization and its stakeholder to adopt socially responsible values is termed as corporate social responsibility. Corporate social responsibility encompasses a list of values such as social consciousness, economic sustainability and environmental protectionism aimed at promoting organizational success as well as competencies. The analytical paper below presents an in-depth account of the benefits that the adoption of socially responsible values have on the organization and the stakeholder and the evidence of socially responsible actions by the organization. The paper will further analyze the result of failing to implement socially responsible values within the organization

Benefits of CSR to stakeholders and the organization

The adoption of socially responsible values is beneficial to the stakeholders and the organization. The stakeholders define all parties involved in the operations of the organization, and they include the employee, the suppliers, the customers and the shareholders (Katamba, 2012).  The major benefit to the implementation of corporate social responsibilities is that it enhances the relationship between the organization and the stakeholders. By acting in an ethical manner which is a major attribute of social responsible values organizations present the needs and interests of the stakeholders first and this helps to develop and strengthen positive relationships (Katamba, 2012). For instance, social responsible values dictate the need to address the needs of the workforce through providing adequate pay and benefits which enable the organization to attract, motivate as well as retain a hardworking workforce. The adoption of socially responsible values as argued by Heald (2005) attracts more investment due to reduced risks and ability to address the concerns of the shareholders.

 Furthermore, the adoption of these values is essential to the development of brand reputation which leads to increased customer loyalty and the fore increase the sales and profit margins of the company. Brand differentiation is, therefore, a by-product of the implementation of socially responsible values within the organization and among the stakeholder (Katamba, 2012). Stakeholders such as employees who are socially responsible are capable of providing the customers with quality and ethically services that differentiate the brand of the company to others in the market.  Corporate social values have an impact on stakeholders such as the customers and the employees, for instance, a study by Ferreira & Real de Oliveira (2014) showed that more than 62% of employees noted that they would like to work in jobs that have an impact on society. 
Additionally, more than half of the consumers, say they base their purchasing choice on the reputation of the company showing the importance of socially responsible values (Ferreira & Real de Oliveira, 2014). Socially responsible values are essential to the economic aspects of the organization as they tend to cut down operational costs increasing the profit margins of the organization while enhancing environmental sustainability (Katamba, 2012). Reduction of waste or excess of the business reduces operational costs while enhancing environmental protectionism. Additionally, the adoption of the socially responsible values enhances customer engagement, employee engagement and community engagement.

Evidence of the adoption of CSR

Evidence of socially responsible values in action within the organization can be evidenced from an economic, legal, ethical and philanthropic approach (Katamba, 2012). From an ethical perspective, an organization that promotes an approach to eradicate harm to the stakeholders through conducting risk assessments and promoting training to lower risks from its operations identifies the adoption of CSR. Regulatory compliance in regards to the safety of products and services as well as compliance with employment practices that seek to prevent discrimination or exploitation is other evidence of the adoption of these values (Katamba, 2012).  Through promoting philanthropic activities such as charity walks or free health acre screening camps for vulnerable groups such as the poor in the community is an example of the adoption of socially responsible values. Improving labor practices and increasing pay to meet the needs of the workforce is an example of social responsibility to the workers (Heald, 2005). By developing an ethical culture that is supported by a code of ethics within the organization is essential to sustain ethical responsibilities within the organization. 

CSR adoption also focuses on maintaining the economic sustainability that ensures that profit is earned for the shareholders, and this involves the development of effective business models, enhancement of marketing approaches such as social media marketing ((Wolf, Issa, Thiel, Nedelko, & Potočan, 2015). Furthermore, and the development of new products or services to the expansion of the business are all aimed at in enhancing the bottom line of the company which is essential to increase the earnings of the shareholders (Wolf et al., 2015). Environmental conservation activities such as the prevention of non-biodegradable raw materials in products or packaging materials is an effective way to limit the environmental impact of the company (Ferreira & Real de Oliveira, 2014) Companies such as those that aim to reduce emissions from their production activities evidence the implementation of the socially responsible values. Development of social media campaigns on critical issues of concern, for example, specific diseases or poverty is essential activities that point to the existence of socially responsible values within an organization.

Detriment to not adopting socially responsible values

Organizations that are unable to implement corporates socially responsible values are unable to adopt social responsible values are unable to develop effective and sustainable relationships with their stakeholders (Muzi, Grunig, Zugaro & Duarte, 2014). There is the risk of getting involved in liabilities as stakeholders target the company for its irresponsible activities. For instance, companies that dump waste without addressing the impact the waste can have on the environment and the communities can face civil and criminal suits for such actions which consequently lowers the financial standing of the organization. 
The inability of companies to implement effective social responsible values can have a detrimental impact on the brand and reputation of a company which consequently influences the stakeholders such as customers not to be associated with these companies while shareholders tend to avoid investing in these companies (Muzi et al., 2014).  According to Kotler & Lee (2011) brand reputation is important in the market today with negative publicity affecting the stock value and investor confidence in addition to consumer preferences of the company. In an environment characterizes by rapid dissemination of information and the extent to which companies invest in maintain a perfect reputation is essential to maintaining customer and shareholder confidence while avoiding public backlash against the company. With companies offering similar products brand reputation can determine whether consumers will purchase products from the organization or those of the competitors.
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