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Aim of the Series
The fall-out from many high profile crises in governance and leadership in 
recent decades, from banking to healthcare, continues to be felt around the 
world. Major reports have questioned the values and behaviour, not just 
of individual organizations but of professionals, industries and political 
leadership. These reports raise questions about business corporations and 
also public service institutions. In response this new series aims to explore 
the broad principles of governance and leadership and how these are 
embodied in different contexts, opening up the possibility of developing 
new theories and approaches that are fuelled by interdisciplinary 
approaches. The purpose of the series is to highlight critical reflection and 
empirical research which can enable dialogue across sectors, focusing on 
theory, value and the practice of governance, leadership and responsibility.

Written from a global context, the series is unique in bringing lead-
ership and governance together.The King III report connects these two 
fields by identifying leadership as one of the three principles of effective 
governance however most courses in business schools have traditionally 
treated these as separate subjects. Increasingly, and in particular with the 
case of executive education, business schools are recognizing the need to 
develop and produce responsible leaders. The series will therefore encour-
age critical exploration between these two areas and as such explore socio-
logical and philosophical perspectives.

More information about this series at
http://www.springer.com/series/15192
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xvii

As there is a general consensus that global economy is recovering from 
the great recession, the focus of this book is to investigate how corporate 
social responsibility (CSR) is perceived in this new era of uncertainty. The 
consequences of the financial crisis (2007–2008) and the global reces-
sion (2008–2012) have severely affected the everyday operation of both 
for- profit and non-profit organizations not to mention societal stability. 
Cutbacks, layoffs, and strategic changes have been on the top of the orga-
nizational agenda leading occasionally to the question of whether or not 
CSR is a necessity or a commodity and what is really the role of for-profit 
organizations in society.

In the aftermath of every crisis, one should look for opportuni-
ties. This financial crisis has provided organizations with the space to 
re- conceptualize and re-configure the role of CSR within the everyday 
business practice. It has created the ground for organizations to actively 
demonstrate that a business may go beyond making profit.

The book breaks down into three parts: moral discussions, institution-
alization, and case studies. Key observation for the chapters included in 
this book is the diverse perspective and different angle presented, which 
on its own is a consequence of the financial crisis, that is, the necessity 
to practice and research CSR differently than before. All chapters of this 
book are based on data collected during or after the global recession, 
offering insight on current trends and future directions of CSR.

Introduction



xviii Introduction

The first part of this book involves a more philosophical discus-
sion around CSR with authors expressing new views and paradigms. 
Rutherford and Scullion (Chap. 1) putting education in the very center 
consider the implications, opportunities and challenges of embedding 
the principles and practices of CSR in the design and delivery of advertis-
ing, marketing communications and public relations programs. Schmidt 
(Chap. 2) observed that in times of uncertainty, a turn to religion may 
break out as form of solidarity. Grigore et al. (Chap. 3) argue that respon-
sibility in the use of digital technologies requires more than just legal 
compliance and address a need to theorize responsibilities derived from 
the use of technologies that have been previously silent in CSR literature. 
Crisan and Adi (Chap. 4) explore the debate of whether or not after 
the financial crisis and in the context of the social movements which 
are becoming political movements too, there will be a paradigmatic con-
viction or conversion. In Chap. 5, Papagiannis attempts to design an 
ontologically innovative framework entailing long-term Critical Success 
Factors (CSFs) necessary for a sustainable CSR design, secondly, to iden-
tify Key Performance Indicators (KPIs) necessary for the implementation 
of a CSR strategy, and finally, to realize internal and external socio- 
economic and political forces of the indicated stakeholders that shape the 
CSR policies and collaborations.

In the second part, the necessity for institutionalization arises. The 
financial crisis has directed, as Baek (Chap. 6) observed, toward hav-
ing a code of business ethics to respond to institutional pressures and to 
improve their market competiveness. Popma (Chap. 7) brought to the 
surface the value of an oath as an important and peculiar new element 
of CSR within the organization when discussing the case of the Banker’s 
Oath. In this second part of the book, as an integral part of institution-
alizing CSR, it becomes also apparent that there is a necessity for CSR 
to expand from private sector to public administration as suggested by 
Chymis et al. (Chap. 8) and even explore the importance of maintaining 
operational sustainability, and returning to normality through an inte-
grated crisis management model adopted by private/public organizations 
in order to enhance CSR (Nizamidou and Vouzas in Chap. 9).

Finally in Part III, some particularly interesting case studies are pre-
sented upon reflection of the financial crisis. Castillo and Vial (Chap. 10) 
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found significantly low percentage of multinational enterprises (MNEs) 
operating in Mexico to be exploiting social media drawing theoretical as 
well as practical implications. Gimenes and Payaud (Chap. 11) describe 
CSR projects of pharmaceutical companies’ contribution toward society, 
while McQueen (Chap. 12) investigates the proposed introduction of 
fracking in the UK. Last but not least, Vontea and Stancu (Chap. 13) 
analyze the manner in which the corporate organizations interact with 
non-profit organizations in terms of the fundraising activity during the 
forthcoming timeframe to the financial crisis.

It is the editors’ and authors’ aim to bring together through this book 
normative and instrumental CSR conceptualizations, practice-based 
examples, and international case studies post-financial crisis. We hope 
that we played our part in the creation of knowledge in the field.

Poole, UK Anastasios Theofilou
Poole, UK Georgiana Grigore 

Alin StancuBucharest, Romania 
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1
Embedding Social Responsibility 
in HE Corporate Communications 

Degrees. The Place of CSR in Teaching 
Corporate Communications Programs 

(Advertising, Branding and Public 
Relations)

Rutherford and Richard Scullion

1.1  Introduction

Corporate social responsibility (CSR) is a politically, morally, economi-
cally and culturally loaded concept, not simply a niche area of contempo-
rary business practice. This chapter will consider the implications of CSR 
for the design and delivery of advertising, marketing communications and 
public relations programs, including the opportunities and challenges for 
fostering ethical corporate behavior. We suggest that there are two main 
issues: How we can enhance our students’ knowledge and  understanding of 
CSR and how we can engender their commitment to the application of its 
objectives, principles and practices.

Rutherford (*) • R. Scullion 
Corporate and Marketing Communications,  
Bournemouth University, Bournemouth, Dorset, UK



As observed by the editors of this volume, consumers as well as the 
broader civic community increasingly demand that companies demon-
strate a commitment to creating what Porter and Kramer (2011) term 
‘shared value’. In addition to the impact of CSR on competitive advan-
tage, customer loyalty, staff morale and the ability to attract and retain 
staff (Webb 2016), the Organisation for Economic Co-operation and 
Development (OECD) reports (Nieuwenkamp 2016) that even access to 
finance will increasingly depend on companies’ demonstrable commit-
ment to ethical policies and practices such as sustainable design, social 
justice, the ethical treatment of animals and environmental responsibil-
ity. As a consequence, CSR metrics have become a standard feature of 
corporate annual reports (Waller and Lanis 2009).

[A] cursory glance at the websites of large multinationals such as British 
Petroleum, Shell, British American Tobacco and BT [reveals that] many 
industries and sectors create much fanfare around their corporate responsi-
bility initiatives. Indeed […] Corporate Social Responsibility is now a key 
marketing and branding reference point for most large and medium sized 
corporations. (Hanlon and Fleming 2009)

Despite the evidence that CSR is increasingly important in ensuring the 
goodwill of both consumers and communities, public confidence in the 
professed commitment of the corporate sector is regularly undermined 
by reports that, in the pursuit of maximized profits, many major corpo-
rations are prepared to ignore or actively flout popular notions of social 
justice and environmental responsibility with little or no regard for the 
consequences for their reputations.

A big part of the problem lies with companies themselves, which remain 
trapped in an outdated approach to value creation […] optimizing short- 
term financial performance in a bubble while missing the most important 
customer needs and ignoring the broader influences that determine their 
longer-term success [including] the well-being of their customers, the 
depletion of natural resources [and] the economic distress of the communi-
ties in which they produce and sell […]. (Porter and Kramer 2011)

In the wake of the economic recession of 2007–08 which led to gov-
ernment spending cuts and a reduction in public services, already ris-
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ing levels of social inequality (OECD 2016) have been exacerbated by 
the spread of predatory employment practices such as the use of ‘zero- 
hour’ contracts (up 19 % during 2014—Office for National Statistics). 
During the same period, the public has seen executive pay expand while 
the pay of workers stagnates, enormous bonuses paid to bankers widely 
blamed for both the financial crash of 2007–08 and the resulting aus-
terity measures imposed by the same governments that countenance, or 
even tacitly support, ‘aggressive’ corporate tax avoidance and the use of 
tax havens which reduce the revenues needed to fund healthcare, educa-
tion, social programs and infrastructure. As acknowledged by the Chair 
of the OECD Working Party on Responsible Business Conduct, how-
ever, ‘Corporate tax responsibility […] is most often not on the radar 
screen of a CSR manager’ (Nieuwenkamp 2016).

[A]ccording to a survey of the British public […] four out of five people 
agreed that tax avoidance by multinationals made them “feel angry” [and] 
that a third of Britons say that they are boycotting companies which do not 
pay their “fair share” of tax in the UK. In a 2012 IBE survey carried out by 
Ipsos MORI, ‘tax avoidance’ was the second most important ethics issue 
that the British public think business needs to address. (Institute of Business 
Ethics 2013)

Media reports of large-scale protests, boycotts, petitions, social media 
campaigns and various forms of public ‘shaming’ attest to public anger 
in response to what are deemed unacceptable corporate behaviors. The 
increase in both the number and frequency of such actions indicates that 
the public is both more likely to be informed about—and less willing to 
tolerate—the indifference of corporations to the consequences of their 
policies and practices on lives, communities, the natural environment and 
the climate. The claim that ‘We’re all in this together’ has  transmogrified 
from just another political platitude to become a rallying cry in the grow-
ing demand for meaningful change.

[T]he tide of public opinion is visibly turning. Even 10 years ago, news of 
a company minimising its corporation tax would have been more likely to 
be inside the business pages than on the front page. In September 2009, 
the Observer ran with the headline: “Avoiding tax robs our public services, 
declares minister”. (Barford and Holt 2013)

1 Embedding Social Responsibility in HE Corporate... 5



In light of growing public anger, cynicism and increasingly well- organized 
campaigns able to channel this into effective action, empty claims by 
companies of ethical practice behind which it is ‘business as usual’ risk 
being promptly and publicly exposed with potentially devastating con-
sequences for both reputations and share value. (It will be instructive to 
see how long it will take for Volkswagen’s reputation for environmental 
responsibility to recover from the discovery of having ‘cheated’ in emis-
sions testing.) The OECD has warned of the consequences should the 
public come to see CSR ‘primarily as a PR tool [and] merely a greenwash-
ing exercise’ (Nieuwenkamp 2016), especially where such assurances are 
used as an argument against government regulation. The authors take the 
position that, to ensure public goodwill, CSR initiatives must reflect a 
demonstrable commitment to ethical policies and practices.

As a major influence over the attitudes and behaviors of graduates (Stes 
et al. 2010; Parsons et al. 2012), we argue that educators have a respon-
sibility to foster students’ understanding of—and commitment to—the 
principles of CSR.  Following a brief examination of the role of CSR 
in corporate communications, we consider how Higher Education (HE) 
communications programs might achieve this.

1.2  CSR in Corporate Communications

While the relevance of CSR to business and management is gaining 
acceptance, Kendrick et al. (2013) note that less attention has been paid 
to its application to, and its implications for, corporate communica-
tions. While CSR has an important role in guiding the management of 
 companies (for example, in their procurement and HR policies), corpo-
rate communications has an equally important role in creating construc-
tive relationships between customers and brands as a means to enhance 
social justice and environmental sustainability.

At the heart of corporate communications is the notion of compelling 
narratives: the ‘stories’ told about brands, products and services, as well 
as politicians, policies and the Right Priorities. Through the affective use 
of emotionally resonant words and images, corporate communications is 
able to present clients’ products as the solution for the audience’s desire 
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for popularity, worthiness and success, thereby subtly influencing the way 
in which audiences define their desires and ‘mentally picture’ their fulfill-
ment. As a result, despite the contribution of advertising, marketing com-
munications and public relations agencies to constructive social change 
through pro bono work on campaigns to reduce smoking, domestic vio-
lence and climate change, the corporate communications industry is 
often associated in the public consciousness with less positive influences.

[T]he social impact of advertising is often viewed as detrimental [with] 
criticism ranged from promoting commercialism, intrusion and irrational-
ity, reinforcing sexual stereotypes, trivializing language, and provoking 
negative feelings. (Kendrick et al. 2013)

The persuasive influence of the presentation of information on our per-
ceptions is well known.

The effect of making men think in accordance with dogmas, perhaps in the 
form of certain graphic propositions, will be very peculiar: I am not think-
ing of these dogmas as determining men’s opinions but rather as com-
pletely controlling the expression of all opinions. People will live under an 
absolute, palpable tyranny, though without being able to say they are not 
free. (Wittgenstein 1937)

However, as companies come to realize the extent to which their ability 
to differentiate their brands, and so protect their share value, depends 
on their public persona, communications agencies have begun to provide 
more substantial services than the design and production of materials 
that influence the perceptions and behaviors of consumers. As ‘the first 
step towards developing a CSR mentality is to redefine the principles of 
the company’ (Camilleri 2016), to assist clients in responding effectively 
to the market’s demand for sustainable design, social justice and environ-
mental responsibility, advertising, marketing communications and pub-
lic relations agencies are increasingly called upon to lead clients through 
a fundamental re-conception of who they are and how they ‘prove’ it.

In undertaking this work, creative agencies have both an opportunity 
and responsibility to assist clients in recognizing the extent to which their 
current definition of ‘success’ and the pursuit of short-term financial goals 
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have got them ‘stuck’ in policies and practices which, by damaging the 
environment and the social and economic well-being of the communities 
in which they operate, threatens to undermine their continued viability.

But of course, in preparing to undertake such an ontological task (Help 
us to become something else … something better …), the corporate com-
munication industry must ask its own ‘raison d’être’ questions. Thus, 
just as the rise of social media fundamentally changed both the purpose 
and practices of advertising, branding, marketing communications and 
public relations (from creating persuasive messages and visual materials 
for defined target markets—to engaging diverse audiences in meaning-
ful conversations and relationships), the demand for socially responsible 
practices and ‘corporate citizenship’ is once again obliging communica-
tions agencies to comprehensively re-evaluate the nature of the relation-
ships between brands and their customers, including what and how they 
communicate, to whom—and for what purpose.

In his 1964 manifesto First Things First, British designer Ken Garland 
spoke for many corporate communications professionals who had grown 
increasingly uneasy with supporting—and thereby implicitly endors-
ing—their influence on the ways in which ‘citizen-consumers speak, 
think, feel, respond and interact’, arguing that this had led to ‘a reductive 
and immeasurably harmful code of public discourse’ (Garland 1964). 
Revised by Barnbrook et al. in 1999, 33 visual communicators renewed 
the call for an urgent change of priorities:

Unprecedented environmental, social and cultural crises demand our atten-
tion. […] We propose a reversal of priorities in favour of more useful, lasting 
and democratic forms of communication—a mindshift away from product 
marketing and toward the exploration and production of a new kind of 
meaning. The scope of debate is shrinking; it must expand. Consumerism 
[…] must be challenged by other perspectives expressed, in part, through 
the visual languages and resources of design. (Barnbrook et al. 1999)

1.3  Teaching CSR in Higher Education

This impetus for more reflective approaches and more socially con-
scious practices by communications professionals demands a meaningful 
response from higher education. In considering our role in shaping the 
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knowledge and perspectives of graduates (what they understand and how 
they use this understanding), institutions of higher education must also 
reflect on our societal purpose beyond merely supplying the next genera-
tion of skilled workers.

Despite—or perhaps in response to—the failure of many compa-
nies to embed CSR practices, HE business and management programs 
have begun to include ethics, CSR and sustainability into their curricula 
(Brennan 2012) to equip students/graduates with the knowledge and 
skills necessary to assist their future employers in responding to the grow-
ing pressure to contribute to (or, at least, to be seen to contribute to) the 
well-being of the community. ‘The companies that hire our graduates are 
demanding it, our students need and usually want it, and our economy 
and society rely on it’ (Ikenberry and Sockell 2012).

Despite this, however, there is evidence that the inclusion of CSR into 
HE business and management programs has been uneven. Although a 
majority of the top 50 global MBA programs (as rated by the Financial 
Times in their 2006 Global MBA rankings) now include CSR in their 
curricula, a 2003 survey of European business schools found an ‘intel-
lectual bias against business ethics’ (Matten and Moon 2004), that CSR 
is often relegated to the status of ‘an elective or optional track of studies’ 
(Hasrouni 2012), and that, ‘[r]egardless of what is happening in the top 
[…] MBA programs, there is a trend toward less ethics education overall’ 
(Nicholson and DeMoss 2009). Furthermore, consistent with the find-
ings of Kendrick et  al. (2013) that less attention has been paid to the 
role of CSR in corporate communications as a means to promote social 
justice and environmental sustainability, the literature on CSR in HE 
has likewise given relatively little attention to its integration in (or its 
implications for) the curricula of corporate communications (advertising, 
marketing communications and public relations) programs.

If HE programs are to serve the national economic interests 
(Mandelson 2009), our programs must enable our graduates to under-
stand and respond effectively to the changing socio-economic environ-
ment in which companies—their future employers—now operate. This 
will require more than just new modules inserted into existing curricula 
(Nicholson and DeMoss 2009; Turker et al. 2016); it demands a funda-
mental reconsideration of the purpose of professional education, includ-
ing what and how we teach—and for what purpose. It requires a critical 
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review and re-evaluation of what these ‘national economic interests’ 
should (and could) be.

[E]thics and corporate social sensitivity is not just a core curriculum issue. 
[The] ethical culture of a business school is pervasive. It is reflected in the 
context of courses, in expectations of ethical student conduct (and repercus-
sions for unethical behaviors) […] and in the projects and programs to which 
the school devotes its energies and resources. (Nicholson and DeMoss 2009)

We argue therefore that those who teach the corporate leaders of tomor-
row have a responsibility, not only to our students and their future 
employers, but to the broader communities whose lives will be affected 
by their values and behaviors. Embedding the values of social and envi-
ronmental responsibility within the teaching and learning environment 
is therefore essential, not only to improve our graduates’ career prospects 
but also to encourage ‘business students to critically evaluate, analyse and 
question the basic premises underlying contemporary business practices’ 
(García-Rosell 2012) and their impact on the lives of those who will be 
affected by the policies and practices they will help to shape. This, in 
turn, will both encourage and enable our students to redefine the concept 
of ‘successful business practices’ and what it means to engage in these.

The question is no longer whether CSR should have a place in the business 
curricula, but how it should be incorporated and what role business schools 
play within the wider “business in society” debate. Students, the marketplace, 
the community, government and civil society are increasingly demanding 
that business schools rethink their traditional role. (Haski- Leventhal 2014)

The oft-cited argument is that higher education has educated the politi-
cians, managers, teachers, scientists and engineers who have taken us to our 
current and generally unsustainable position, and it is the education of 
future groups of these folk that will enable us to step up to new levels of 
sustainability. On this basis, curriculum change towards sustainability, for 
all students and not just those who choose to study sustainability-related 
topics, is the next critical stage. (Shepard 2015)
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In a recent review of CSR teaching in European business education, 
Turker et al. (2016) report that the wide variations in the way in which 
CSR is taught (and, by inference, the wide variations in the way in which 
it is defined) have significantly influenced students’ perception of the 
topic. As observed by Boulding (1956), the way in which we imagine, 
define or ‘mentally picture’ what something ‘is’ shapes our (often subcon-
scious) assumptions about what it is ‘for’, and this, in turn, informs the 
decisions we make in our efforts to achieve it (Rutherford 2015).

[W]e are bound to take a view of […] higher education, whether or not we 
articulate it and whether or not we are conscious of it. In that case, the 
models and approaches that we develop […] will take on the form of an 
ideology [that] contain hidden interests, bound up with our assumptions 
about the fundamental purposes of higher education. (Barnett 1992, p. 15)

It follows therefore, that way in which we ‘mentally picture’ the purpose 
of teaching CSR will shape the way in which we present it to our students 
(what Entwistle 2003, termed our ‘ways of thinking and practising in the 
subject’), and this, in turn, will influence our students’ assumptions about 
the reasons we are teaching it. If we wish to encourage our students’ com-
mitment to the principles of CSR and its role in establishing a new, con-
structive relationship between the corporate and social spheres, we must 
consider carefully our ‘mental picture’ of CSR and our beliefs about the 
purpose for including it in the curriculum. Do we ‘see’ CSR as just another 
promotional tactic for short-term economic advantage, and therefore just 
another professional skill our students will need if they are to improve 
their ‘marketability’ to future employers—or do we ‘see’ CSR as a means 
to engage our students, as citizens and professionals, in a debate about the 
contribution of affective communication to social justice, environmental 
responsibility and community health? (To ‘build value in people’s lives, 
rather than plant messages in consumers’ heads’, Johnson 2013.). In the 
way in which we ‘see’ (and so present) the purpose of teaching CSR, we 
believe that HE programs have an opportunity to re-claim and re-invent 
our historic role as a critical friend and a source of radical social reform.

As explicitly endorsed by the Mission Statements of many universities, 
a central objective of higher education is to encourage our students to 
see themselves as more than just aspiring professionals, consumers and 
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tax payers, but as human beings and citizens with a responsibility to con-
tribute to the well-being of the communities in which they will live and 
work. In our efforts to foster this attitude among students, we submit that 
advertising, marketing communications and public relations programs 
have a clear positional advantage over many other business disciples.

If we are to help our students to understand how to use communi-
cations to influence the ways in which audiences imagine or ‘mentally 
picture’ brands, products, services, ideas and events, it is necessary to 
encourage (and assist) them in identifying—and in reflecting critically 
upon—how the narratives implicit within commercial messages have 
influenced their perceptions. In other words, if we are to teach students 
How We (as advertisers) Do It to Audiences, it is necessary to lead them 
to consider How They (advertisers) Do It to Us (Rutherford 2012). If our 
students are unable to recognize how and why they have been affected by 
certain campaigns, we argue that they will be at a significant disadvantage 
in being able to make informed and appropriate decisions in the concep-
tion and execution of materials that will likewise affect others.

In designing our programs to foster, or even require, such on-going reflec-
tion and analysis on the part of students, we must encourage (and equip) 
our students to ‘look around the frame’ of the current neoliberal dogma 
in order to recognize—and question the implications of—the values and 
assumptions  reflected by, and implicit within, corporate campaigns and 
messages. In this way, we not only encourage and validate the integration 
of professional and civic objectives, but simultaneously assist our students 
in developing the critical, imaginative and creative problem- solving skills 
upon which the future of their employers and clients will depend.

In the effort to achieve this, there are two inter-related issues: How we 
can enhance our students’ knowledge and understanding of CSR and how we 
can engender their commitment to the application of its objectives, principles 
and practices.

1.3.1  Enhancing Students’ Knowledge 
and Understanding of CSR

New dynamics, as well as changing consumer values and expectations 
have radically changed the communications industry (Johnson 2013). If 
students are to develop the cognitive, strategic and practical skills needed 
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for a career in the communications industry, they must understand how 
to ‘build value in people’s lives, rather than plant messages in consumers’ 
heads’ (Johnson 2013) and develop the ability to translate that under-
standing into action (Ikenberry and Sockell 2012).

According to numerous studies (Hidi and Harackiewicz 2000; 
Crumpton and Gregory 2011; Entwistle et  al. 2002; Hockings et  al. 
2008; Sanacore 2008; Thomas and Jamieson-Ball 2011; Yorke and 
Longden 2008), the single most important influence on students’ will-
ingness to engage with a subject is the extent to which they perceive it 
to be ‘relevant’ to their lives and careers. To assist our students in under-
standing the ways in which CSR contributes to ‘shared value’, we must 
provide opportunities to witness its impact through practical examples, 
case studies and live projects.

As identified by Haski-Leventhal (2014), students studying business 
subjects are keen to see how CSR issues can be incorporated into ‘real life’ 
business situations (Fig. 1.1).

1.3.2  Engendering Students’ Commitment 
to the Objectives, Principles and Practices 
of CSR

We believe however, that it is not enough that students understand the 
ways in which CSR contributes to ‘shared value’. To encourage our stu-
dents’ commitment to the aspirations of CSR, we advocate that we must 
do more than ‘teach’ it: We must ‘practice what we preach’ by demon-
strably embedding CSR in the design and delivery of our programs 
(Entwistle’s ‘ways of thinking and practising in the subject’), includ-
ing the nature of the projects we set and the criteria by which we assess 
these by ensuring that a passing grade requires the appropriate and effec-
tive application of its principles and practices and, at higher levels, the 
ability to critique these.

We must also embed its principles and practices in the management of 
our institutions. While the widening participation agenda is often cited 
as a prime example of the incorporation of CSR in the management and 
delivery of UK higher education, as universities now reply for their fund-
ing on student tuition, ‘widening participation’ has become an economic 
necessity in order to ensure an adequate revenue stream.
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1.4  The Challenges in Embedding CSR in HE

A number of the changes introduced into the UK HE sector since the 
2007–08 economic recession pose significant challenges for the effective 
integration of CSR into our institutions and for the design and delivery 
of corporate communications programs.

As a direct consequence of the reduction in state funding, there has 
been a significant increase in the tuition fees at UK universities (from 

Level of 

agreement in 

general

Bring in experts and leaders as guest speakers on these topics 85.1%

Encourage professors to introduce more applicable case studies 

in classes
80.4%

Educate recruiters on the importance of these themes in the 

MBA curriculum
72.6%

Integrate social and environmental themes into the core 

curriculum
70.7%

Provide students with internships related to corporate 

responsibility / sustainability
68.6%

Create a concentration on sustainability and corporate social 

responsibility
59.4%

Increase the number of electives that focus on social and 

environmental themes
55.6%

No changes are required 25.5%

Fig. 1.1 Levels of agreement by 1250 international MBA and Masters of 
Business students to proposed changes in responsible management educa-
tion (adapted from Haski-Leventhal 2014)
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£1000 in 2006 to £9000 in 2010). This reflects the government’s stated 
intention to shift the cost for HE from the state to ‘the individual who 
benefits’ (Briefing Paper: HE in England from 2012—Funding and 
finance). This has resulted in two significant changes in HE: the need for 
universities to attract and retain customers, and the shift in the percep-
tions of students as to the role and purpose of higher education.

1.4.1  The Need To Attract and Retain Customers

Central to universities’ recruitment and retention strategies in this increas-
ingly ‘marketized’ sphere is the need for evidence that students achieve 
high marks as ‘proof ’ of high quality teaching and learning (Molesworth 
et al. 2010; Kahu 2013). And so, as assessment of practice-based skills 
tends to produce higher marks and ‘customer satisfaction’ statistics 
(Brown 2001), the shift toward assessment of HE programs weighted 
toward practical skills identified by Stevens (1999) is likely to only inten-
sify (Rutherford 2015).

As the business and industry leaders brought in as guest speakers regu-
larly remind our students  however, the effective application of CSR in 
corporate communications demands knowledge and understanding of 
several complex factors as well as the ability to translate this understanding 
into appropriate solutions for diverse and complex problems. Despite this 
requirement to foster greater cognitive skills, several recent trends driven 
by the need to attract and retain customers (including grade inflation and 
efforts to reduce failure rates, increased student choice of optional units 
in which students gravitate toward their comfort zones, and the rise in 
importance of student satisfaction as a driver of HE policies [Molesworth 
et al. 2010]) are all likely to adversely affect students’ capacity for critical 
thinking, structural analysis and the ability to develop innovative solutions.

As a result, the changes in the design and delivery of HE programs 
driven by the market forces which now dominate the discussion of the 
role of HE are likely to undermine both our graduates’ career prospects 
and the ability of industry (their future employers) to respond to con-
sumer demand for meaningful change, thereby reducing the value of our 
programs and, ultimately, the long-term prospects of our institutions.
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1.4.2  Students’ Perceptions of the Role and Purpose 
of HE

Under the neoliberal paradigm, the purpose (or ‘mental picture’) of 
higher education has been ‘re-framed’. Once seen as an opportunity 
to acquire knowledge and understanding esteemed in their own right 
(Collini 2012), HE is now increasingly ‘seen as’ a mercantile service 
(Newstead and Hoskins 2003) and a financial investment in the acquisi-
tion of professional qualifications and skills which can be ‘sold’ in the 
market (Fitzmaurice 2008). And, with ‘economic advantage’ its purpose, 
it follows that, as its primary beneficiaries, students should be expected 
to bear the burden of its costs and be treated primarily as consumers 
(Molesworth et al. 2010).

This new conception of ‘HE as a mercantile service’ has coincided 
with an increase in resistance to difficult/complex assignments by both 
students and university management. Students (for whom the objective 
is now the degree rather than the subject knowledge and understanding 
to which it used to attest) oppose them because they often lead to less-
than- laudatory grades. University management resists them because 
they are obstacles to the high student marks desired for recruitment 
and retention strategies. These pressures will have to be addressed if 
we are to encourage a greater proportion of students to engage with 
the inherently complex challenges of social justice and environmental 
protection.

But those of us who teach communications are in the business of chang-
ing frames of reference, and we must accept the challenge. We might 
begin by encouraging our students to ‘see’ themselves as more than just 
aspiring professionals—but as human beings and as citizens and to accept 
the responsibility for considering carefully both the origins and implica-
tions of the assumptions they carry around in their heads—because these 
will not only determine the lives they will lead, but the shape of the world 
they will leave behind.
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1.5  Case Study: CSR Embedded in Higher 
Education Persuasive Communications 
Programs

The following case study briefly outlines one department’s pedagogic approach 
to embedding the underlying principles of CSR into its teaching and learn-
ing environment for a variety of a BA (Hons) degree programs (Advertising, 
Public Relations, Marketing Communications and Marketing). We offer this 
as an example/illustration of how one department has attempted to address 
(Higher Education Institution) department has attempted to address/embed 
these issues. Both the philosophical underpinning and its practical manifes-
tations are outlined. We are not claiming extraordinary outcomes as a result 
of these recent efforts; however, we believe that this case demonstrates a 
commitment to embed the principles outlined in this chapter and illustrates 
some of the issues, and recommendations that flow from it.

This case study describes a recent revalidation process and the out-
comes for three well-established undergraduate degree programs taught 
in a post-92 south coast university. The revisions were made in response 
to a number of sources, including a comprehensive review of the offerings 
of competitors, constructive input from industry contacts, and an evalu-
ation of student and alumni feedback. In this, we have responded to our 
stakeholder groups: one of the cornerstones of acting in a socially respon-
sive manner. The changes are also the result of efforts by the academic 
team to enhance the current suite of programs to ensure they are ‘fit for 
purpose’ in the current and anticipated future environment (including 
the industries with which we align, as well as their current and poten-
tial future practices). In preparation for this revalidation, the department 
undertook a reflective and reflexive mirroring process to ensure that we 
recognized the nature of the relationships HE has and should have with 
the society in which we operate in order to ‘practice what we intended 
to preach’: designing our offering with due consideration to both its cur-
rent—and crucially, its potential and future societal impacts.

Our stated aim was:
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to provide an environment in which we can help to produce visionary 
Advertising, Marketing Communications and Public Relations practitio-
ners  and to facilitate and support our graduates in becoming independent, 
creative, entrepreneurial, ethical and enlightened practitioners, able and com-
mitted to define new industry practice and benchmarks for excellence in their 
fields, and so capable of contributing to the transformation of their industries.

This is bold, ambitious and purposefully challenging: features which we 
believe characterize CSR-informed programs committed to improving 
the societal role of business. We are asking our students and ourselves 
to go beyond knowing ‘what is happening’ in the commercial world, to 
recognize why this might be and so to be able to imagine (‘mentally pic-
ture’) alternatives. One of the intended consequences of our revalidation 
is to help locate CSR (and indeed other corporate and organizational 
practices) within a socio-historical context. Thus, CSR is not treated as 
the newest trend for building (possibly undeserved) reputational good-
will, but as a complex and multifaceted way of thinking and practicing 
communications that offers a new way to learn.

Our pedagogy is based on a learning hierarchy of knowledge, then 
doing, then practice and finally, critical creation through which students are 
expected to first, learn about their discipline (its foundations, structures, 
roles and processes), then apply these knowledges and skills in practical 
projects, before demonstrating their transferability in a year-long profes-
sional placement. In their final year, they are expected to have both the 
ability and the confidence to generate—and demonstrate—the capacity for 
innovative thinking and practice. The distinctions between each phase are 
reflected and reinforced in the bases for assessment in the following ways:

Year 1 Students are assessed on their ability to describe and explain the 
foundational theories of CSR and the industry roles, structures, 
processes and practices in this area of business.

Year 2 Students are assessed on their ability to apply existing methods 
and processes in designing and implementing CSR projects in a 
given context.

Year 3 Students take into their placement this appreciation of CSR and are 
tasked at the end of the year with reflecting on how CSR does/could 
play a prominent role in the organization they are working for.
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Year 4 Students are assessed on their ability to demonstrate potential in 
contributing to CSR thinking and practice that builds on exist-
ing modes, and to actively critique and challenge existing prac-
tice through the prism of an appropriate intellectual lens (i.e. 
using notions of consumer as citizen or ‘prosumers’).

Central to our commitment to embed a professional practice ethos 
within the curriculum in a way that both encourages and assists students 
to place their leaning in a wider active context is the year-long placement 
required of all students on all three programs. As part of their reflec-
tion on this experience as they start their final year of study, students are 
expected to consider the impact and implications of the CSR practices in 
which the organization either was engaged, had considered, or in which 
the students believe it should have been engaged.

This placement is aligned with the newly revised unit Innovation 
and Enterprise required of all students in their final year and tailored 
to the specifics of each of the three programs: Advertising, Marketing 
Communications and Public Relations. Here, notions of enterprise 
culture and ‘the enterprising self ’ are explored in ways that allow and 
encourage students to consider their own agency as they prepare to 
become active members of a societal workforce to which they must 
both adapt and begin to influence. To this end, we have also developed 
bespoke units/modules for these revalidated programs that speak directly 
to the impact and implications of CSR for the practice of Advertising, 
Marketing Communications and Public Relations. These bespoke units/
modules require our students to consider various practices—and their 
actions within these—through an ethical lens, such as social commu-
nications, consumer culture, advertising and society and transcultural 
communication.

While the final year outlined above may sound overly ambitious for 
undergraduates, we define the notion of ‘creation’ as stretching across a 
continuum, breaking, to various degrees, with existing practice and think-
ing. For some, this will mean developing the ability to make tangible rec-
ommendations on ways in which to improve existing CSR programs for 
a specific company, organization or even an entire industry—while for 
others, it will involve developing a radical departure from existing ways 
of thinking and practice.
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 Conclusion

At the core of CSR is the expectation that organizations will recognize 
and respond proactively by being prepared to act on both the ideals and 
the ‘deliverables’ of social justice and environmental stewardship.

Higher education has an essential role to play in contributing to this 
development by encouraging—and engaging our students in—a thor-
ough review of the current orthodoxy which values short-term financial 
goals at any cost. If we wish to encourage and enable our students/gradu-
ates to do their part and to integrate citizenship with corporate objec-
tives, we must begin to consider carefully the impact of the ideological 
‘frames of reference’ which have driven recent changes in the design and 
delivery our programs, and be prepared to undertake the same radical ‘re-
imagining’ of both our purpose and practice that society now demands of 
the business sector our graduates must be prepared to lead.

A commitment by academics and senior management to the principles 
of CSR and the meaningful integration of its practices in the design and 
delivery of our programs will allow us to identify, reflect on—and, most 
importantly, to challenge—currently short-sighted modes and models of 
corporate and organizational practices and priorities and, in doing so, 
enable us to reclaim and re-invent our historic role as a critical friend and 
a source of radical social reform.
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2.1  Introduction

Various company scandals in recent years involving also German firms 
(e.g., emission scandal of Volkswagen or KiK’s weak labor conditions 
in Bangladesh) as well as the financial crisis lead to a loss in credibil-
ity in national and international companies. To regain credibility, the 
business scene intends to direct itself toward more sustainable, philan-
thropic activities. Consumers search for an alternative to the modern reli-
ance on the economic system. Some find their religious belief to offer 
this alternative by giving solidarity and breaking out of the fast-moving 
nature. Whether religiosity plays a role in modern consumers’ decisions 
provides a valuable source of information for directing business toward 
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the  ongoing challenges. Also researchers address this development by 
broadening the cultural and geographical context of studies and inter-
disciplinary co- operations including economics, ethics, theology, psy-
chology, and sociology. Schlegelmilch and Öberseder (2010) especially 
mention religion and marketing ethics as one of the most promising 
research streams. Dyck (2014) goes the extra mile and speaks about a 
recent “theological turn” in the management and organizational litera-
ture. Nevertheless, the literature leaves an inconsistent picture about the 
connection between religion and corporate social responsibility (CSR) 
due to different measurement methods, benchmarks, or even findings. 
Some studies revealed that individuals not involved with religion tend to 
hold what Agle and Van Buren (1999) refer to as a narrow view of CSR 
(Quazi 2003; Singhapakdi et al. 2000). In contrast, religious people are 
more likely to understand CSR in a broader way, as suggested by Carroll 
(1999). Still, many articles conclude with nuanced results and authors 
call for more research in the area of religion and CSR (Jamali and Sidani 
2013; Weaver and Agle 2002). Moreover, not much is known so far 
about the understanding of CSR from consumers’ perspective (Maignan 
2001). Especially in Western economies, religion and religiousness might 
be presumed to lack a profound influence in the evaluation of consumers 
regarding the CSR activities of firms. This chapter addresses the research 
gap between religion and business ethics understanding and expectations 
from a consumer point of view. With the goal to analyze religiousness as a 
factor influencing the corporate social responsibility orientation (CSRO) 
of respondents, the author tries to understand individual differences in 
CSR expectations in Germany.

After introducing the current literature on CSR and religiousness as 
well as the model that is applied here, the main results of the study are 
presented. Religiousness of business students is not found to be a critical 
factor to influence the CSR orientation. Moreover, a second perspective 
on religiousness is offered. The author compares affiliated with unaffili-
ated students to recheck the results. Also here, findings remain similar. 
Comparing the study with former writings, it contributes to a more 
refined understanding of the link between religion and business ethics.
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2.2  Theoretical Background

Current literature focuses more and more on the connection between 
religion, culture, and individual factors that influence entrepreneurs, 
consumers, or even companies within or across borders, in business to 
business or business to consumers situations. Especially, religion as a 
factor influencing the business ethics culture is a research stream that 
attracts the recent management literature (Parboteeah et al. 2014). While 
a growing body of empirical research has linked religion with ethical 
behavior in a business context (Angelidis and Ibrahim 2004; Ibrahim 
et al. 2008) and in management decision-making (Agle and Van Buren 
1999; Longenecker et al. 2004), only a few authors so far analyzed the 
effect of religiousness on social behavior and management decisions 
(Angelidis and Ibrahim 2004; Dusuki et al. 2008; Ibrahim et al. 2008; 
Ramasamy et  al. 2010; Wiebe and Fleck 1980). Moreover, wide dif-
ferences in research methods and in findings lead to mixed results and 
an unclear knowledge on the connection between religion and ethical 
behavior. In addition, researchers see a considerable diversity in the atti-
tudes of religious individuals of different faiths. Due to the research focus 
of this chapter, findings related to Christianity are outlined. Still, results 
remain diverse and inconclusive.

On the one hand, Quazi (2003) highlights that Australian managers 
with some level of religious belief are more likely to understand CSR in a 
wider perspective (going beyond regulatory requirements). Singhapakdi 
et al. (2000) find out that religiousness significantly influences the per-
sonal moral philosophies of marketers in the USA.  Wiebe and Fleck 
(1980) examined the religious orientation of Canadian university fresh-
men and found that religious people tend to have a greater concern 
for higher moral standards than nonreligious students. Schneider et al. 
(2011) find religiosity to have a significant positive influence on ethical 
consumer behavior. On the other hand, there are numerous studies that 
see only a small influence of religiousness on business ethics or none at all 
(Agle and Van Buren 1999; Brammer et al. 2007).
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These diverse results might come from definitional vagueness of the 
terms religion, religiosity, or even spirituality.1 Religiosity is defined as a 
“belief in the existence of God and a commitment to attending to and 
complying with rules that members of that religion believe have been 
defined by God” (Schneider et al. 2011, p. 32). Others perceive religios-
ity “as exercising control over beliefs and behaviors” (Vitell et al. 2005, 
p. 175). In this chapter, the author follows Voland (2009) in his defini-
tion of religiousness. For him, it can be defined as the “individually vary-
ing psychic and behavioral manifestation of religiosity” (Voland 2009, 
p. 9). It is about the personal practice of religion (Allport and Ross 1967).

But not only definitional differences remain, also a wide range of 
research methods impacts the diverse results. Acknowledging that religios-
ity does play a role not only in economics but also in sociology, theology, 
or ethics, there is the need to limit the investigation. The business ethics 
literature is assumed to be the relevant field of study. Thus, the author con-
centrates on results from this research area and the application of methods.

Angelidis and Ibrahim (2004) were the first to test the relationship 
between the degree of religiousness and the CSRO of individuals. With 
their study, they follow an approach developed by Aupperle (1982; 
Aupperle et al. 1985) for a quantitative study. In Aupperle’s framework, 
participants are requested to rate the importance of economic, legal, 
ethical, and philanthropic responsibilities of a firm with a forced-choice 
instrument, thereby constituting a scale of relative importance. These 
responsibility dimensions date back to Carroll (1979, 1991), who devel-
oped his theory in 1979 and considered previous conceptualizations of 
CSR. For him, a company “should strive to make a profit, obey the law, 
be ethical, and be a good corporate citizen” (Carroll 1999, p. 43). Carroll 
originally proposed this theory of a pyramid-like relation with economic 
obligations as the foundation of a firm’s activities and subsequently legal, 
ethical, and philanthropic obligations as additional factors of decreasing 
importance.2 Angelidis and Ibrahim (2004) use the forced-choice instru-

1 The term is currently emerging in business ethics research. Various researchers criticize the 
Eurocentric perspective suspected behind the terms religiosity and religiousness. Thus, concepts 
like spirituality or Zen-meditation are used in recent research with the goal to create a universally 
applicable term.
2 According to his theory, the assumed relative weighting followed 4:3:2:1 out of ten points.

28 M.A. Schmidt



ment of Aupperle (1982; Aupperle et al. 1985) to check whether the reli-
giousness of students in the USA influences the relative weighting of the 
four firm’s responsibilities economic, legal, ethical, and philanthropic. 
They found a difference in this importance rating with respect to the 
economic and the ethical dimension between highly religious and low 
religious students. Highly religious Christian students in the USA tend 
to rank ethical obligations more important and economic performance 
less important than low religious students. In a follow-up study, Ibrahim 
et al. (2008) reviewed their test with business students and managers and 
reported mixed results. While religiousness was found to influence the 
CSRO of students, this was not true for managers.

To summarize, various studies reveal a weak relationship between reli-
giousness and ethical behavior. However, there is still potential to further 
investigate a clear indication on how CSR perception and ethical aware-
ness are related to religion (Vitell et al. 2005; Weaver and Agle 2002). 
Jamali and Sidani (2013) see a special need to analyze the correlation 
between religiosity and CSR since current results remain inconclusive. 
Schneider et al. (2011) specify this call for future research. They expect 
interesting results for Germany. This is due to some particularities that 
show the importance of religiosity research. Although Germany has a 
Christian majority,3 more than 70 percent in East Germany and almost 
40 percent in West Germany describe themselves as being not religious 
(Pickel 2013). Allport and Ross (1967), the forefathers of religiosity 
research in business ethics, pointed to the fact that including nonreli-
gious and antireligious individuals is of central significance for religious 
research. Moreover, 80 percent of Germans think that you can be reli-
gious without being a church member (Pickel and Sammet 2014). These 
data show the importance to include personal religious practice in the 
research analysis to understand factors around religion influencing the 
business ethics perception. Thus, this chapter not only provides addi-
tional input for the discussion on religiousness and CSRO by reporting 
empirical results from Germany. The nominal religious surrounding in 
East Germany, where the study was conducted, offers a unique setting 
that has never been considered before in CSRO research.

3 Data estimated for 2011 by Pew Research Centre: 68.7 percent are Christians in Germany.
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2.3  Method and Sample Description

The data were collected using a survey within a larger cross-cultural study 
of business ethics (Schmidt and Cracau 2015). To reach the participating 
business students, classes were personally addressed and the purpose of 
the study was explained, including anonymity and confidentiality issues.4

In the first part of the questionnaire, CSRO was measured with an 
instrument developed by Aupperle (1982; Aupperle et al. 1985). This is 
based on the four-dimensional CSR definition proposed by Carroll (1979, 
1991) and uses a forced-choice approach. Aupperle et al. (1985) perceived 
this method as suitable since the forced-choice system minimizes the effect 
of social desirability on the results. Originally, Aupperle and colleagues 
used this instrument to determine how chief executive officers (CEOs) 
view the social responsibility of their firm and sought to provide empirical 
evidence for the weightings of the four dimensions as proposed by Carroll 
(4:3:2:1). They had to place relative importance on economic, legal, ethi-
cal, and philanthropic activities in their company. Aupperle referred to this 
emphasis as corporate social orientation (CSO) or CSRO (Aupperle et al. 
1985; Smith et al. 2004). It should be noted that CSRO is a construct that 
“captures one’s perception […] to a firms behaviors with respect to corpo-
rate social performance (CSP)” (Smith et al. 2001, p. 267). However, it 
does not measure an actual performance of a company.

In this context, participants were asked to distribute a maximum of ten 
points among a set of four statements, where each statement represents 
exactly one of the four CSRO dimensions (e.g., “It is important for an 
organization to be committed to being as profitable as possible” for the 
economic dimension vs. “It is important for an organization to be commit-
ted to always following laws and regulations” for the legal one). Following 
Smith et al. (2004), a total of ten sets of such statements were used.

The second part of the questionnaire consisted of demographic vari-
ables including religiousness and religious faith. In particular, the par-
ticipants’ degree of religiousness was measured with items developed by 

4 In June and July 2014, 152 students at the HTW Berlin University of Applied Sciences volun-
tarily completed the questionnaire. The final sample size was 142 since 10 partially completed 
questionnaires had to be eliminated (response rate greater than 90 percent).
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McDaniel and Burnett (1990) and utilized by Barnett et al. (1996) as 
well as Ibrahim et al. (2008). The students had to indicate the extent of 
their agreement with the following three statements: S1: “I am very reli-
gious,” S2: “My religion is very important to me,” and S3: “I believe in 
God,” on a five-point Likert scale (ranging from five = “strongly agree” to 
one = “strongly disagree”).5

For the forthcoming analysis, a sample of 132 German students is 
used. All of them were undergraduate students in economics and busi-
ness communication management at the HTW Berlin University of 
Applied Sciences. The sample consists of 36 (27.3 percent) males and 96 
(72.7 percent) females with a mean age of 24 years.

2.4  Results

To validate the sample data, first, reliabilities were calculated, which 
were tested using Cronbach’s alpha. The results are reported in Table 2.1. 
Cronbach’s alpha coefficients fall short of those reported in Aupperle 
et al. (1985), but are still very satisfactory.6

Table 2.1 further depicts the correlations among the four CSRO 
components. In line with the literature, the economic responsibility 
reveals a negative correlation with the three other corporate dimensions 
(Aupperle et al. 1985; Smith et al. 2004; van den Heuvel et al. 2014). 

5 A detailed discussion on the problem of measuring religion, religiousness, and religiosity due to a 
wide understanding of the terms can be found in McDaniel and Burnett (1990).
6 A coefficient of 0.70 for Cronbach’s alpha is average for belief and value constructs, as Peterson 
(1994) concludes from his meta-analysis.

Table 2.1 Correlations and reliabilities—religiousness

Variables Economic Legal Ethical Philanthropic

Economic 0.92a

Legal −0.15 0.79
Ethical −0.74* −0.06 0.80
Philanthropic −0.57* −0.43* 0.46* 0.81

n = 132
aValues on the diagonal are Cronbach’s alpha
*p < 0.01
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Thus, respondents strongly separate economic achievements and social 
activities (reflected by legal, ethical, and philanthropic obligations). The 
observation that the strongest negative correlation can be found between 
the economic and the ethical responsibility (r = −0.74, p < 0.001) also 
contributes to results from previous studies. Finally, a positive correlation 
between the ethical and the philanthropic component found in this study 
is in line with the original research from Aupperle et al. (1985) as well as 
related works (McDonald and Scott 1997; Burton et al. 2000).

Because the analysis focuses on religiousness, four one-way ANOVAs 
were used to determine whether differences in each of the four dimensions 
of CSRO exist between different degrees of religiousness. The indepen-
dent variable was the degree of religiousness (i.e., the intensity of religious 
belief, measured on a Likert scale), and the four dependent variables were 
the points attributed to the economic, legal, ethical, and philanthropic 
dimensions. It is found that the three statements on  religiousness are 
highly correlated pairwise (rank order correlation S1–S2: r = 0.91, S2–
S3: r = 0.77, S1–S3: r = 0.75; all p < 0.001). Thus, they yield a reliable 
approximation for the total religiousness of the students. Before conduct-
ing the ANOVA test, the “degree of religiousness” was transformed into 
a categorical variable. To do so, the author calculated for each individual 
the sum of points from the three Likert-scale evaluations. Afterwards, the 
mean score of M = 5.58 was used as a threshold value in order to split 
the sample. As a result, 89 students (67.4 percent) were identified as “low 
religious” and 43 (32.6 percent) were assigned “highly religious”.7

It appears that the degree of religiousness influences the ranking of the 
four CSR dimensions (see Table 2.2). While low religious Germans per-
ceive the economic dimension as the most important of a firm’s responsi-
bilities, highly religious Germans rank ethical aspects first. Low religious 
Germans place significantly higher importance on the economic actions 
of companies compared to the three social dimensions, namely legal, 
ethical, and philanthropic obligations (paired t-test: t = 2.875, p = 0.005; 
t = 2.255, p = 0.027; t = 6.766, p = 0.000). Except for the differences in 

7 Using the median (m = 3) as a cut-off point, the ranking of the dimensions as well as the differ-
ences between the groups remains similar in their structure (group size: 68 low religious vs. 64 
highly religious).
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the ranking observed, ANOVA does not produce significant differences 
between the two groups regarding the four dimensions of Carroll’s pyra-
mid. Thus, the tendencies observed in the study only partially support 
the findings of Angelidis and Ibrahim (2004), Ibrahim et al. (2008), and 
Dusuki et al. (2008). All of these studies show that the degree of reli-
giousness appears to somehow have an effect on the ratings of the four 
CSR dimensions.

In order to add a further perspective, the differences in importance 
attribution toward corporate actions were analyzed with respect to a dif-
ference in religious affiliation. In the German sample, 68 students assigned 
themselves as unaffiliated (52 percent) and 49 as having a religious affilia-
tion (31 percent Christianity, 4 percent Islam, 2 percent Other Religion). 
Fifteen students did not answer this question (11 percent). For a com-
parison, the author thus excluded all participants who did not clearly 
answer the corresponding question.

As depicted in Table 2.3, reliabilities and correlations in the new sub-
sample remain similar to those reported for the total sample in Table 2.1. 
Most importantly, the values for Cronbach’s alpha are satisfactory, and 
the significant correlations follow the expected pattern. When splitting 
the total sample by religious affiliation instead of the level of religious-
ness, the ranking results show a similar pattern. The unaffiliated students 
place significantly more importance on economic responsibilities than on 
the three social dimensions legal (t = 2.417, p = 0.018), ethical (t = 1.935, 
p = 0.057), and philanthropic (t = 5.367, p = 0.000). These results cannot 

Table 2.2 ANOVA results for differences between highly and low religious 
individuals

Group meansa

Dependent 
variables

Low religiousness 
(n = 89)

High religiousness 
(n = 43) F p

1. Economic 2.94 (1.25) 2.56 (1.12) 2.89 0.092
2. Legal 2.47 (0.69) 2.37 (0.63) 0.59 0.444
3. Ethical 2.48 (0.77) 2.61 (0.81) 0.83 0.364
4. Philanthropic 1.63 (0.78) 1.87 (0.62) 3.26 0.073

n = 132
aFigures in parentheses are standard deviations
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be confirmed for the affiliated sample (t = 0.465, p = 0.644; t = −0.142, 
p = 0.888; t = 4.328, p = 0.000). Likewise, ANOVA does not produce 
statistically significant results for the dataset (see Table 2.4). Still, a differ-
ence in attribution cannot be entirely neglected.

2.5  Discussion and Conclusion

The results show that religiousness influences the importance of ranking of 
the four firm’s obligations in the sample in Germany. However, the ANOVA 
results show no significant differences between the two groups. In Germany, 
religiousness and affiliation seem not to be a strong driver for the ranking of 
a firm’s responsibilities. This might be due to the nominal religious surround-
ing in East Germany, where the survey was conducted. In other countries 
with a higher overall religiousness (e.g., Malaysia), businessmen seem to be 
more influenced by beliefs when conducting business (Dusuki et al. 2008). 

Table 2.4 ANOVA results for differences between unaffiliated and affiliated 
individuals

Group meansa

Dependent 
variables Unaffiliated (n = 68) Affiliated (n = 49) F p

1. Economic 2.97 (1.40) 2.61 (0.96) 2.35 0.128
2. Legal 2.47 (0.65) 2.53 (0.67) 0.27 0.604
3. Ethical 2.46 (0.87) 2.64 (0.66) 1.55 0.216
4. Philanthropic 1.68 (0.76) 1.70 (0.74) 0.02 0.888

n = 117
aFigures in parentheses are standard deviations

Table 2.3 Correlations and reliabilities—subsample religious affiliation

Variables Economic Legal Ethical Philanthropic

Economic 0.93a

Legal −0.18 0.77
Ethical −0.74* −0.09 0.80
Philanthropic −0.59* −0.35* 0.59* 0.82

n = 117
aValues on the diagonal are Cronbach’s alpha
*p < 0.01
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This finding is supported by Parboteeah et al. (2014) who argue that a reli-
gious environment influences even those individuals living in the respective 
country who claim to have no religion. Therefore, the degree of religious-
ness should be considered by businesses that want to enter a market or even 
a region within a country. Since highly religious individuals seem to place 
more importance on the social obligations, this may shape the focus of CSR 
actions in a country where religion, tradition, and culture are very prominent 
and influence the daily life. Especially in times where the perception of the 
dependence of modern society on volatile financial markets still exacerbates 
a significant impression on consumers, considering their traditional beliefs 
offers an alternative starting point for focused CSR strategies.

Moreover, the question was raised whether in times of financial uncer-
tainty and company scandals, consumers search for alternatives of the 
reliability on the economic system. Therefore, in this chapter, expecta-
tions of Germans toward economic, legal, ethical, and philanthropic 
firms’ obligations were analyzed. We see that economic stability, profit- 
making, and long-term financial stability (reflected in the aspect of eco-
nomic responsibilities) remain the most important aspect for consumers. 
It might be by experience that consumers not only search for alterna-
tives of the reliance on the economic system but also hang on to finan-
cial stability as the most important factor. However, we also see that the 
social dimensions are highly valued. Thus, Germans expect companies to 
be profitable but not at the expense of charitable activities and the law. 
Harmonizing long-term profitability and social responsibilities might be 
the current challenge of companies in times of financial uncertainty.

A few limitations need to be named that influence the generalizability 
of the discussed aspects. Extrapolating the results can be delusive since the 
sample size was modest and comprised of students from a single univer-
sity in Germany. Still, students as a proxy for consumers are believed to 
not diminishing the investigation. Most of the students in the survey had 
work experience and they showed a notable age spectrum (16–34 years). 
Although anonymity was emphasized and the Aupperle instrument chosen, 
a social desirability bias cannot be completely ruled out. Moreover, Weaver 
and Agle (2002) argue that religion is a sensitive topic in surveys and results 
need to be treated carefully. Since the demographic questions were placed 
at the end of the survey, at least the latter aspect is not expected to distort 
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the answers. The measurement instrument of McDaniel and Burnett that 
was chosen for this study is only one possibility to quantitatively identify 
religiosity. Other instruments seem promising to measure such a subjective, 
hardly tangible concept. Here, further research is necessary to identify an 
instrument applicably for the special setting in Germany, where Eastern 
and Western Germans significantly differ concerning religiosity.

In the chapter, an important research gap was addressed and a new 
perspective added by analyzing religious affiliation in general. The results 
of the survey provide a small step in broadening the understanding of the 
influence of religiousness on CSR. Still, there is no uniform answer to 
this relationship. In general, a wider understanding of factors influenc-
ing a person’s CSRO is necessary. Studies with a more profound database 
seem promising. Since other studies have revealed the effects of gender, 
age, working experience, or culture, more research on the interaction of 
these variables and their relative importance when compared to religion 
and religiousness is needed to create a more comprehensive picture and 
deeper understanding of an individual’s expectations toward CSR efforts. 
In view of a more globalized but still culturally diverse world, a better 
understanding of traditions and beliefs of different countries is required.
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3.1  Introduction

Following the financial crisis, governments have looked with enthusiasm 
toward the digital economy to restore growth, provide competitive advan-
tage, and even achieve sustainability. A highly educated, technology- 
enabled labor force is lauded as the way to achieve economic success. 
Yet there has been little attention given to the responsibilities of new 
businesses and business processes in the digital economy. Some of these 
responsibilities may be directly related to established agendas in corporate 
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social responsibility (CSR), for example, issues of employment, taxation, 
and sustainability. Other issues may be identified as ethical concerns, 
for example, privacy and use of data, transparency in communication 
practice, and avoidance of regulatory and self-regulatory communication 
frameworks, but not explicitly framed as new responsibilities. A few areas 
for corporate responsibility, however, may be entirely new. For example, 
consumers’ rights to digital possessions created through online platforms 
and employees’ right to autonomy—free from digital surveillance and 
productivity processes. Together, these point to a larger concern: the 
responsibility of corporations in the digital economy toward human rela-
tionships themselves which technology seems to undermine or strip away. 
In this chapter, we turn our attention to these issues and to ask what it 
means to be a responsible corporation in the digital economy.

Digital technologies have increased dramatically in their global reach 
and socio-economic impact in the last 30 years to become key drivers of 
economic growth that are vital to knowledge economies (EU 2014). Fifty 
percent of all productivity growth is now linked to investment in such 
technologies such that the digital economy has grown at seven times the 
rate of the rest of the economy, and so by 2020, there will be over 16 mil-
lion information and communication technology-intensive jobs in the 
European Union alone (EU 2014).

Alongside and quite independent of the rise of the digital economy, 
CSR is also attracting substantial attention with dominant discourses 
emphasizing business and society relationships, the moral obligation of 
corporations “to give something back” or “to do good,” and especially the 
idea that organizations have responsibilities beyond profit making. The 
proliferation of digital media platforms and content also transforms the 
practice, and therefore also the theory of CSR, yet until now the rise of 
digital communications and the interest in CSR have only come together 
as online CSR communication, disclosure practices, and engagement via 
new media. Online CSR communication is seen as another tool used to 
demonstrate social engagement and “care” for stakeholders and society 
(Idowu and Towler 2004; Junior et  al. 2014; Manetti and Toccafondi 
2012), with social media enabling “virtual” dialogue with and amongst 
stakeholders (Korschun and Du 2013; Eberle et al. 2013). This, we argue, 
represents only a limited and largely instrumental engagement with tech-
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nology in the context of CSR. For example, when online communication 
directly to stakeholders is used to rebuild reputation after corporate scan-
dals (Eberle et  al. 2013; O’Riordan and Fairbrass 2013), the potential 
motives may be instrumental, with online CSR deployed only to improve 
the ability of a corporation to more effectively present its reputation in 
the way it sees fit, bypassing potentially more critical and/or objective 
journalistic reporting of events.

When the Internet and CSR are explored in the literature, we also note 
definitional ambiguity including confusion over both form and purpose. 
The concept and scope of the use of digital technologies within CSR have 
varied considerably, including “interactive corporate social responsibility 
communication” (Eberle et al. 2013) (as if previous CSR did not involve 
interacting with stakeholders), “virtual corporate social responsibility dia-
logs” (Korschun and Du 2013) (as if somehow online CSR is not “real,” 
but only virtual, or “imagined”), and “corporate social responsibility in 
the network society” (Castello et  al. 2013) (as if those excluded from 
online participation are no longer meaningful stakeholders). Such appar-
ent definitional work raises more questions than are answered and to 
some degree even obscures the actual responsibilities that may be present. 
For example, is the form of the technology itself what is important, or 
should we only pay attention to the practices that constitute meaningful 
interactions with stakeholders regardless of platform? Our view is that 
academics and practitioners should not rarefy the digital, but rather look 
for specific consequences of new practices that raise substantive issues for 
CSR.

To put it another way, there is no “digital CSR,” “virtual CSR,” or 
“Online CSR,” and so on, but only new ways of communicating existing 
issues and new responsibilities associated with the corporate use of digital 
technologies. In existing discourse, if there is a transformation in respon-
sible business practice, it is only in the way it is communicated through 
wondrous new technologies, but this reduces technological developments 
to a “mere” communication channels for responsible business practice. 
This prevents broader discussion of the responsibilities corporations have 
toward society when using digital technology, responsibilities that we 
propose are worthy of their own analysis.
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It is perhaps also significant that, even in its role as a communication 
tool, Stohl et  al. (2015) have suggested that digital media platforms 
can restrict CSR-related values, obstruct free speech or stakeholder 
engagement, and lead to enactment of communication practices that 
conflict with the acknowledged international CSR guidelines (UN 
Global Compact, ISO 26000, etc.). The authors further question the 
use of social media communication as an appropriate way to portray 
CSR undertakings, recognizing the potential for manipulation of infor-
mation, including through policy designed to control employees use 
of social media. Thus, even as a communication tool, social media 
is not a neutral platform for communication, but raises new areas of 
responsibilities.

In this chapter, we draw attention to new areas of corporate responsibil-
ity in the digital economy. We contribute to theory by recognizing those 
responsibilities placed on corporations through the use of online tech-
nologies. Drawing from established ethical and policy concerns in other 
fields, we review the range of potential areas where such new areas for 
responsibility might be examined. We then identify ways in which these 
concerns relate to established CSR frameworks.

3.2  CSR Foundations and Digital Technology

Academics have highlighted three dominant discourses showing to whom 
organizations are responsible (Marrewijk 2001), and we summarize them 
here to allow us to compare developments in business use of technology 
with the assumptions each carries about responsibility.

Firstly, Marrewijk (2001) describes the classical approach to CSR cap-
tured in Friedman’s definition that states: “the social responsibility of the 
business is to increase its profits” (Friedman 1962). From such a per-
spective, digital technology can be considered as merely an opportunity 
to increase efficiency, or in terms of opportunities for new sources of 
profit, presenting no particular responsibilities beyond this. A corpora-
tion therefore views digital technology in terms of profit “within the law,” 
paying no attention to any further consequences of changes in business 
practices for its stakeholders.
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Secondly and later, Carroll (1979) notes that there is a natural link 
between corporations and their stakeholders—the stakeholder approach 
(Marrewijk 2001)—where it is desirable to identify legitimate stakehold-
ers and take into account their rights and interests, and also to delineate 
how far such obligation extends (Freeman 1984; O’Riordan and Fairbrass 
2013). Stakeholder engagement is seen either as an ideal “moral partner-
ship of equals” (Phillips 1997, p. 54) based on the idea of social contract 
(Rawls 1971) that will create value for stakeholders when considered rightly 
(Noland and Phillips 2010) or, in contrast, a “morally neutral” practice 
that is ultimately defined by the motive and virtue of the actor involved 
in such activity (Greenwood 2007). Stakeholder engagement is also seen 
as “a necessary prerequisite to socially-responsible action” and so should 
be integrated in the CSR reporting models and within the corporate mis-
sion and values that are communicated to stakeholders (Reynolds and Yutas 
2008, p. 58). Here, digital technology may also be seen as an opportunity 
for stakeholder engagement and indeed this is reflected in emerging studies 
of CSR. In addition to potential sources of profit or efficiency (which may 
be limited by conflict with stakeholder interests), the Internet provides new 
communicative opportunities to listen to and engage with key stakeholders.

Thirdly, the societal perspective maintains that companies have a 
responsibility toward society (Marrewijk 2001). At its most ambitious, 
this would ask that the use of digital technology should be to make the 
world a better place. This latest challenge to business ethics requires not 
simply the assurance that no harm is done to stakeholders, or that their 
views are considered, but that corporations actively produce a better soci-
ety (and not just economic growth). Here then we see the strongest nor-
mative claims for CSR theory. The legitimacy of corporations is explicitly 
seen in societal terms. For example, digital technology should be deployed 
to improve the lives of people, strengthen communities, address inequali-
ties and injustice, and to do so for future generations. Digital technology 
should improve working conditions, autonomy (e.g. freedom of expres-
sion), access to information, services and wealth, and the sustainability of 
business practices.

We could illustrate these positions in respect to one of the latest 
areas of excitement in digital technology: big data. Under the classical 
approach, we can ask about the opportunities to profit from big data. 
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Under stakeholder theory, we consider potential harm, for example relat-
ing to privacy, or manipulation. And, under the societal perspective, we 
ask if—and how—big data can make the world a better place. With new 
developments in technology, the limits of these streams of conceptualiza-
tions become apparent. As more opportunities and related responsibilities 
emerge from the use of Internet, it is necessary to explore a responsibil-
ity in the digital economy, where a new agenda is established that raises 
questions about underexplored aspects of the classical, stakeholder, and 
societal approaches to CSR.

Digital technology is much more than a communicative issue, but 
something that may run through all aspects of an organization and its 
interactions with society, with previously unheard of opportunities for 
the most outrageous breaches of trust of a range of stakeholders.

3.3  The Internet and CSR

Alongside the escalating normative ambitions of CSR theory to create a 
better world, interest in the responsibility of organizations has intensi-
fied as a result of scandals in various industries, such as energy, bank-
ing, pharmaceutics, and automotive (O’Riordan and Fairbrass 2013). 
Recently, for example, we witnessed Volkswagen’s attempts to balance 
performance and fuel economy with low pollution that resulted in the 
illegal use of software created to deceive regulators and “cheat” on emis-
sion tests (Plumer 2015) resulting in reputational damage. Elsewhere, 
there have been protests and boycotts of corporations for their avoidance 
of tax and/or other financial irresponsibilities and numerous protests 
about the practices of pharmaceutical companies ranging from their pro-
motion of certain drugs with undesirable side effects to their restriction 
in the distribution of other drugs to protect profits.

Online CSR has been dominated by communication through reports or 
corporate websites. In a study that descriptively analyzes Fortune Global 
500’s CSR reports and their assurance, it is revealed that all  organizations 
provided social or environmental disclosure on their corporate websites as 
a way to ensure communication between firms and stakeholders (Junior 
et al. 2014). The Global Reporting Initiative (GRI) is currently the most 
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widely used standard to guide responsible corporate practice and its report-
ing (Junior et al. 2014; Manetti and Toccafondi 2012), and the Corporate 
Register is the awarding body for best CSR reports (Crisan and Zbuchea 
2015). Indeed, KPMG (2013) highlights that 93 % of the largest corpo-
rations communicate about their CSR activities either on the corporate 
website or through CSR reports, and separately from the annual financial 
reports. This research illustrates that academics are now preoccupied by 
the development of assurance services within CSR reporting, sometimes 
seen as instruments for creating “added value” (Korschun and Du 2013; 
Manetti and Toccafondi 2012). Research also suggests dynamism and 
constantly changing assurance tools as a way to meet “industry norms” 
or in response to the advice of experts (Manetti and Toccafondi 2012). 
The discourse is therefore related to reporting of CSR practice rather than 
issues of responsibility themselves, with online media seen as a useful tool 
for the dissemination of CSR activity to stakeholders.

More recently, academics have started to investigate how social media 
influences firms and their engagement with stakeholders (Adi and 
Grigore 2015; Whelan et al. 2013), whether this is an effective platform 
to create awareness of CSR initiatives and to boost reputation (Coombs 
and Holloday 2015) and to legitimize the role of corporations in society 
(Castello et  al. 2013). Stakeholders can now apparently sanction irre-
sponsible corporate behavior and show their indignation on social media, 
which may lead to a change for a better society (Crisan and Zbuchea 
2015). Whilst only a quarter of global citizens read CSR reports, Cone’s 
(2015, p. 4) data reveal that consumers view social media as a way to 
“learn, voice opinions and speak directly to companies around CSR 
issues.” The same study encourages companies to “embrace emerging 
technologies and social channels as effective methods for educating con-
sumers around CSR efforts, creating a dialogue and inspiring them to 
take action” (Cone 2015, p. 4). Studies seem to suggest an opportunity 
for dialogue and interaction in the “network” society, but there is limited 
research that looks at communication disruption, plurality, conflict, and 
contradictory perceptions between stakeholders, or between companies 
and stakeholders in such networks. Again, the issue is how online media 
enables “traditional” CSR processes rather than on any new responsibili-
ties that emerge from engagement with digital technologies.
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We argue that the Internet and CSR should not be reduced to issues of 
communication, but rather that it might encompass new areas of respon-
sibilities that emerge from the rise of digital technology. For example, 
we could argue that the reduction of digital CSR to a communicative 
function represents an othering of the agency of digital technology (see 
Law 2004), the ability of digital technology to change the nature of social 
reality in specific ways. Digital technologies might change networks of 
communication, but also assemble new products, new forms of labor and 
labor relations, and new organizational and extra-organizational struc-
tures. In the corporate involvement of these new arrangements, there are 
ethics and responsibilities. An apparent irony here that digital technology 
as conceptualized in CSR discourse is recognized as important in its abil-
ity to transform society and the economy, yet presented as almost benign 
and trivial, as “merely” a channel of communication. By reducing digital 
media to a communication role, almost all of these new relationships, 
and therefore responsibilities, are ignored, or made absent. “Responsible” 
practice in the digital economy may therefore be counter-productive. 
Rather than examining business with a view to transforming it into more 
socially responsible forms, it actually provides an outlet for corporations 
to hide much of what they do behind reporting and communications 
functions and opportunities.

3.4  Established Discourses on Responsibility 
in the Digital Economy

There are established issues of corporate responsibility that we can see 
as directly relevant to developments in the digital economy. These are 
transparency in communications, taxation, privacy and data collec-
tion and storage, and use or avoidance of regulatory and self-regulatory 
communication.

In respect to these, existing literature has noted potential ethical con-
cerns surrounding the transparency of digital communications strategies, 
particularly in relation to children (Owen et  al. 2012; An et  al. 2014; 
Nairn and Hang 2012; Dahl et al. 2009). For instance, research has found 
that children as old as 15 struggle to identify advergames as advertising 
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and has called for a new regulatory framework for advergames and new 
media (Nairn and Hang 2012). UK self-regulatory frameworks require 
all advertising to be clearly identified as such; however, in addition to 
advergames, a number of YouTube videos have previously been banned 
by the Advertising Standards Authority (ASA) for not doing so (Bold 
2014), despite recent increased guidance offered to vloggers and bloggers 
by the ASA (2014, 2015). Other concerns surrounding transparency have 
emerged in relation to fake “user” reviews, inappropriate targeting (e.g. ads 
for fast food on Zoella’s videos, when she admits that most of her “audi-
ence” is under 18). Rather than rejoicing at this new opportunity to talk 
to key audiences, and/or simply waiting for ASA regulation, responsible 
firms might regulate this internally in order to actively avoid any poten-
tially misleading/confusing digital communications campaigns. It seems 
ironic that at the same time as celebrating online CSR reporting, corpora-
tions use online communication channels to promote goods and services 
surreptitiously without declaring their communications as persuasive.

As part of the established discourses on responsibility in the digital 
economy, we also note issues related to privacy and data collection, storage, 
use, and transfer of data. More specifically, here we can include manipula-
tion of consent and opt-out rights; data sharing/selling; consumer access 
to their own data, especially in the era of “quantified self ”; security of 
data, especially when re-sold; and the use in behavioral targeting with 
intrusive algorithms. This is the current focus of rigorous Data Protection 
legislation and control in European Union, because of the potential harm 
from irresponsible act. The urgent need for legislation illustrates a lack 
of responsibility in general in the corporate use of consumer data, yet as 
technologies of surveillance evolve, there is need to focus on responsibili-
ties beyond legislation that will always lag behind.

When it comes to taxation, digital technologies allow various forms 
of international trade making the avoidance of tax easier. Is this also an 
evasion of responsibility? Recent campaigns to boycott companies such 
as Amazon due to tax avoidance (Ethical Consumer 2015) suggest that 
many consumers percieve this to be the case. Amazon is able to sell across 
the EU from any of its various EU websites and redirect profits through 
low tax countries. The movement of goods attracts no additional taxa-
tion, and digital technologies make the separate movement of profit more 
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efficient too. However, in addition to denying governments of the rev-
enue required to pay for public goods, both practices disadvantage local 
business that is subject to a range of local tax regimes, including (e.g. in 
the UK) business rates and corporation tax as well as VAT. We can see 
the latter as one of the most contentious aspects of CSR: responsibilities 
to competitors. The situation is perhaps made worse when the online 
retailer is aware of, and even exploits or invites “showrooming,” where 
a consumer may use a local retailer for demonstration and viewing of a 
product, then buy from an online retailer with no such facility and asso-
ciated overheads (e.g. see Rapp et al. 2015).

Together then we see that the agenda for responsibility in the digital 
economy may be revised to include the use of technology, and specific 
areas may be extended (taxation, legal compliance, consumer rights, and 
even responsibility to competitors).

3.5  New Areas of Responsibility 
in the Digital Economy

There are also new responsibilities that are currently silent in CSR 
and business ethics literature. These new responsibilities, we argue, are 
reflected in issues to do with commodities, contractual agreements, and 
ownership; exploitation of immaterial labor and fair distribution of 
rewards; access and equality; and the use of low cost labor and/or artifi-
cial intelligence.

3.5.1  Digital Commodities, Contractual Agreements, 
and Issues of Ownership

Digital media not only presents new opportunities for promoting and dis-
tributing material products and offline services; new markets have emerged 
whereby the “commodity” exists only in digital form. Molesworth et al. 
(2016, p. 246) argue that recent years have seen the emergence of digital 
consumption objects, which “possess no enduring material substance but 
rather exist within digital space (computer-mediated electronic environ-
ments), accessed and consumed via devices such as desktop computers, 
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laptops, tablets, mobile phones and videogame consoles.” In acquiring, 
using, and accessing many digital goods, consumers must agree to terms 
set out in end-user license agreements (EULAs) and terms of use/ser-
vice contracts, which typically include a range of restrictions on their 
ownership of these items (Molesworth et al. 2016; Watkins et al. 2016). 
Such contractual agreements are common in access-based consumption 
of material items, for instance when renting a car (Bardhi and Eckhardt 
2012). However, this is now not the case only for services such as Spotify 
and Netflix where consumption is clearly positioned as access-based, but 
in a much wider range of contexts including social media accounts, email 
accounts, online games, mobile applications, and even downloaded, 
paid-for content such as digital films, music, and books.

In terms of ownership, business ethics literature has long been preoccu-
pied with digital piracy, the unauthorized procurement, and use of digital 
media files that infringes copyright and results in loss of revenue to firms 
(e.g. De Corte and Kenhove 2015). Whilst consumers’ ownership rights 
have received less attention, here we see that consumers’ limited owner-
ship of digital items may present significant and yet to be fully realized 
consequences. Watkins et al. (2016) note that this is particularly prob-
lematic given evidence that EULAs and Terms of Service agreements are 
rarely read by consumers. Even where contractual agreements are read, 
we might question the extent to which consumers understand them, or 
may challenge them. Watkins et al. (2016) speculate that a lack of knowl-
edge/understanding of their ownership rights may result in the forma-
tion of assumptions based on existing understandings of the relationship 
between possession and ownership. They may assume, for instance, that 
they hold the same rights to an ebook that they have become accustomed 
to in the context of their material counterparts.

This issue stems from a disparity whereby a corporation regards its offer-
ing as access to a service, but the consumer comes to perceive the same digi-
tal item as a possession. How might companies act responsibly in this area? 
Under classical CSR, a company would restrict use of digital consumption 
objects in ways that maximize profit and minimize costs, with no commit-
ment to continuance of access as a way to maximize ongoing profitability 
with digital goods themselves reducing production and distribution costs.

Under stakeholder theory, however, responsible corporations may 
need to consider potential harm. For instance, such firms might translate 
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EULAs into “plain English” to ensure that they are understood. They 
may also allow consumers to download local copies of digital goods to 
keep where there is no guarantee of continued access, and encourage 
them to do so. They might also allow and even help consumers to pass on 
digital content to friends/family as gifts or heirlooms. These decisions are 
especially important where there is little or no regulation regarding the 
types of terms that can be included, or the number of times the terms of 
such contractual agreements can be updated.

Finally, under the societal perspective, we might further ask if and how 
digital content can make the world a better place. Given the absence of 
distribution or manufacturing costs, such consumption objects might no 
longer be a source of profit at all with large amounts of content made 
freely available as they have been through various Torrent sites (especially 
where artists themselves are long dead). In this respect, we might pay 
more attention to movements that promote open access, and open source 
as more responsible than the corporate expansion of intellectual property.

3.5.2  Exploitation of Immaterial Labor and Fair 
Distribution of Rewards

Prosumer-reliant business models have emerged in the digital economy 
whereby the consumer or “prosumer” largely produces the digital objects 
that they subsequently consume (Molesworth et al. 2016). For instance, 
although social media platform Facebook provides the infrastructure 
within which consumers may create their profiles, owns the servers on 
which they are hosted, and pays the website developers who create and 
maintain the platform, the value of the platform is ultimately derived 
from the user who uploads and tags multiple photographs, fills out per-
sonal information, and continuously provides up-to-date socially (and 
commercially) valuable information. Here, consumers’ creation and cul-
tivation of their social media profile increases the platform’s attractive-
ness to other consumers and consequently contributes to maximizing 
advertising revenue. Whilst some scholars see this as companies present-
ing a resource for “prosumers” to work with in order to create mutually 
beneficial value (Prahalad and Ramaswamy 2004; Tapscott and Williams 
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2006), others argue that companies are in fact establishing new ways to 
extract value from consumers’ free labor (Terranova 2000; Bonsu and 
Darmody 2008; Ritzer and Jurgenson 2010).

Above we discussed the ways in which business models involve processes 
of limiting consumer ownership in order to transform digital consump-
tion objects into profitable assets. Consequently, many digital consump-
tion objects created in part by the consumer may not be fully owned by 
them (Watkins et al. 2016; Molesworth et al. 2016). For instance, whilst 
Facebook’s terms of service declare that “You own all of the content and 
information you post on Facebook,” the consumer simultaneously grants 
Facebook a “non-exclusive, transferable, sub- licensable, royalty-free, world-
wide license to use any IP content that you post on or in connection with 
Facebook” (Facebook 2015). Within virtual world Second Life, users are 
also granted intellectual property rights over the items they create, includ-
ing the ability to sell these items for profit. However, Bonsu and Darmody 
(2008) describe this as a veneer of consumer empowerment that encourages 
consumer creativity only to enable the platform to thrive, generating profit 
for its corporate owners. In this analysis, offering consumers intellectual 
property rights is simply a means of effectively mobilizing free consumer 
labor, whilst real control remains with the corporate owners of the platform 
who regulate behavior and may terminate the platform at any time.

Molesworth et  al. (2016) propose that the possession practices that 
consumers engage in order to enact possession of digital consumption 
objects are themselves a form of immaterial labor. Singularizing prac-
tices that elsewhere de-commoditize (Appadurai 1986; Kopytoff 1986) 
or sacralize (Belk et al. 1989) mundane objects, severing from the mar-
ket, here tie in the co-creators of digital consumption objects, produc-
ing a phenomenon of consumer ensnarement as consumers become 
increasingly attached to objects that cannot be separated from company 
influence (see also Watkins et al. 2016). In some instances, consumers 
are subject to financial exploitation, as they must continue to pay for 
access to digital possessions they have in part produced (as in the case of 
subscription- based online games such as World of Warcraft).

Again, from a classical CSR perspective, this is no more than an imagi-
native way to minimize labor costs and maximize the value of corpo-
rate assets. However, from a stakeholder perspective, there are questions 
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about the transparency, fairness, and accountability of such arrangements 
with consumers. From the societal perspective, we might consider again 
how such exploitation and ensnarement might lead to a better society. 
For example, against celebrations of the empowerment of user-generated 
content, we might question whether it is responsible and fair to build a 
business that requires individuals to spend considerable time laboring for 
free on social media platforms. Put more directly, we might ask if society 
is improved when corporations design online platforms that encourage 
extensive uploading of personal information and networking building 
(with resultant trolling, flaming, and other psychologically destructive 
activity) for the purposes of selling ads.

3.5.3  Access and Equality

Organizations have recently started adopting web content accessibility 
guidelines (e.g. ISO/IEC 40500, 2012) to address a social issue (equal 
access to vulnerable groups) and to ensure compliance with the law (e.g. 
the Disability Discrimination Act of 1995; the Disability Act 2001). We 
might see this as comparable with responsible companies that ensure 
equal access to buildings, jobs, and services. But the use of technology 
by corporations may still disadvantage certain groups of individuals (the 
old, and the poor especially) in terms of access to offers, interaction, 
or customer services. This extends the issues of the “digital divide” that 
have already been established (e.g. the focus on political engagement, see 
Ragnedda and Muschert 2013).

For example, does CSR communication via Facebook carry “hidden” 
assumptions about audiences and their importance? Social media is not 
accessible to all and is certainly not used by all groups equally. We might 
therefore consider the implications of using it as a primary communica-
tion medium, especially where it is promoted as a way for consumers to 
feed back to organizations and to hold them to account. Indeed, many 
organizations might prefer to promote the potential for interaction on 
their social media in full knowledge that certain groups are unlikely to 
engage in this way and of the likelihood of “slacktivism,” where protest 
amounts to no more than clicking a “like” button.
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More significantly, the range of disadvantages to certain groups where 
an organization decides to make full use of technologies is overlooked. 
For example, it is already recognized that where a bank closes branches, 
but provides online services instead, it may cause problems for the elderly 
and the poor in a community who are denied access to banking services 
(Leyshon et  al. 2008). In addition, where retailers or services (such as 
tourist attractions, museums, or public transport) offer online discounts 
and advance bookings, does this also disadvantage their poorest custom-
ers (who must pay more, or be denied opportunities)? Online promotions 
may be cheap and effective ways for businesses to manage promotional 
activity and collect data, and they may also allow cost savings in services 
that can be partially passed on to customers, but is there a responsibility 
to ensure that an unintended consequence is not an effective penalty for 
those unable or unwilling to also invest in the latest technology?

Again, a classical CSR approach favors embracing technology for its 
efficiency. The stakeholder model however may raise questions about 
equality of access, and the society model might ask larger question about 
the desirability of a divided society in which many may have cheap and 
easy access to a range of technologically enabled goods and series, whereas 
others are increasingly excluded.

3.5.4  Labor, Use of Low Cost, and/or Artificial 
Intelligence

If our illustrations so far have hinted at how the adoption of technology 
by organizations may be dehumanizing, this is most obviously seen in 
aspects of labor. We might first consider the use of technology to extend 
the working day and workspace of employees. Various reports show how 
the use of smartphone, tablet, and laptop technologies results in employ-
ees adopting 24/7 work practices, answering work emails in the eve-
ning, weekends, and whilst on holiday because technology makes them 
always available. The technology allows flexibility to contact employees, 
but is it responsible for organizations to do so outside normal working 
hours? Technology may also be used to monitor employees in various 
ways including electronic surveillance of daily activity and productivity 
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(Ball 2010). With new wearable technology, the possibilities to govern 
all aspects of employees’ lives for the “good” of the company are increas-
ingly making the need to consider which approaches are responsible or 
otherwise even more pressing.

Alternatively, the Internet has allowed various forms of casualization 
of labor (Uber, Air B&B, Yodel), celebrated under various ideas such 
as access-based consumption, the “sharing economy,” or crowdsourcing 
(Belk 2014), with new services often described as in opposition to the 
established businesses which are now accused of merely protecting their 
own businesses models in order to maintain unreasonable profits. Yet 
these new businesses deny their employees many of the usual employ-
ment rights (as well as evading much legislation, e.g. on access, see above). 
At the worst, we might consider the responsibilities relating to the use of 
services like Amazon’s Mechanical Turk where labor may be purchased 
globally in units of a few cents with no commitment to “employees” 
whatsoever beyond this, driving down labor costs to the global minimum 
and allowing corporations to avoid almost all the costs associated with 
employment (an office, holiday pay, sick leave, and pensions, e.g. see 
Scholz 2012).

Finally, technology can replace the human labor force altogether and 
indeed has been doing so for some time (Weidel 2015). Now though 
it is not just manufacturing that is automated (leaving us with growth 
only in service jobs), but even customer services and sales are subject 
to cost-saving replacements of humans with machines and software. For 
example, self-service tills at supermarkets and other shops, touch screen 
information and ordering points, and automated online and telephone 
enquiry systems relying on ever-more sophisticated artificial intelligence. 
In many cases, the result is not just the removal of jobs, but also a denial 
of what is now apparently intolerably inefficient human contact. Indeed, 
even with computer-assisted consumer services the employee is encour-
aged to minimize time spent “idly” chatting to a customer. The market 
place is becoming too efficiency driven to be a place where employees and 
customers should “waste time” talking to each other.

Once more then, the classical CSR model might simply note how the 
move to technologically governed, or even artificial labor is no more that 
the move to exploit new forms of profit maximization. The stakeholder 
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model on the other hand asks that the rights of employees and customers 
are balanced against such efficiency. And the society model demands that 
we consider what sort of society trades human contact, jobs, and working 
conditions for cost-saving technologies. For example, do we want a soci-
ety where marketplace interactions are void of human contact altogether 
and more of our time is spent interacting only with technology?

 Conclusion

Although it is difficult to settle on coherent themes within these new 
responsibilities in the digital economy (hence that broad classification), 
there are aspects that can be identified as underlying features of the digi-
tal economy that lead to new areas of responsibility. Specifically, digital 
technology allows for a blurring of boundaries: for example, between 
employees and consumers in the case of co-constructed value, through 
user-generated content or crowdsourcing; between commodities and ser-
vices in the case of digital consumption objects; and between content and 
advertising in the case of promotion via social media and celebrity blog-
gers. Such de-differentiation often renders established legal structures less 
meaningful. Indeed at times it is as if this is the very purpose of techno-
logical developments. In such circumstances, there is a pressing need to 
define what constitutes responsible business practice.

Under a classical model of CSR, the result is the celebration of new 
forms of profit, and to a large degree, this is exactly what we see in the busi-
ness literature and popular press. In this sense, the corporate appropriation 
of new technology is ethically naïve, lagging behind thinking in terms of 
social responsibility. Transformation in practice must also raise questions of 
what is reasonable, ethical, or responsible when it comes to all stakeholders. 
Disruptive technology is often seen only in how it may enhance business 
practice and/or lead to new sources of profit, but under the stakeholder 
model of CSR, we might argue for the need to also consider the appro-
priate accompanying responsibilities at the very least. Yet even more than 
this, the ambitious normative move to a societal model of CSR asks us to 
consider how changes in technology can contribute to a better society. For 
example, if the distribution of media is now almost free, why would tech-
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nological efforts go into Digital Rights Management, licensing, and own-
ership models that are actually more tenuous and less generous than with 
older technologies? Technology allows almost everyone to access almost all 
content for almost free, but this is not good for the content business.

Far from seeing corporations accept, explore, and establish new areas 
for responsibility, what we actually see are attempts to distribute respon-
sibility to other actors: the sellers on eBay, the uploaders on YouTube 
and the various prosumers of the sharing economy (Uber, Air B&B). 
Elsewhere, the distribution of agency is toward the code and algorithms 
themselves, now acting as law (see Lessig “code as law”) but without 
coded moral compasses. For example, did the cheat code in Volkswagen’s 
engine management systems know it was cheating? Does an online 
account termination know that it has prevented access to important dig-
ital possessions? Where a non-human monitors and manages processes 
ethics may all too easily be evaded as outside the process.

We might question why are these things not already CSR issues, given 
that they are reported in popular and specialist media and that there 
is academic work, often outside “business ethics” that already reports 
the ethical concerns? Finally, we therefore call for further research that 
recognizes which issues have the greatest range of impacts, for example, 
where an issue impacts multiple stakeholders, with potentially conflict-
ing interests, dealing with the issue may require more complex manage-
ment. Doing this may identify the potential for new CSR initiatives 
as well as potential problems. The opportunities as well as the negative 
consequences are missed if the connection between CSR and technology 
is reduced to communicating CSR reports and activity as it currently 
is. Again, our conclusion is that there needs to be much more dialogue 
between those critical of the negative consequences of new technologies 
and those researching CSR.
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A New Paradigm: How Social 

Movements Shape Corporate Social 
Responsibility After the Financial Crisis

Camelia Crisan and Ana Adi

4.1  Introduction

The impact of the 2007–2008 financial crisis goes beyond currency and 
economic effects into bringing wider international, societal changes. 
Among these is a call to redefine the role and responsibility of businesses, 
organizations and institutions, this being generally expressed through 
the rise in street protests, civic collective actions and social movements 
(Occupy from the USA, Indignados from Spain and Uniti Salvam! from 
Romania). This also brings a new focus on corporate social  responsibility 
(CSR) and questions of whether the new post-financial crisis climate 
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should see the field redefined; not an easy task considering that even 
before the crisis, both academic literature and practice did not provide a 
single definition.

Although most scholars outline the relationship between business and 
society through CSR, CSR is explained in various terms, depending on the 
area of science authors are coming from: corporate social performance—CSP, 
reflecting a managerial perspective, focuses on economic and public respon-
sibilities and social responsiveness (Carroll 1999; Sethi 1979; Wartick and 
Cochran 1985, Gond and Crane 2010). Also from a managerial perspective 
is Berthoin-Antal and Sobczak’s (2014) proposal of renaming CSR as Global 
Responsibility (GR) and their associated multilevel model which “enables 
an analysis of the way culture influences how responsibilities are defined and 
distributed in a culture at a given point in time, and how organizations learn 
to address new responsibilities in new ways when the context changes. The 
model starts at the organizational level and zooms in on the individual level 
as well as outward to the local, national, and international levels”.

Other perspectives include Corporate Sustainability (CSu) (Hopkins 
2007), reflecting an environmental perspective; corporate citizenship 
(CC) (Crane et al. 2008), which addresses CSR from a political science 
perspective; and, more recently, 3C-SR (“ethical and social commitments; 
connections with partners in the value network; and consistency of behav-
ior over time to build trust” (Meehan et al. 2006, p. 392)) proposed by 
Meehan, Meehan and Richards from a consumer/marketing perspective.

CSR has also been defined as an evolutionary concept by Frederick 
(2006) CSR1, CSR2, CSR3 and CSR4 and Visser (2008) CSR 1.0 and CSR 
2.0 as well as a multi-stages learning organization until reaching the civic 
corporation status by Zadek (2007). The criterion for the concept evolution 
has been linked both with society’s economic and technological develop-
ment as well as organizational learning as a response to societal problems.

Metaphors and visual representations have also been used to picture 
CSR. For instance, Caroll (1979 cited in Carroll and Buchholtz 2006) 
depicts it as a pyramid; Elkington (1994/2007) and Porritt (2007) see it at 
the crossroads of the triple bottom line economic–social–environmental, 
McDonough and Braungart (2002) portray it as a relationship between 
man and environment exploitation from cradle to cradle, while Hawken 
et al. (1999) describe it as a human activity but not at the expense of the 
social structure of the natural world.

64 C. Crisan and A. Adi



Definitions of CSR prior to the financial crisis were thus focusing on 
the extent to which CSR regulated or described the relationship between 
business and society (the normative versus descriptive approach), but also 
the extent of the specific difference in defining the terms social and the 
responsibility. This chapter aims to explain why understanding both of 
these is important nowadays, in the post-crisis climate.

In order to understand a complex concept such as CSR, one should 
consider the genus proxim and the specific difference. We believe that the 
core of the CSR definition is the relationship of responsibility between 
the business and the society. The specific difference, the one related to 
the extent to which we view both these terms—social and responsibil-
ity—has shaped and continues to shape the way in which CSR has been 
both defined and theorized about. If we consider these notions on a con-
tinuum, we will set one view at the beginning point of an axis (the mini-
mum amount of responsibility toward the minimum amount of people), 
and at the other end of the axis, we will have the maximum responsibility 
(toward the largest amount of people). In order to do so, the two most 
contrasting points of view related to the social responsibility of corpora-
tions need to be considered: Milton Friedman’s ([1970]2007) (continued 
by David Henderson (2001)) and Noam Chomsky’s (2010, 2011, 2012). 
These two views will be each, at the beginning, respectively at the end of 
an axis, with several shades between them; and their description will be 
elaborated upon in the following section.

4.2  Responsibility at the Minimum Social 
Level

In his famous article published in The New  York Times, Friedman 
([1970]2007) questions, if existing, what are the responsibilities of a com-
pany: “The social responsibility of a business is to increase its profits.” In 
his view only people can have responsibilities. If a corporation can be con-
sidered to be an artificial person (a nexus of contracts), then, as a conse-
quence, it would have only artificial responsibilities. One cannot say about 
the business environment, taken as a whole, that it has a responsibility, not 
even in the vaguest of senses. In Friedman’s view, in order to clarify the 
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doctrine of business’s social responsibility, one must first query what this 
responsibility entails and who should bare it; in other words, who are the 
individuals who should be responsible in a business relationship: the own-
ers, the shareholders or the managers? Based on free market philosophy, at 
whose core lies private property, a manager is the employee of the business’ 
owners. The manager thus has clear and strict legal responsibilities toward 
those who hired them. These responsibilities are connected to running the 
business according to the owners’ wishes; such wishes are, in general, to 
make as much money as possible while they are complying with the basic 
rules of society, as codified by law and ethical principles. In Friedman’s 
view, thus, the managerial responsibility is toward the owners or share-
holders—whatever the area of the corporate activity is. Managers may be 
inclined toward charity or volunteering, and as long as these are being done 
in their spare time and with their own money, Friedman argues that they 
are exercising a social responsibility. However, it is an individual one, not 
a corporate one. Should the manager assume a social responsibility from 
her/his position as an employee, it means that s/he could end up acting in 
a manner that may not be in the interest of their employer. For instance, 
due to social responsibility, a manager may decide not to raise the price in 
order to contribute to a social objective of preventing inflation, even if rais-
ing the price would be in the interest of the corporation. Alternatively, they 
may spend money on reducing pollution beyond the legal requirements in 
place or beyond what is needed to protect the company’s interests, or they 
may hire long-term unemployed people instead of other, better qualified 
candidates, aiming thus to contribute to unemployment reduction. In all 
the above cases, the manager would spend the money of someone else, 
concludes Friedman ([1970]2007), for a general social interest. Should the 
manager’s actions of social responsibility reduce profits for shareholders, the 
manager is spending their money. If the manager’s actions of social respon-
sibility increase the prices clients would normally pay for their items, then 
they are spending their clients’ money; if the manager’s actions contribute 
to decreasing the salaries of employees, they are spending their employees’ 
money. In Friedman’s ([1970]2007) view, each of these categories—share-
holders, employees and consumers—can decide for themselves what to 
do with the money and on which social cause they would want it spent. 
However, should the manager decide to spend money on certain social 
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responsibility actions they would be acting as a tax office (taxing the profits 
of shareholders). Imposing taxes is an activity incumbent to the national 
states, not to managers. The managers would play the roles of parliament, 
government and legal system—they may decide whom to tax, how much 
to tax and for what activity to spend money. When this happens, the man-
ager is not an agent of his employer but a government servant spending 
private money for social purposes, while claiming to serve private interests. 
The idea of a social responsibility for the business, Friedman argues, is 
against the very nature of the free economy ([1962]2002).

Henderson (2001, p. 6) shares Friedman’s view, arguing that CSR is 
nothing but a subversive doctrine “promoting the global salvationism”. 
This, he argues, has been triggered by the development of the stakehold-
ers’ theories, globalization and its effects—sometimes real, sometimes just 
assumed—the increase of the power for the non-profit organizations and 
the way in which the misbehavior of some companies has been presented 
in the media. All these pressures and factors have pushed corporations to 
react: some in a defensive and business-focused manner, and others in a 
positive manner, focused on their effects on the larger business environ-
ment. However, the purpose of these actions has only been a captatio 
benevolentiae in order to protect the business.

New procedures and new forms of corporate governance are being put 
in place by legislation and thus the statute of the shareholders is diminished 
in importance. CSR regulates behaviors: compensation and benefits for 
employees, philanthropy, cause-related marketing and public relations. 
“Taking CSR seriously may lead to substantial changes for the interested 
parties, while the consequences raise many concerns for the business 
environment (Henderson 2001, p. 28).” In practical terms, CSR cannot 
be put into action because, as Friedman argues, managers do not have the 
mandate to decide if and how much can a company’s individual actions in 
the free market contribute to the common good, including the particular 
actions of commercial companies guided by making profit. The same 
argument is presented by Sternberg (1999, p. 35) who believes the term 
social responsibility is wrongly used especially when speaking of non- 
specific responsibilities that companies should assume in relation with 
society. In her view, social responsibility is part of larger responsibilities 
that companies assume for the effects and consequences of their busi-
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ness impact; however, this cannot be demanded as a social responsibility 
per se, as the companies’ sole duty is to reach the objectives for which 
they have been created and nothing more (Sternberg 1999, p. 36). We 
too believe that corporations are not persons and hence do not display 
any intrinsic moral values. The person who is temporarily leading the 
company operations, whether an agent or a manager, although uses as a 
steward her/his better judgment, cannot make choices that are not within 
the mandate the shareholders entrusted them (Crisan 2013).

In Capitalism and freedom, Friedman ([1962]2002, pp. 216–217) also 
suggests that when it comes to issues concerning society such as pollution 
for instance, the companies are a mere intermediary, a means of coordi-
nating people’s behavior in their capacity as consumers and producers. 
For example, if people want electricity, they must be prepared to pay for 
it and for the smoke produced as part of burning the fuel to produce it. 
The consumers are therefore the guilty party, due to their demand for 
such goods and services and hence consumers must be prepared to pay 
both the direct and the indirect costs, should they want that the electric-
ity production process to pollute the environment as little as possible. 
Friedman’s view, and those of his supporters for that matter, represents 
the minimum of what one could consider CSR. In this case, the social 
dimension of CSR comprises both shareholders and consumers, while 
the responsibility is solely owed solely to the former.

To conclude, Friedman bases his arguments for the minimal corporate 
responsibility toward society on the concept of property and connected 
rights or, what Mitchell calls (1986, p. 200), the shareholder prima facie 
theory. In this case, ownership is the only legitimate basis for responsibil-
ity, and this responsibility is solely related with the corporations’ objec-
tives and purposes as set and stated by its shareholders.

4.3  Responsibility Toward Some 
Stakeholders

Zenisek (1979) and Fitch (1976) present other views on social respon-
sibility, their approaches being more nuanced then Friedman’s and thus 
further away on our proposed continuum. The latter suggests that to 
reach a minimum level of social responsibility, corporations would accept 
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utilitarian principles as a basis for judging their current and ideal business 
circumstances and would thus consider their social responsibility within 
this framework. A corporation has the responsibility to avoid the costs 
imposed by their vicinity, be they organizations or individuals. Equally, as 
a means to stimulate their activities, corporations can exercise their social 
responsibility in addressing the social problems they create or come across 
while pursuing their profit making. Fitch (1976) notes however that it is 
possible that governments would impose laws on corporations when they 
do not voluntarily accept some responsibilities. In other words, it is better 
for organizations to voluntarily assume a series of responsibilities to avoid 
any government-imposed regulations, even if these responsibilities are a 
result of social pressures.

Stakeholder theories are the next step on our proposed continuum. 
They pinpoint an increased differentiation and clarification of both social 
and responsibility terms. Unlike the previous views, stakeholder theories 
propose a new focus of the corporations’ raison d’être: that to create wel-
fare rather than make profit for their shareholders. Companies would not 
exist unless they satisfy human needs for which people would pay. Thus, 
individuals and groups who contribute, intentionally or not, to the pro-
cess of welfare creation are stakeholders; their contribution may include 
real inputs (like work or innovation) supporting additional costs, assum-
ing risks and being in the position of incurring losses resulting from com-
pany operations. This means that they have something at stake and that 
they also take risks; it also means that their benefits may be smaller or the 
consequences of the anticipated dangers higher than assumed (Preston 
2001). Freeman et al. (2007, p. 6) define these stakeholders as any group 
or individual which may affect or can be affected by the corporation in 
reaching its purpose. Philips (2003) believes that the stakeholders are 
the groups from which the organization has accepted voluntarily ben-
efits and, as a result, has moral obligations toward them. Building on the 
arguments of Preston (2001), Philips relates to the common risk taking 
and, in return, the common sharing of benefits produced by the cor-
poration. The shareholders exercise ownership only on the residual cash 
flow which the corporation produces. They do not own per se the build-
ing or the chairs or the cars of a corporation. The ownership of shares 
does not imply ownership of any of the physical corporation more than 
it involves the ownership of any other financial tool connected to the 
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corporation (a loan). The corporation is an independent entity whose 
owner is nobody. In fact, as Post et al. (2002) indicate, the rights of the 
shareholders nowadays only consist in receiving fractionate distributions 
from the income that corporations are producing (if the company direc-
tors wish it so) and to sell the symbol (token) of ownership to someone 
else. Thus, if a corporation or another organization is capable of having 
legal obligations, then it should also be capable of having moral obliga-
tions. Fairness is such a moral responsibility: accepting the benefits of a 
mutual advantageous cooperation relationship, the corporation has also 
obligations toward those who contribute to its activity. Some obligations 
are legally binding, while others are not. From this perspective, Philips 
(2003) argues, shareholders are significant contributors, so the corpora-
tions’ obligations toward them are also significant; when organizations 
are well managed, this is usually seen in the corporations’ payment of 
profit shares. The obligations toward other stakeholders are also fairness 
based, which provides managers with a legitimate argument in favor of 
appointing organizational representatives to insure the stakeholders’ wel-
fare (Philips 2003, p. 156).

Clarke ([1998]2004) and Blair [1995]2004) use similar arguments, 
when discussing workers’ rights and their participation in the decision- 
making processes of the company. Considering corporate governance 
processes, they argue that diminishing the shareholders’ role in managing 
the business would lead to a higher recognition of the professional man-
agers’ role as well as to a higher contribution of other stakeholder groups 
to managing the business. Their main argument in favor of increasing 
the social responsibility of corporations is connected with the diminish-
ing of risks, and as a result, with a reduction of the effects resulting from 
property rights. They support the idea that, although the stakeholders 
may not own shares, they are entitled to formulate expectations of higher 
social responsibilities from corporations in the sense that their interests 
are listened to and accounted for. From this perspective, shareholders 
have a statute of Primus inter pares, but a pare—an equal to the others 
nonetheless (Crisan 2013). The responsibility of the corporation should 
therefore be directed only to those who have a stake in it and not to soci-
ety as a whole. This, in our view, marks the middle position on our CSR 
definitions continuum.
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4.4  Responsibility Toward All Stakeholders

Two developments of the stakeholder theories are also on our proposed 
continuum: the refined stakeholder model of Yves Fassin (2009) and the 
social license to operate model of Boutilier and Thomson (2011). They 
both expand Freeman’s (1984) initial model and show how by using 
them, organizations can legitimize their operations, social capital as well 
as avoid financial losses. The two models are both instrumental, and they 
promote a larger extent of the social toward whom the business is respon-
sible when doing its operations.

In order to identify stakeholders and practice a more efficient manage-
ment, Fassin (2009) proposes undertaking a strategic analysis focused on 
legitimacy of the claims advanced, influence/dominance and responsibil-
ity. This would lead to identifying real stakeholders which, like in the clas-
sical approach, have real stakes in the company, pressure groups which 
protect and oversee the interests of the real stakeholders (stake-watch-
ers) and regulators, who do not have direct stakes, but can impose laws 
and external controls (stake-keepers). All groups influence one another, 
depend on each other and are each other’s stakeholders: for each real 
stakeholder group, there is a pressure group and a corresponding stake-
watcher (associated stakeholder), and for each stake-watcher, there is a 
specific stake- keeper. For instance, employees (real stakeholders) have 
the unions as stake-watcher and the government as stake-keeper. Fassin’s 
model (2009) marks the transition of the definitions of social toward the 
end of our proposed axis (society as a whole), because he introduces civil 
society and the communities in a separate group of associated stakehold-
ers (predominantly in the stake-watcher category). Mass media, along 
with government, is classified as a distinctive stake-keeper and not as 
a stake-watcher (Fassin 2009, p.  123) because of its power to require 
corporations to engage in socially responsible behaviors. However, 
sometimes media has not been the stakeholder pressing corporations 
to be responsible for the larger societal issues, on the contrary—it has 
served the needs of neoliberal institutions. As Herman and Chomsky 
([1988]2002, p. 8) put it:
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The greater profitability of the media in a deregulated environment … has 
forced the managements of the media giants to incur greater debt and to 
focus even more aggressively and unequivocally on profitability, in order to 
placate owners and reduce the attractiveness of their properties to outsid-
ers. They have lost some of their limited autonomy to bankers, institutional 
investors, and large individual investors whom they have had to solicit as 
potential ‘white knights’.

In terms of the social license, the model for engaging stakeholders has been 
developed as a bottom-up effort, taking into account the mining industry 
and the challenges it faces when working with local communities. However, 
as Romania’s Rosia Montana Gold Corporation case has shown (Bortun 
and Crisan 2012), the bigger the organization and its impact, the more 
stakeholders are needed to give the organization its social license to operate, 
based both inside the area affected and outside of it, including outside the 
country. On our proposed continuum, this approach is further up the axis 
related to expanding the specific difference of CSR, where social refers here 
to the whole territory of a state and sometimes spans to include interested 
groups from outside its territory and where the responsibility demanded 
from the corporations is oriented toward all the people who feel they have 
a stake, even a minor one, in the activities of a certain corporation.

4.5  Responsibility Toward Society as a Whole

At the end of our continuum is the maximum social group toward which 
the corporations must have a responsibility: society as a whole, includ-
ing the not yet born generations. Using the concept of externalities as 
a basis, Noam Chomsky (2010) argues that any corporation should be 
held accountable even by people who do not have any stakes in it, be they 
direct or indirect. Chomsky argues that the free market is full of imper-
fections and is inefficient:

Transactions do not take into account the effect on others who are not 
party of them. These so-called externalities can be huge. That is particularly 
so in the case of financial institutions. Their tasks is to take risks, and if well 
managed, to ensure that the potential losses to themselves will be covered. 
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To themselves. Under capitalist rules, it is not their business to consider 
their cost to others. Risk is underpriced, because systemic risk is not priced 
in the decisions … The pressure is to ignore the impact on others on under-
taking transactions, if one wants to stay in the game. In this case, the exter-
nalities happen to be the fate of the species, but the logic is the same. 
(Chomsky 2010, pp. 107–112)

As externalities of business transactions are simply passed on to soci-
ety—be it the collapse of international financial systems, the laying off 
of thousands of workers, decreasing the quality of life for children whose 
parents have an imbalanced work–life relations—everyone belonging to 
human race will end up paying for these externalities sooner or later. 
Among these, the most dramatic externalities are the planet’s resource 
depletion and climate change. For this reason, the social area of CSR 
extends beyond the living populations and on to the yet unborn genera-
tions (Jonas 1985). Chomsky’s argument too is that the responsibility of 
corporations should be toward society as whole, including its yet unborn 
generations.

This responsibility is denying even the shareholders’ right of prima 
facie when they aim at having short-term gains to the expense of impov-
erishing others. Chomsky is thus arguing for a complete restructuring of 
capitalism, and the renunciation of the neoliberal market fundamental-
ism. The fact that such externalities are not a subject for public debate is 
owed to the fact that both the economic and political powers of corpo-
rations have increased, while the ideology of the supremacy of the free 
markets is triumphant in the public debate. As Chomsky (2012) puts it, 
this ideologic win has meant new taxes and fiscal policies, liberalization 
and rules of corporate governance which correlate huge bonuses for man-
agers aiming at short-term profits. The wealth accumulated by the rich 
has led to a greater political power and a vicious circle where 1 percent of 
the population gets more money, while for the rest of the population, the 
income has stagnated. In a public speech from 2011, Chomsky is urging 
people to Occupy the Future! Looking at the financial crisis and quoting 
from a brochure published by Citigroup in 2005, he is unveiling a situ-
ation where the society is divided by big corporations into plutonomy 
and the rest.
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“The U.S., U.K. and Canada are the key plutonomies—economies 
powered by the wealthy. As for the non-rich, they’re sometimes called 
the precariat—people who live a precarious existence at the periphery 
of society. The “periphery,” however, has become a substantial propor-
tion of the population in the U.S. and elsewhere. So we have the plu-
tonomy and the precariat: the 1 percent and the 99 percent, as Occupy 
sees it—not literal numbers, but the right picture. The historic reversal 
in people’s confidence about the future is a reflection of tendencies that 
could become irreversible. The Occupy protests are the first major popu-
lar reaction that could change the dynamic” (Chomsky 2011, https://
chomsky.info/20111101/).

In the light of the above, what we are proposing is a new paradigm, 
where business becomes responsible to the whole society and not as a 
voluntary act, but as an obligation.

Our own definition of CSR is taking into account Chomsky’s (2010, 
2011, 2012) views, Fassin’s (2009) tools derived from the refined stake-
holder management and Boutilier and Thomson’s (2011) social license.

Overall, CSR is referring to the relationship between business and society 
as a whole from the perspective of sustainable development and care for 
future generations. In particular, CSR refers to the way an organization is 
managed, where the decision-makers (shareholders, managers, board mem-
bers) obligatory take it upon themselves to consider, in an equitable man-
ner, in their profit making endeavors the interests of all parties and 
stakeholder that their activity is affecting. (Crisan 2013, p. 55)

4.6  CSR Paradigms: Friedman and Chomsky

There are fundamental differences between the CSRs proposed by 
Friedman and those proposed by Chomsky. As their proposed arguments 
may not find support among their opponents, we argue that the two 
represent two opposing paradigms. While Friedman’s paradigm puts at 
its center the sacrality of the shareholders’ ownership right and exclusivity 
over the connected rights resulting from business operations, Chomsky’s 
paradigm sits on the premise that shareholders are not entitled to profits 
and connected rights from business exploitation if they harm the envi-
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ronment and society. In Friedman’s paradigm case, the responsibility 
of the manager is directed inwards (to the shareholders), while in the 
Chomsky’s paradigm, it is directed outwards (to society as a whole). Last 
but not least, Friedman’s paradigm considers that indirect costs associated 
with corporate responsibilities should be incurred by society while the 
corporate profits should remain untouched, while Chomsky’s paradigm 
supports the view that companies should decrease profits and incur both 
the costs and risks of their undertakings, by covering the potential exter-
nalities they put on society (Crisan 2013).

Friedman’s paradigm is rooted in the economic theory of the firm, while 
Chomsky’s paradigm is rooted in equity on wealth distribution, power of 
social movements, sociology and anthropology. These two paradigms are 
in total opposition to one another, so it is no surprise that the arguments 
in favor of one are the ones used to dismiss the other (Kuhn 1962/2008). 
These paradigms imply incompatible presuppositions related to the basic 
concepts of the area they study (CSR), they engage different criteria of 
delineation for “real” problems and “legitimate” solutions; equally, the 
observations made by researchers about the same reality yet through 
either of these paradigmatic lenses are non-comparable. Whether these 
two paradigms will converge in the future is difficult to predict. Unless 
the fundamentals of the capitalist system will change and new corporate 
governance systems for multinational companies will emerge, the two 
paradigms will remain incompatible (Crisan 2013).

4.7  Social Movements Paving the Way 
to a Paradigm Change

Interestingly, both Friedman’s and Chomsky’s paradigms were formulated 
around the same time: Chomsky’s paradigm started, in our view, with the 
movement initiated by Rachel Carson’s essay, The Silent Spring (1962) 
and the Friedman’s with his New York Times essay ([1970]2007). We 
argue that both paradigms have been shaped by the social movements of 
their times, which exercised pressure on corporations and governments; 
the 1970s have equally played an important role in the shaping and fur-
ther development of both paradigms.
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Friedman and Friedman (1980) for instance argued that there is no 
inconsistency between the free market and helping the vulnerable ones:

There is all the difference in the world, however, between two kinds of 
assistance through government that seem superficially similar: first, 90 per-
cent of us agreeing to impose taxes on ourselves in order to help the bottom 
10 percent, and second, 80 percent voting to impose taxes on the top 10 
percent to help the bottom 10 percent. … The first may be wise or unwise, 
an effective or an ineffective way to help the disadvantaged—but it is con-
sistent with belief in both equality of opportunity and liberty. The second 
seeks equality of outcome and is entirely antithetical to liberty. (Friedman 
and Friedman 1980, p. 140)

It is around the same time that the cultural creative sub-culture emerged, 
agglutinating views from consciousness, anti-racial, emancipation and 
feminist movements in the USA (Ray and Anderson 2000, p.  128). 
Based on anti-system attitudes and the motivational crisis, the cultural 
creatives moved away from class antagonism to defining themselves as 
equally capitalists and workers. They manifested interest in corporations 
targeting profits alone by exploiting poor countries, engaging in extensive 
layoffs and polluting (Ray and Anderson 2000, pp. 175–192). It is there-
fore no wonder that some of the new top politicians in Northern Europe 
and the USA, like Jeremy Corbyn, the new leader of the Labour Party,1 
would espouse a new theory about the relationship between corpora-
tions, state and society as his values were crafted in the laboratories of the 
cultural movements of the 1980s.

The massive deregulation of the 1970s, started during the Reagan 
administration (Bonner and Wiggin 2009; Reich 2007, Chomsky 2012), 
based on the economic theories of the Chicago School of Economics 
(George Stigler, a Nobel Prize winner in Economics and a leader of the 
Chicago School of Economics alongside Milton Friedman being the 
major advocate for de-regularization (Stigler and Friedland 1962)), had 
major effects, leading among others to the concentration of assets in 
the hands of a few super-rich and the growing number of impoverished 

1 “The big question is how to get some of the wealthiest individuals and biggest corporations to pay 
anything like their fair share” (Corbyn 2015).
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populations. This continues to have effects up until today, in the USA 
for instance “16,000 Americans hold as much wealth as 80 percent of 
the nation’s population—some 256,000,000 people—and as much as 75 
percent of the entire world’s population. The combined wealth of these 
16,000 people is more than $9 trillion” (as democratic nominee candi-
date Bernie Sanders cited Saez and Zucman 2014).

What we have witnessed in the last three decades was a slow but strong 
transformation of the citizen into a consumer, as Edwards (2008), Reich 
(2007) and Bonner and Wiggin (2009) indicate. People are faced with 
rewards such as lower prices if they consume more. However, as civil soci-
ety members some of them lose jobs as big chains of supermarkets move 
in, others see the depletion of local resources, while others see how their 
jobs are being moved to countries with less regulations. This, in turn, 
leads to higher activism whether organized through non-governmental 
organizations or the emergence of social movements. The latter can turn 
into political movements. Schrempf-Stirling and Palazzo (2016) have 
documented how since the new millennium, due to social pressure, the 
CSR of companies has changed its scope, depth and management prac-
tices. Thus, previous discussions about worker rights have shifted toward 
human rights, the NGOs from different area of business work with each 
other to expand the supplier base verification toward what the authors 
call a full producer upstream CSR.

In the same book, Freedom to Choose, Friedman and Friedman (1980, 
p. 145) argue that

When the law interferes with people’s pursuit of their own values, they will 
try to find a way around. They will evade the law, they will break the law, 
or they will leave the country. Few of us believe in a moral code that justi-
fies forcing people to give up much of what they produce to finance pay-
ments to persons they do not know for purposes they may not approve of. 
When the law contradicts what most people regard as moral and proper, 
they will break the law—whether the law is enacted in the name of a noble 
ideal such as equality or in the naked interest of one group at the expense 
of another. Only fear of punishment, not a sense of justice and morality, 
will lead people to obey the law.
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Considering the “moral dispense” that the economic theories give busi-
nesses as part of Friedman’s paradigm, it facilitates the understanding of 
some corporate misbehaviors recorded in the last decade—from Enron 
(Sison, [2003]2007) to the financial crises from 2007 with “predatory 
lending, … opportunistic behavior … acting based on the view that they 
(bankers) must maximize their own return … they see the real economy as 
their money supplier” (Spitzek et al. 2012, kindle edition, pp. 463–505) 
and the newly discovered Panama Papers, which show how big multi-
national companies have eluded tax regulations, set up ghost companies 
in fiscal paradises and refused thus to contribute a fair share to the well- 
being of their societies:

In 2005, for instance, the European Union implemented a new law called 
the European Savings Directive, which required banks to withhold taxes 
on accounts of customers living in European countries. But the savings 
directive covered only individuals, not corporations. The files show this 
loophole was seized upon by the banks, which began marketing products 
that transferred assets from individuals to offshore corporations for tax- 
reporting purposes. (Chittum et al. 2016)

All these facts are a clear illustration of the classical economic paradigm; 
this could make Milton Friedman one the ideological gurus and promot-
ers of the current law breaches, should one not be inclined to pay taxes 
and contribute to society for purposes they do not approve.

In terms of Chomsky’s paradigm, a study undertaken by de Graaf and 
Stoelhorst (2009) shows how the Triodos Bank from the Netherlands 
has not been affected by the financial crisis because it has responsibly 
not invested “in structured products, or complex financial constructions 
based on derivatives” (de Graaf and Stoelhorst 2009, p. 306), but was 
leading its business based on sound moral principles, using a CSR in 
action and a governance structure and procedures which were includ-
ing all the values embedded in the bank’s initial mission. It is hard to 
predict if this free rider strategy of the Triodos Bank will be followed by 
a large number of financial institution; however, if this should happen, 
it will certainly lead to a major and considerable change in the banking 
system.
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4.8  Friedman versus Chomsky—Convergence 
or Conversion

We are inclined to conclude that the shift from Friedman’s paradigm to 
Chomsky’s is harder to be done than expected. It may be overcome only 
by the fear of punishment. A new paradigm of CSR will need not only 
tougher regulations, but also a new relationship between the political 
establishment, society and corporate environment. As long as the legal 
requirements and legislation for financing election campaigns favor big 
capital instead of simple citizens, the only option remains to change the 
political class and transform the current social movements into strong 
political ones; Syriza in Greece, Podemos in Spain and Occupy in the 
USA and elsewhere are showing some success in getting people mobi-
lized. If they are strong enough, our conviction is that they will be capa-
ble to change the agenda and bring the priorities from the grassroots 
level to the mainstream political agenda. For that purpose, the national 
Occupy—type movements will need to win sufficient power in a large 
number of states so they transform the whole system of globalized rela-
tions. That will set the path to a new relationship between business and 
society and the premise for applying it within Chomsky’s paradigm.
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An Ontologically Innovative Design 
of CSR Strategies: Enabling Value 

Added Institutional Collaborations

Fragkoulis Akis Papagiannis

5.1  Introduction

The impact of CSR has become a prominent issue for many corporations 
in this post-financial crisis era. There is a growing trend for the corporate 
world to recognise the role of social responsibility and business ethics in 
their business strategies in order to provide a leading and innovative scope 
to their competitive advantage (Spence et al. 2003; Kusyk and Lozano 
2007). According to Crane et al. (2013), CSR forms a critical strategic 
parameter, including specific characteristics which are common to most 
of its definitions and studies. These characteristics assume that CSR (1) 
is focused on both micro and macro corporate organisational levels for 
product or service innovation and development; (2) is  strategically ori-
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ented to multiple domestic and international stakeholders focusing on 
collaborating activities; (3) needs to ethically align diverse social (envi-
ronmental) economic (abbreviated as socio-economic) responsibilities in 
sustainable managerial decision making; (4) must be embedded to add 
value to corporate strategy and (5) is beyond philanthropy, focusing on 
corporate strategic aim and objectives. CSR has gained momentum pri-
marily among multinational corporations (MNCs).

MNCs use the CSR values as a competitive advantage for their strat-
egies (Porter and Kramer 2011; Kusyk and Lozano 2007; Porter and 
Kramer 2006; Spence et al. 2004). Contemporary research is focused on 
MNCs due to their formal processes and activities, financial budgeting 
and compliance with corporate governance practices among the inter-
relating stakeholders (Grayson 2004). Thus, the conceptualisation of an 
ethically sustainable and value added CSR is presented to stimulate its 
major stakeholders towards the formation of a novel and holistic MNC 
strategic design. This novel strategic design reveals its potential, firstly 
by creating social and economic value for the MNCs at environmental 
level, and secondly by improving the managerial and employee morale, 
green economic sustainability and customer and local community rela-
tions. So, the question is: Could CSR become a critical parameter to 
a MNC strategic business framework, enabling dynamic institutional 
collaborations? Could MNCs capture a successful CSR value added 
strategy without a robust conceptual design to address fierce market 
competition?

This chapter introduces an ontological institutional design providing 
fertile ground for innovative and successful CSR-related collaborations. 
Empowered by enterprise ontology (Dietz et al. 2013), it eliminates triv-
ial CSR practices, arising from the lack of strategies or strategic generali-
ties. It catalytically unfolds the strategic competitive advantage and the 
added value of the CSR. It aims to reveal a CSR model that dynamically 
integrates with the primary business CSFs adding value to all collaborat-
ing stakeholders. The use of ontology enables Institutional Arbitrage (IA) 
by crossing national and socio-cultural boundaries, allowing MNCs to 
use knowledge from network partners in foreign countries (Marcus and 
Anderson 2006). Thus, it could lead MNCs to deliver innovative prod-
ucts and services to the market. It unfolds the CSR qualities, unifying 
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them cohesively at all organisational levels leading to a holistic  perspective 
of diverse corporate strategies. Finally, in an era of post financial crisis, 
such dynamic social and economic designs address further the needs of 
the local communities, government stakeholders and business partners 
(Palazzo and Richter 2005).

5.2  The Background of the Problem

A systematic empirical review over the last three decades of social respon-
sible activities and performance provides evidence of critical links between 
CSR and specific value added strategies. On the one hand, there is no 
conclusive evidence indicating how CSR is forming a critical parameter 
for corporate strategic performance, in a financially measurable way. As 
a result, it remains in doubt whether MNCs are succeeding in their stra-
tegic endeavours because they are socially responsible or whether MNCs 
which are socially responsible are achieving in their strategic endeavours.

On the other hand, empirical research on CSR reveals significant 
relationship between corporate social performance (CSP) and corpo-
rate financial performance (CFP) in corporate strategies (Margolis et al. 
2007). Thus, the argument towards the translation of any socially reliable 
project concept, including CSR, into a reliable and financially profitable 
project remains a strong requirement for its economic viability (Girth 
2014). Moreover, the existing literature base currently lacks evidence on 
how CSR could be conceptualised at both corporate micro and macro 
levels. This chapter aims to eliminate this conceptual gap and thereby 
create value for MNCs.

At macro level, CSR is reinforcing the complementary concepts of sus-
tainable development (SD) and stakeholder relationship management 
(SRM) into social- and environmental-sensitive managerial processes 
and policies. MNCs strive to conceptualise how SD-SRM perspective 
affects CFP and in what way it relates to the value added strategy of the 
corporation. Evidence shows a positive correlation between CSP and 
CFP indicating that CSR practices influence the strength of CSP and 
CFP (Marc et al. 2003). It also reveals that CSP has a positive impact 
on CFP and that there is a strong link between CSP and corporate 
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financing both in the UK and USA (Steurer et al. 2005). Current evi-
dence excludes  philanthropic activities and environmental programmes 
from this link between CSP and CFP as they show limited, if any, effect 
on the CFP indicating a rather subjective CSR concept which primar-
ily influences market indicators and image promotion. Since CSR, 
including SD-SRM, is still a broad and theoretical concept, MNCs at 
macro level aim to bridge the gap between CSR and CSP-CFP link. As 
a result, this novel theoretical network aims to calibrate and align the 
CSP-CFP link by embedding successfully and profitably CSR into their 
corporate strategies.

At micro level, systematic empirical evidence reveals that MNCs are 
seeking for a holistic value added strategy in an effort to achieve product 
or service innovations. Such innovations could be considered new, not 
only to the firm but also to the market, based on institutional arrange-
ments between different companies or even countries, referred to as IA 
(Jackson and Deeg 2008).

According to Clausen (2014), IA assists to the conceptualisation and 
discovery of new products and services from MNCs among their sub-
sidiaries in different countries or with other MNCs. Contemporary 
research reveals that a successful outcome from IA is the innovation 
cooperation in which firms combine new and old knowledge, resources, 
capabilities and learning experiences from external stakeholders (Powell 
and Grodal 2005). That way, they could minimise the risk of their new 
business strategies. A transparent strategic framework for a CSR leads to 
content-specific IA and clustering, aiding thus to the enhancement of 
the MNC’s competitive advantage (Story et al. 2011). IA links the CSR 
macro level with the CSR micro level seeking for collaborative strategies 
strengthening the competitive advantage, based on a framework of insti-
tutional rules among the collaborating stakeholders. At this level, empiri-
cal evidence unfolds value added activities which are considered critical 
to a successful CSR strategy, identified as CSFs. These factors primarily 
include the following:

• Reputation Management (RM): RM is the practice of attempting to 
shape public perception of an institution by influencing information 
about the legal entity (Giovinco 2007). Reputation management 
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research, although it does not provide measurable evidence for CFP, is 
a vital parameter in a corporate valuation;

• Customer Relationship Management (CRM): CRM refers to the 
management of corporate interactions with existing or potential cus-
tomers. It is considered as another value added activity of CSR which 
increases customer satisfaction, especially when it is related to product 
or service innovation (Du et al. 2007). A product innovation is a new 
significantly improved product or service introduced to the market 
(Clausen 2014);

• Innovation Management (IM): Research shows strong links among 
IM, CSP and CFP (Busch et al. 2011). IM includes two forms of col-
laboration namely domestic and foreign innovation. Innovation col-
laboration means active participation in value added activities relating 
to joint Research and Development (R&D) and other innovative proj-
ects with collaborating domestic or foreign organisations (Chesbrough 
and Crowther 2006).
Concluding, empirical findings underline the importance of a concep-
tual MNC framework relating CSR strategies to other directly related 
value added strategies and activities, at macro and micro organisational 
level. The underlying idea of the problem background indicates the 
need of CSFs necessary for frameworking measurable performance, 
linking CSR to CSP. These CSFs change the business as usual way of 
practising CSR to a responsible corporate governance code of conduct 
based on KPIs. Such indicators prevent trivial managerial activities 
focusing on forming collaboration frameworks both domestically and 
globally. Such MNC strategy frameworks enhance IA by minimising 
financial and socio-cultural restrictions and maximising CSR perfor-
mance among diverse socio-economic stakeholders. Thus, they 
enhance the role of SD of a successful CSR strategic design. The inclu-
sion of CSFs and KPIs to a MNC strategy provides a dynamic and 
adaptable design to globally diverse collaborating stakeholders (Love 
et al. 2010). The ontological design of this chapter is valuable for both 
academics and business consultants of the CSR discourse, as it aids 
CSR growth and development facilitating IA.
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5.3  The Role of Enterprise Ontology

The role of enterprise ontology is critical in the production of a suc-
cessful and sustainable CSR design. It is evident that the lack of CSP 
deriving from the absence of CSFs and KPIs embedded to MNC strate-
gic design conceptualisation creates conceptual gaps relating into MNC 
strategic aim and objectives, jeopardising the SD of CSR. Thus, current 
CSR-related activities fail to address its promising potential relation with 
IA. Contemporary ontology, although it preserves its original roots where 
an “on” according to the Greek philosopher Aristotle is something that 
exists, also has a very practical role. It assists in developing a common 
understanding of a business design among stakeholders with diverse 
socio-economic and scientific backgrounds. As a result, a CSR ontologi-
cal design provides an innovative approach to strategic decision making. 
It focuses on the socio-economic essence of the collaborating stakehold-
ers by providing fundamental links between CSR-oriented organisations 
and conceptually subjective information measures. As outlined in the 
background of the problem, the main objective of this ontological design 
is to reveal (1) a transparent design for MNCs; (2) a flexible and ethical 
socio-economic design for IA and (3) an essential, objectively conceptu-
alised strategic design empowering CSR-related clustering.

Enterprise ontology and its related methodology (Dietz and 
Hoogervorst 2008) engage a holistic strategic business approach for 
MNCs due to formal and explicit specification of an objective concep-
tualisation. This novel ontological design conceptualises at micro and 
macro organisational level a CSR strategy among diverse stakeholders 
with a transparent and objective framework. The framework’s design is 
interoperable and expandable with a formal structure and activity based 
on specified sets of rules. Enterprise ontology and its functionalistic 
nature dichotomise between the CSR imbalances of collaborating MNCs 
defining them as subjective or objective. From a constructivist’s approach, 
adopted in this study, a novel scheme of a strategic CSR design should 
focus on the design interpretation among the participating stakeholders 
(e.g. customers, suppliers, competitors, collaborating institutions, etc.). 
It should eliminate ambiguous understanding entailed in the concept of 
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CSR, enabling its SD-SRM concept (Steurer et al. 2005). Ambiguous, 
overlapping and subjective interpretations are also responsible for the 
conceptual gap between SD and CSR. Thus, CSR should extend from 
the “do no harm” to “create and protect” strategic aim/concept, desig-
nated by performance indicators relating to CSFs beyond required set of 
rules and regulations. Such a conceptual extension will eliminate CSR 
failures, deriving from the lack of measurable value added increase in 
corporate strategy and its related managerial activities (Matten and Crane 
2005). For such schemes to capture business-oriented semantic gaps, they 
should link the CSR strategy to a holistic MNC organisational design 
with a formal, explicit and common understanding conceptualisation. 
Enterprise ontology provides a potentially successful apprehension of a 
socio-economic CSR consensus among diverse collaborating stakehold-
ers. It also enables value added activities strengthening MNCs competi-
tive advantage.

5.4  The Novel Ontological Design

Bunge’s semiotic triangle (Bunge 2012) and ontological parallelogram 
(Dietz and Hoogervorst 2008) deliver a White Box (WB) ontological con-
ceptualisation (Barjis 2011) of the CSR concept (see Figs. 5.1 and 5.2).

Subjective Parameter

The concept:
CSR

The Sign: 
Value Added 

Strategy 

The Object:

CSP

Objective Parameters

Denotes

Fig. 5.1 Semiotic triangle: The meaning of a value added strategy
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A sign is an object that is used as a representation of something else. 
Signs are structures denoting general, mostly subjective, individual things. 
Thing is a thought or a vision/mission of an object that a subject may 
have in his or her mind. According to the background of the problem, 
the broad concept of CSR is conceptualised subjectively unless it is des-
ignated objectively by the sign of a specified structure: value added strat-
egy. The sign is also denoted from an object which is an identifiable and 
measurable individual thing: CSP. The identifiable CSP thing consists of 
properties (e.g. measurable KPIs). An object is by definition something of 
an objective structure. Thus, CSP is an object which is populated from an 
objective structure prohibiting conceptual generalities, as it is referenced 
by its concept (e.g. selected CSFs for a corporate value added strategy).

Based on the triptych of the semiotic triangle, the subjectively con-
ceived CSR is now designated from the sign of a MNC’s value added 
strategy. A value added strategy consists of value added activities which 
are denoted from a unique CSP object, differentiating each MNC accord-
ing to its objectively conceived CSFs. As a result, the semiotic triangle 
catalytically enhances the competitive advantage of each corporation (e.g. 
MNCs), under a specified set of rules, defining a selected type of CSR 
(e.g. SD-CSR).

The ontological parallelogram (see Fig. 5.2) complements the semiotic 
triangle. It instantiates an individual type of CSR called SD-CSR. A type 

The concept:
CSR

The Type:

SD-CSR

The Class: 
CFPPopulat ion

The Object:

CSP

Instan�a�on Subjective

Objective 

Fig. 5.2 The CSR ontological parallelogram
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is a subjective thing that operates as a prescription of a form. The form 
of an object is defined by the collection of its properties (e.g. objects: 
KPIs) called a class. Thus, the type of SD-CSR extends to a CFP class of 
KPIs. These KPIs supporting CFP could populate CSP which is consisted 
of selected CSFs. Therefore, the object of CSP could conform to the 
SD-CSR type. It could also simultaneously conform to other embedded 
types, if selected, which are going to instantiate the concept of CSR.

As a result, the ontological parallelogram explains how a value added 
strategy sign could be successfully communicated and documented to 
global organisational stakeholders, regardless of their socio-economic 
background. Based on enterprise ontology, the ontological parallelogram 
is fully supported at each organisational level from the organisational 
theorem.

The organisational theorem (Dietz et  al. 2013) provides an innova-
tive design of a CSR strategy which is synthesised from a MNC micro 
and macro environment (see Fig. 5.3). The micro environment is sup-
ported from a datalogical level (e.g. documentation of a set of rules or 
other related chapter work) which is the organisational foundation sup-
porting the infological level. At infological level, documentation which is 
received and analysed is based on the documented set of rules to provide 
evidence for decision making at top organisational level. The datalogi-
cal and infological levels form the corporate micro environment level. 
They both consist of secondary activities supporting the primary value 

CSR Stakeholders
Macro-micro level interac�on

Ontological Level 

Micro level-Infological level

Micro level-Datalogical Level

CSP: CSFs

CSR Concept 

CFP: KPIs

Fig. 5.3 The organisational levels of a MNC relating to CSR
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added activities developed at top level. These two levels (datalogical and 
infological levels) of the micro environment support the corporate level 
which is called business organisational (B-organisation) or ontological 
level. This level interrelates micro with macro organisational level. This 
B-organisation level that this chapter focuses on conceptualises and for-
mulates CSR-related business strategies. The CSR micro level relates to 
CSP and their CSFs. These CSFs could underline the management of 
innovation, risk and customer relations analysed at the background of 
the problem. All organisational levels are managed from different type 
of stakeholders. At micro level, these stakeholders (e.g. administrative, 
IT personnel) are not forming any decisions. Managerial decision mak-
ing is originated from the interaction of micro and macro level stake-
holders, at B-organisation level. The CSR concept should be formed 
at B-organisational level among performa stakeholders (e.g. managers, 
domestic or foreign entities, collaborating corporations, etc.). Finally, all 
CSP documentation at the datalogical level should be formed from mea-
surable KPIs (see Fig. 5.3). Objective-oriented information disclosure at 
infological level, as well as reporting and documentation at the datalogi-
cal level, forms a transparent set of rules governing an opaque CSR design 
for all business stakeholders at the ontological level. Such transparent 
governance could clearly conceptualise the CSR concept which could be 
objectively referenced by CSP and supported by the CSFs. CSP object is 
populated by CFP and its related KPIs. Thus, it justifies how the SD-CSR 
type of CSR contributes to a value added strategy based on the micro and 
macro organisational level, as indicated in Fig. 5.3.

Paradigmatically, the ontological approach for a CSR concept could be 
designated by an informed value added strategy. It should be referenced 
by selected CSFs (e.g. risk, innovation and customer relations manage-
ment) of a CSP, which will be objectively populated by measurable CFP 
and its KPIs (e.g. corporate stock value, return on investment, etc.). So, it 
could provide a global framework for a SD-CSR type of projects. Figure 
5.4 reveals this holistic notion of a value added strategy based on the 
innovative design of a CSR strategy:

Therefore, this chapter methodologically provides a novel, transparent 
and globally sustainable conceptual CSR design. It addresses the broad 
and diverse empirical evidence on CSR strategies, enabling IA among 
diverse socio-cultural and economic stakeholders.
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5.5  Conclusions and Research Outlook

According to enterprise ontology, the findings of this chapter reveal that 
CSR could become a critical parameter to a MNC strategic business 
framework, enabling value added collaborations. It could also address 
fierce market competition with the proposed innovative conceptual 
design in order to successfully capture MNCs’ CSR strategy. Its essen-
tial and concise design empowers ethically information-driven decision 
making by socio-economic and diverse stakeholders. Thus, it leads to 
an innovative global view of an international set of rules and guidelines 
governing successful CSR strategies.

The findings of this study address a plethora of general and non-criti-
cal, broad arguments with respect to the design of CSR (MacGregor et al. 
2010). It catalytically enables a multiple embedded value added strategic 
design to overcome problematic financial viability arising from trivial 
CSR activities (e.g. tactical environmental and philanthropic activities) 
and lack of IA relating to socio-economic practices and policies (Kusyk 
and Lozano 2007). Enterprise ontology’s organisational theorem, semi-
otic triangle and the ontological parallelogram objectively support the 
concept of a CSR strategy, improving heterogeneous managerial CSFs at 
all organisational levels.

In an era of a post financial crisis, this innovative design of CSR onto-
logically provides financial efficiency (e.g. CFP) supported from mea-
surable KPIs. From the one hand, the organisational theorem supports 
primary and secondary activities for diverse stakeholders’ roles. It also 
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Fig. 5.4 The innovative design of a CSR strategy
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spans their managerial control that homogenises diverse socio-economic 
barriers (Kusyk and Lozano 2007; Du et al. 2007). From the other hand, 
the ontological parallelogram designates successful CSR strategies based 
on a transparent design that conceptualises value added strategies. These 
types of strategies align MNC’s competitive advantage. They conform to 
a SD-CSR type of CSR strategy which is objectively denoted from CSFs 
and populated from KPIs.

As a result, the findings of this study reveal a consistent design pro-
viding fertile ground for future research on CSR models in terms of 
methodology and successful conceptualisation and design. The design’s 
globally oriented collaboration strategy, empowered by its ontological 
composition, eliminates trivial results, arising from literature generalities 
(Grayson 2004). The ontological concept design catalytically manages 
the risk and innovation distribution by justifying financial performance 
through measurable KPIs (e.g. CFP) that occur among stakeholders at 
individual level (Busch et al. 2011). It also epistemologically unfolds the 
added value of IA (Clausen 2014). A successfully designed CSR could 
attract domestic and international stakeholders as it conceives innova-
tive and technological activities due to its semantic objectivity. It criti-
cally improves the socio-economic infrastructure and delivers a mutually 
inclusive and holistic collaboration. In addition, it contributes to the 
engineering of successful CSR theory by demonstrating how its holis-
tic conceptualisation is hierarchically disseminating among collaborat-
ing stakeholders. A successfully designed CSR strategy could also address 
problematic issues regarding informational democracy for equal access 
to decision making between global stakeholders, qualifying for highly 
impactful global collaborations.

Finally, future research could employ this novel design as a tool to 
reveal how firms successfully engage CSR values to innovative products 
and services. Another example of future research is the discovery of the 
necessary conditions under which firms are more or less likely to focus 
on IA based on this innovative design of a CSR strategy. This study could 
also motivate a further systematic examination of ontologically empow-
ered value added managerial decisions that could reveal the sustainability 
and growth of the proposed CSR design.
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6.1  Introduction

Corporate social responsibility (CSR) is a form of corporate level self- 
regulation integrated into business strategies (Matten and Moon 
2008). Corporations have adopted CSR as their future business strate-
gies since the late twentieth century, at a time when many tragic cor-
porate accidents, such as the notorious oil spill by British Petroleum 
(BP) in 2010, occurred. Many organizations in Korea have already 
adopted a variety of CSR practices—environmental management pro-
grams, diversity management programs, and codes of business eth-
ics—to reorient their business strategies to sustainable business (Baek 
2015). The Korean Workplace Panel Survey of 1768 Korean workplaces  
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surveyed in 2011 shows that 66 percent of the sampled workplaces have a 
code of  business ethics. Why do Korean workplaces have a code of busi-
ness ethics?

This chapter extends the literature on CSR in the Korean context. 
Since CSR is a recent phenomenon in Korea, there is not much academic 
research on it. Only a few studies ask why and how Korean organiza-
tions conduct social responsibilities (Kang and Moon 2011; Baek 2015; 
Kim et al. 2013). Since the Asian financial crisis of 1997, governmental 
control and regulation over the Korean business and society have been 
significantly weaker, while the influence of corporations over the society 
has become stronger. Since then, CSR has begun to be considered a sig-
nificant business strategy in Korea (Gond et al. 2011; Kang and Moon 
2011). The previous studies suggest that CSR has replaced governmental 
control and regulations in Korea. As a result, the studies have focused on 
corporate outcomes of CSR in economic perspective.

However, this chapter claims that the Korean government has still 
strong influence over the business sector, and it has controlled the sector 
in an indirect way through facilitating CSR. Also, the previous studies of 
CSR in Korea have mainly focused on environmental management and 
work–family programs (Lee and Rhee 2007; Baek and Kelly 2014), and 
few studies have investigated how organizations coordinate and manage 
their business in ethical ways. This study is the first theoretically informed 
investigation into the reasons for a code of business ethics within Korean 
enterprise. The code of business ethics is a written set of guidelines that 
codify the values and principles of a corporation and specify the respon-
sibilities, duties, and obligations that the members in the corporation 
are expected to have toward its stakeholders. Previous studies consider 
the code of business ethics a good indicator of CSR (Payne et al. 1997; 
Smeltzer and Jennings 1998).

Previous studies using samples from Western countries find that insti-
tutional contexts and economic motives are important factors impact-
ing the organizational adoption of CSR programs (Matten and Moon 
2008; Doh and Guay 2006; Gond et al. 2011). Other studies from the 
West, furthermore, claim that institutional environments and economic 
motives operate differently in Western and East Asian countries (Biggart 
1991; Hamilton and Biggart 1988). Therefore, it is an open question as 

100 K. Baek



to whether those theories developed in Western countries explain the 
Korean case as well. In this chapter, I use the Korea Workplace Panel 
Survey of 2011 (a representative sample of Korean workplaces) to exam-
ine the presence of a code of business ethics in the Korean context.

6.2  Theory and Hypotheses

This chapter examines why the Korean workplaces have a code of business 
ethics. To investigate this question, it uses the Workplace Panel Survey of 
2011 through neo-institutional theory and economic perspective. This 
section of the chapter describes how the institutional context impacts the 
adoption of a code of business ethics in Korea.

6.2.1  Neo-Institutional Theory

Neo-institutionalists suggest that organizational changes occur in response 
to institutional pressures if managers desire to enhance legitimacy (Meyer 
and Rowan 1977; DiMaggio and Powell 1983; Scott 2013). The insti-
tutional pressures originate from three identifiable sources: regulations, 
norms, and peers. Existing literature has shown that institutional pres-
sures originate from these sources and promote organizational changes in 
different ways (Scott 2013; Meyer and Rowan 1977; Tolbert and Zucker 
1983; Oliver 1991; Edelman 1990). Following this insight, this section 
starts by outlining how institutional pressures regarding CSR are created 
in the Korean context. Then, it describes how the institutional pressures 
encourage Korean workplaces to have a code of business ethics.

The Korean government has established a variety of laws to encour-
age CSR in business sectors. CSR is emphasized at three aspects in Korea: 
labor rights and gender, environment, and corporate transparency. For 
labor rights and gender, the Korean government established the Equal 
Employment Opportunity Act (EEOA) in 1987 and required employers 
to provide equal conditions for both men and women. The EEOA in Korea 
banned employment discrimination based on an employee’s demographic 
characteristics such as gender. Also, this law intends to create a gender-
neutral workplace culture by requiring benefits such as maternity and 
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parental leave (Baek and Kelly 2014). These maternity benefits have gradu-
ally expanded over time. By 2010, the Korean  government had revised the 
EEOA 20 times to reinforce equal opportunity and treatment in employ-
ment and promote a gender-neutral workplace culture (Baek et al. 2012).

For the environment, the Korean government established “The Promotion 
Act for Conversion to Environmental-Friendly Industry Structure 
(PACEFIS) in 1995.” This law was legislated in response to the global request 
for improved environmental quality from United Nations Conference on 
Environment and Development (UNCED) in Rio de Janeiro in 1992 and 
General Agreement on Tariffs and Trade (GATT) Uruguay Round Ministerial 
Decision on Trade and the Environment in 1994. PACEFIS stipulates that 
both public and private sectors are expected to commit themselves to envi-
ronmental protection and promote their act accordingly (Baek 2015).

Regarding corporate transparency, the Korean government established 
a number of laws to encourage corporations to be transparent in their 
business. For example, “The Act on Anti-Corruption (AAC)” was leg-
islated to discourage public servants to be corrupt in 2001. In addition, 
“The Securities and Exchange Act (SEA)” was amended to create a sound 
corporate governance structure in Korean business in 2001. This law has 
been intensified over time (Lee et al. 2007).

Further, public and private research institutes in Korea notify cor-
porations of the increasing legal risks, re-interpret legal compliance to 
improve awareness through using financial terms, and ask them to inte-
grate CSR to their business strategies (Kelly and Dobbin 1998; Baek et al. 
2012; Baek and Kelly 2014). For example, Korea Institute for Industrial 
Economics, Samsung Economic Research Institute, and LG Economic 
Research Institute have reported that CSR can be a source of corporate 
competiveness (Lee 2005). Therefore, they claim that CSR can reduce 
the possibility of legal liabilities, will help firms enhance their image, and 
eventually improve their financial performance.

Together with the intensifying legal pressures about CSR and re- 
orientation of corporate attention to CSR, press attention to CSR has 
been rapidly increasing. Figure 6.1 demonstrates that the number of 
newspaper articles using CSR as a key word has been increasing. The 
increasing legal pressures noted above and this press attention have 
been combined and created an emerging norm that corporations should 

102 K. Baek



run their business in socially responsible ways. Many organizational 
 studies have found that organizations are inclined to be sensitive to this 
 institutional pressures if they have a high level of visibility to outsid-
ers (e.g. Kalleberg and Van Buren 1996; Knoke 1994; Edelman 1992; 
Frumkin and Galaskiewicz 2004) and if they are vulnerable to social rec-
ognition (Baek 2015; Delmas and Montiel 2009; Haveman 1993).

Based on these ideas suggested from neo-institutional theory, the claim 
here is that large workplaces are highly visible to outsiders. Also, the vis-
ible workplaces are subject to high levels of scrutiny from external forces, 
such as press and governmental regulations, and are willing to respond to 
institutional pressures that promote organizations to be socially respon-
sible. Therefore, it is expected that large workplaces are requested to run 
their businesses in responsible ways and that they end up having a code 
of business ethics to symbolize their compliance with the institutional 
pressures. Accordingly, the following hypothesis is suggested:

Hypothesis 1: Large workplaces are more likely to have a code of business ethics.
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Public sector organizations are also likely to be sensitive to societal 
norms. They tend to embrace socially responsible policies or management 
practices because they are judged more by their intentions than by their 
financial performance (Dobbin and Sutton 1998). In addition, public sec-
tor organizations are often subjected to stronger public scrutiny than the 
private sector. Previous US-based research has found that public sector 
organizations are more likely to have affirmative action, due process and 
work-family programs which are examples of socially responsible policies 
(Baron et al. 1986; Kelly and Dobbin 1999; Kelly 2003; Dobbin et al. 
1993). In recent studies in the Korean context, Baek et al. (2012) have also 
found that workplaces in public sector have high visibility and they are 
more likely to have work-family programs. Therefore, it is expected that 
workplaces in public sector are requested to behave in socially responsible 
ways and that they are more likely to have a code of business ethics to sig-
nal their commitment to the compliance with the institutional pressures 
regarding CSR. Accordingly, the following is predicted:

Hypothesis 2: Workplaces in the public sector are more likely to have a code 
of business ethics.

Previous studies show that ownership structures affect corporate deci-
sion making (Jensen and Meckling 1976). In corporations where owner-
ship separates from management, shareholders as corporate owners need a 
mechanism to monitor professional managers (such as CEOs) who actually 
engage in management. In one of the monitoring systems, owners appoint 
outside board directorates to protect shareholders’ interests (Baysinger and 
Butler 1985). Under such monitoring systems, board members force pro-
fessional managers to maximize shareholders’ benefits. Also, they encourage 
the managers to engage in socially legitimate and desirable behavior (e.g. 
compliance with laws) because noncompliance with laws or social norms 
could hurt the image of the corporation, which would ultimately decrease 
organizational performance. Therefore,  organizations run by professional 
managers are more likely to manage their business in socially responsi-
ble ways in order to enhance their company’s image as well as avoid legal 
sanctions (Baek et  al. 2012). In contrast, management may violate social 
norms and laws more easily in organizations without outside monitoring  
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(Baek and Kelly 2014). Therefore, I expect that corporations run by 
 professional managers seek to be socially responsible in response to the insti-
tutional pressures, and workplaces associated with such corporations need 
to have a code of business ethics. Accordingly, the following hypothesis is 
suggested:

Hypothesis 3: Workplaces belonging to a corporation run by professional 
managers are more likely to have a code of business ethics.

Existing literature suggests that younger organizations are sensitive 
to institutional pressures because they are exposed to “liability of new-
ness” (Haveman 1993). In other words, younger organizations are more 
inclined to be vulnerable to environmental uncertainty than older orga-
nizations. Their products or services might not be socially recognized and 
legitimized (Delmas and Montiel 2009; Baek 2015). To lessen this envi-
ronmental uncertainty and obtain social legitimacy, the younger organi-
zations strive to comply with societal norms. Therefore, it expects that if 
a workplace is newer, it is more likely to run its operation in responsible 
ways, and have a code of business ethics to conform to the normative 
pressures. Accordingly, it is predicted as follows:

Hypothesis 4: Newer workplaces are more likely to have a code of business ethics.

6.2.2  Economic Perspective

Above, the institutional factors associated with the presence of a code 
of business ethics across Korean organizations have been discussed. 
However, an economic perspective suggests alternative explanations 
concerning the presence of a code of business ethics. In particular, this 
perspective stresses that organizations are likely to use CSR to attempt 
to maximize their profits (Siegel and Vitaliano 2007; McWilliams and 
Siegel 2001; Porter and Kramer 2006). Based on this perspective, econo-
mists and management scholars claim that corporations with a higher 
level of demand for CSR are more likely to adopt various CSR practices 
to show off their active engagement in CSR, which can maximize corpo-
rate profits (Williamson 1981; Barney 1991).
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According to the previous studies of CSR, economists and  management 
scholars have considered CSR to be a form of investment for organiza-
tional innovation and product differentiation. They argue that CSR poli-
cies and programs can lead to the innovation of products and processes 
by means of social, environmental, or sustainable drivers that create new 
ideas of working, new products and services, all of which ultimately lead 
to new market demands (Porter and Kramer 2006; Porter and Van Der 
Linde 1995). In other words, innovation-oriented firms that invest in a 
certain level of CSR through embodying its products with CSR attributes 
or using CSR-related resources in its production process can be enabled 
to achieve product or process innovation (Baek 2013). For example, Ben 
& Jerry’s has invested in CSR-related resources such as using high-quality 
ingredients and supporting the local community, and as a result they have 
succeeded in innovating their processes and distinguishing their products 
from other products in the market. Therefore, organizations using inno-
vation strategies are likely to invest in CSR in order to differentiate their 
products and processes, which ultimately improves their market perfor-
mance. Such organizations would accept and coordinate the powerful 
demands made by CSR. Therefore, the following hypothesis is suggested:

Hypothesis 5: Workplaces using innovative management strategies are more 
likely to have a code of business ethics.

Previous studies show that the level of demand for CSR can be differ-
ent depending on the extent of information asymmetries between sellers and 
buyers concerning goods (Nelson 1974; McWilliams and Siegel 2001). The 
marketing literature distinguishes between two types of goods: “experience 
goods” and “search goods.” Experience goods are products that must be con-
sumed to be aware of their true value. For example, food and cars are repre-
sentative examples of experience goods. Consumers cannot determine from 
simply viewing these goods how specific food will taste or how particular cars 
will function. Therefore, organizations producing experience goods are likely 
to use a variety of strategies to overcome the problems of such information 
asymmetries (Baek 2013). Association with brand names and images can be 
one of the popular means of reducing the level of information asymmetries. 
Such associations can provide consumers with information about the prod-
uct quality through the image and reputation of the brand.
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Based on this logic, organizational support of CSR can enhance the 
reputation of companies and improve brand image, because CSR activities 
encourage consumers to consider a particular firm to be reliable and honest 
and thus its product would be of high quality (Siegel and Vitaliano 2007). 
Therefore, organizations that produce experience goods are more likely to 
have a strong demand for CSR to enhance their brand image and reputa-
tion, and they would need to coordinate and control expected CSR activi-
ties to meet such demand (McWilliams and Siegel 2001).

In contrast to experience goods, search goods are products whose attri-
butes and quality can be determined by means of examining the product 
before purchase. Also, search goods are easily exposed to price competition 
because consumers can verify the price information of alternatives very eas-
ily (Nelson 1974). For example, clothing and furniture are good examples 
of search goods. People are already aware of the function of such goods 
before purchasing them. Therefore, consumers are less likely to experience 
information asymmetries between sellers and buyers in purchasing search 
goods. Organizations in industries producing search goods, therefore, are 
less likely to need to associate their product with their reputation and brand 
image. Nelson (1974) suggested that clothing, furniture, footwear, carpets, 
and mattresses are representative search goods. Organizations in the indus-
tries producing products related to clothing, furniture, footwear, carpets, 
and mattresses would have less demand for CSR than those in other indus-
tries (Baek 2013). Therefore, the following hypothesis is suggested:

Hypothesis 6: Workplaces belonging to industries that produce search goods 
are less likely to have a code of business ethics.

6.3  Methods

6.3.1  Data

The data used here come from the 2011 Korea Workplace Panel Survey (here-
after KWPS) collected by the Korea Labor Institute, a government- funded 
policy research organization. This panel survey design is modeled on the 
Workplace Employee Relation Survey (WERS) of the UK and Workplace 
Employee Survey (WES) of Canada (Han and Koo 2010). Workplaces were 
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sampled in 2005 and are to be surveyed biannually for several years. This 
survey aims to understand the contemporary employment structures and 
labor demands in Korean workplaces and to assess the Human Resources 
(HR) policies of workplaces in order to inform government policy.

The sample organizations were selected by the stratified sampling of 
all private and public sector workplaces with over 30 employees. Eligible 
organizations are private sector workplaces, listed on the “Workplace 
Demographics Survey” issued by Statistics Korea, with 30 or more employ-
ees, and public sector organizations including public institutions and local 
state-owned enterprises. These data were collected in 2005. The sample of 
4275 workplaces consisted of 359 public workplaces and 3916 private work-
places. A total of 723 workplaces were excluded for various reasons. Of the 
remaining 3552 workplaces, the survey was completed in 1905 workplaces. 
The response rate is about 53.6 percent. Also, these surveys were conducted 
through face-to-face interviews with HR and industrial relation managers 
and worker representatives of the sample workplaces. The data included cor-
porate profile information as well, including financial and employment data. 
In 2011, the fourth wave surveys (2011 KWPS) were completed in 1770 
workplaces. The Korean Labor Institute limited their questions regarding 
CSR to workplaces with at least 300 employees. Given the constraints of 
all these data, the scope of data of the present analysis must be limited to 
organizations with at least 300 employees. Excluding workplaces with fewer 
than 300 employees, the number of remaining workplaces is 468.

6.3.2  Measures

6.3.2.1  Dependent Variable

My dependent variable is binary, whether or not each workplace has a 
code of business ethics. To measure the presence of this code, a question 
from the KWPS 2011 survey asking whether the workplace has a code 
of business ethics is used. The percentage of the presence of a code of 
business ethics in Korean workplaces in 2011 was about 66 percent. A 
logistic regression model is used to identify the predictors of the presence 
of a code of business ethics.
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6.3.2.2  Independent Variables

Descriptive statistics are provided in Table 6.1. The measures associated 
with institutional factors are: the size of a workplace, whether the workplace 
belongs to public sector, whether the workplace belongs to a corporation 
managed by professional managers, and the age of a workplace. The work-
place size is measured by the natural logarithm of the number of employees 
as of 2011 at the workplace. The survey sampling frame is used to mea-
sure whether the workplace belongs to public sector. In order to measure 
“management by professional managers,” a survey question asking about 
the ownership structure of the firm to which the workplace belongs is used. 
This question included the following responses: (1) an ownership manage-
ment system where the owner has the  authority to make most decisions and 
directly oversees management activities; (2) an owner-centric management 
system where a professional manager is entrusted with management of the 
company but where very little authority is transferred to the manager; (3) a 
system where much of the management authority is transferred to a profes-
sional manager, but the owner still retains authority over major management 
decisions involving executive-level personnel management, new investment, 
and so on; and (4) a professional management system that is completely 
independent from the influence of the owner, and where ownership and 
management are completely separate. The fourth category is an indicator of 
the “management by professional managers” and others as a reference group. 
To calculate the age of a workplace, the workplace founding year is subtracted 
from 2011 (the survey year) and then natural logarithms is used to accom-
modate the left-skewed distribution of the variable.

Table 6.1 Descriptive statistics

Variable Obs. Mean Std.Dev. Min Max

Code of business ethics 468 0.66 0.47 0 1
Workplace size 468 6.59 0.74 5.70 9.62
Public sector 468 0.11 0.32 0 1
Professional management 468 0.11 0.31 0 1
Workplace age 468 3.24 0.65 1.10 4.84
Experience good 468 0.09 0.28 0 1
Innovation strategy 468 0.56 0.50 0 1
Union 468 0.64 0.48 0 1
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The measures associated with the economic perspective are  innovation as a 
competitive strategy and industries producing search goods. To measure how 
much the workplace regards innovation as a competitive strategy, a question 
asking the types of innovation which the workplace employs is employed. 
This question included the following responses: (1) “Innovation is a key to 
our competitive strategy. Research and development are constantly carried 
out for the development of goods and services and for innovating processes. 
Other enterprises imitate our innovation”; (2) “Innovation is not a core activ-
ity, and research and development are carried out only when necessary. A large 
portion of research and development is carried out to introduce new tech-
nologies developed by other enterprises”; (3) “Existing goods, services, and 
processes are improved through other means than research and development. 
Manufacturing processes are improved through production engineering”; 
(4) “I don’t invest in research and development, but I bring in innovation 
developed by other enterprises.” The first category is used as an indicator of 
the “innovation as a competitive strategy,” and others as a reference group. In 
order to measure whether the workplace belongs to the industries produc-
ing search goods, I followed the classification suggested by Nelson (1974). As 
noted above, he suggests that clothing, furniture, footwear, carpet, and mat-
tress are representative search goods. Therefore, the industries producing prod-
ucts related to clothing, furniture, footwear, carpet were coded 1, and mattress 
into 1, otherwise 0. The KWPS 2011 data set provided only two-digit KSIC 
(Korea Standard Industry Code), equivalent to Standard Industry Code (SIC) 
in the USA. This can be only a proxy to measure whether the workplace pro-
duces search goods. The KWPS 2011 data set did not provide detailed prod-
uct information of workplaces within the manufacturing industries.

6.3.2.3  Control Variables

The statistical models of the present analysis include two additional control 
variables: the presence of a union and head quarter status. For unionized 
workplaces, previous studies show that unionization push management for 
better employment, working conditions, and social responsibility (Matten 
and Moon 2008). To measure the presence of a union, the workplace was 
coded 1 for the unionized workplace, otherwise 0.
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6.4  Result

The results of this analysis are presented in Table 6.2 with the model for 
the presence of a code of business ethics across the Korean workplaces. The 
results show that workplaces sensitive to institutional pressures are more 
likely to have a code of business ethics in Korea. Large organizations would 
be more likely to have a code of business ethics because they are highly 
visible to outsiders (Hannan and Freeman 1977). This evidence confirms 
H1. Also, the results show that workplaces in public sector are more likely 
to have a code of business ethics than those in private sector. This strongly 
supports H2. The expected odds of having a code of business ethics in the 
workplaces in public sector are around 24 times greater than in private sec-
tor ones. However, the remaining variables in institutional perspectives are 
not significant to explain the presence of a code of business ethics.

Table 6.2 Statistical results 
of the presence of a code 
of business ethics across 
workplaces in Korea

Code of 
business ethics

Neo-institutional theory
Workplace size 0.651***

(0.172)
Public sector 1.216**

(0.442)
Professional management 0.485

(0.379)
Workplace age −0.137

(0.173)
Economic perspective
Experience good 0.802

(0.426)
Innovation strategy 0.778***

(0.210)
Control variable
Union 0.098

(0.233)
Constant −3.798**

(1.155)
Observations 468

Standard errors in parentheses
***p < 0.001, **p < 0.01, *p < 0.05
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For economic perspective, organizations using innovation strategies 
are more likely to have a code of business ethics. Those organizations are 
likely to use CSR as a business strategy to improve organizational profits, 
and they would need to adopt a code of business ethics. The expected 
odds of having a code of business ethics in those organizations are around 
11 times greater than in organizations that do not use the innovation 
strategy. However, departing from my prediction, the statistical results 
do not strongly support other hypotheses based on economic perspective. 
As a control variable, unionized workplaces do not have any significant 
impact on the presence of a code of business ethics.

 Conclusion

The statistical results obtained in this analysis show that large workplaces, 
workplaces in the public sectors, and workplaces using innovative man-
agement strategy are more likely to have a code of business ethics. This 
empirical evidence reflects that both institutional context and economic 
motivation are associated with the presence of a code of business ethics 
across Korean workplaces. The findings contribute to expanding of CSR 
studies in primarily two ways. First, this chapter shows why organiza-
tions have a code of business ethics. The results indicate that the change of 
legal context and public attention create a norm that corporations should 
operate in socially responsible ways, which results in diffusing a code of 
business ethics across Korean workplaces. In addition, the results indicate 
that Korean workplaces have a code of business ethics in an attempt to 
enhance their image and eventually improve their business profits.

Second, this chapter shows that Korean workplaces have been driven 
by institutional pressures to conduct CSR.  Most CSR literature has 
focused on Western countries such as the USA and Europe, and it is 
very important to compare CSR programs and policies of East Asian 
countries with Western countries (Matten and Moon 2008). The orga-
nizational response to institutional pressures regarding CSR in East 
Asian countries may not exactly reflect Western countries such as the 
USA because institutional arrangements among business and society 
in two geographical regions are be very different (Kang and Moon 
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2011; Gond et al. 2011). Previous studies have found that the USA 
has regarded CSR as  discretionary and voluntary contributions by 
businesses to society (Matten and Moon 2008).

This chapter reveals that CSR in Korea has been initiated by admin-
istrative guidance through law. This feature has suggested that institu-
tional pressures that push organizations to conduct social responsibilities 
are state- oriented in Korea (Gond et al. 2011). This finding challenges 
the previous notion that governmental control and regulation over the 
Korean business and society have been significantly weaker since Asian 
financial crisis of 1997. Alternatively, the results confirm the notion that 
Korea still remains in the strong state tradition even after the financial 
crisis of 1997 (Kang and Moon 2011; Kim 1997).

In the strong state tradition, governments are able to mobilize organi-
zations through regulations or incentives to behave in socially responsible 
ways. This could partially reflect that the demand for CSR in Korea has 
come from the institutional context unlike the case of the USA. More 
comparative studies about CSR (in particular, in other East Asian coun-
tries) would be needed to expand our understanding of CSR.

Although my research has the advantage of explaining the presence 
of a code of business ethics in the Korean context, these findings can-
not address the causal relationship between the theoretical factors of my 
interest and the presence of a code of business ethics. Data collection for 
longitudinal analysis is required to examine why and how Korean work-
places adopt a code of business ethics.
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7.1  Introduction

The National Dutch Statistics agency measures institutional trust on a 
yearly basis to report on the public trust in state, church and also banks. 
In their latest report (Centraal Bureau Statistiek 2015), it was shown 
that only 34 percent of the Dutch trust banks. These numbers can be 
compared to the Banking Confidence Monitor (Nederlandse Vereniging 
van Banken 2015a) which shows that 27 percent of Dutch bank custom-
ers have low to very low confidence in the banking sector. The bank-
ing crisis of 2008 hit the Netherlands particularly hard. At the height 
of the crisis, the Dutch government had to inject 40 billion euro into a 
number of financial institutions including ABN-AMRO, ING and SNS 
bank. By 2013, two of the four biggest (systemically important, too-big- 
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to-fail) banks had effectively been nationalized (ABN-AMRO and SNS 
bank). Meanwhile, the economic crisis depressed economic growth and 
impacted real estate prices which on average dropped 20 percent between 
2008 and 2014 (Centraal Bureau Statistiek 2016). The public image of 
banks was harmed particularly by the post-2008 remuneration of top 
managers which had traditionally been high (to Dutch standards) but 
now looked out of line when compared to the financial situation of banks 
which needed continuous financial support from the government to sur-
vive. In one particular case in 2011, the CEO of ING was to receive 
a 1.25 million euro bonus on top of his 1.35 million euro salary. The 
general public and politicians were outraged, particularly since ING still 
owed the public purse half of an earlier injection of 10 billion euro. Bank 
managers were seen as irresponsible and selfish. Public money had saved 
banks from certain bankruptcy, yet still banks and bank managers were 
behaving as if they owed nothing to the general public. In this climate, 
politicians voted in a legal requirement in 2012 for all senior managers 
(with a direct influence on corporate policies) in the financial sector to 
swear a so-called Banker’s Oath. In this oath, they promised to take into 
account all stakeholders (and particularly customers) in order to grow 
public confidence in the financial sector. Despite opposition from the 
Council of State and the biggest finance-sector labor union (85 percent 
of its members voted against the oath), the Banker’s Oath was expanded 
in 2015 to include all employees of banks (around 94,000 people) and all 
customer-facing employees of other financial institutions. With around 
250,000 people working in the financial sector, a majority of them would 
have to swear the Banker’s Oath by March 31, 2016, when it became 
required by law. The Dutch Banker’s Oath is the first oath to be intro-
duced worldwide where employees of private organizations are obliged to 
swear and sign an oath by law.

7.2  The Dutch Banker’s Oath

The Dutch Banker’s Oath must be taken by all directors as well as 
employees with direct customer contact and any employees who can 
impact the financial profile of the organization within the financial ser-
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vices industry. This includes for instance pension fund managers and 
independent mortgage consultants but also all front-office employ-
ees of organizations in the financial sector. The Banker’s Oath has an 
even broader application specifically in the banking industry, where 
all employees of Dutch banks must swear the Banker’s Oath within 
three months of starting their job at a bank. For new employees this 
regulation was applicable (by law) from March 31, 2015. For existing 
employees swearing the Banker’s Oath became law on March 31, 2016. 
There are two identical versions of the Banker’s Oath, one specifically 
for senior managers which omits the words “that I will inform the client 
to the best of my ability” and the (nearly identical) other version which 
is shown below:

I swear/promise that I will exercise my function properly and carefully.
I swear/promise that I will duly weigh all the interests involved in the 

enterprise, that is, those of the clients, the shareholders, the employees 
and the society in which the enterprise is active.

I swear/promise that in this weighing I will focus on the client’s interest 
and that I will inform the client to the best of my ability.

I swear/promise that I will act in accordance with the laws, regulations 
and codes of conduct which apply to me.

I swear/promise that I will observe secrecy about anything to which I 
have been entrusted.

I swear/promise that I will not abuse my knowledge.
I swear/promise that I will maintain an open and verifiable attitude and I 

know my responsibility toward society.
I swear/promise that I will perform to the best of my abilities to maintain 

and promote confidence in the financial services sector.
So help me God!/This I declare and promise!

The law (“Article 4.15a Wft—Regeling Eed of Belofte Financiele 
Sector 2015”) specifies that the oath has to be spoken out loud in front 
of a person of higher authority within the same organization. After that, 
the Banker’s Oath form must be signed, again in attendance of a person 
of higher authority within the organization. The level of required cer-
emony is related to the formative and psychological role of the oath in 
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addition to the normative value of its content, as will be clarified later. 
The signed document must be kept by the bank for the duration of the 
employment contract with the employee. Within the limitations stated 
above, banks can individually decide how to arrange the oath swearing 
ceremony. There is no requirement for the ceremony to be public, but 
many banks did invite the press to attend their early ceremonies in 2015.

7.3  The Political and Legal Framework

From a corporate social responsibility (CSR) perspective, the Banker’s 
Oath is particularly interesting in terms of its legal embedding and the 
expected effects on employee morality. The financial services industry 
in the Netherlands is overseen by the “Authoriteit Financiele Markten” 
(Authority Financial Markets—AFM). In principle both the AFM and 
the Dutch National Bank could revoke the operating permit of a finan-
cial services organization if the Banker’s Oath is not taken by all rel-
evant employees as required. In addition all employees of Dutch banks 
are now (since 2015) subject to disciplinary law. An independent Bank 
Disciplinary Law Foundation (“Stichting Tuchtrecht Banken”) is respon-
sible for overseeing compliance at employee level. On an organizational 
level there is a code of conduct (a code of corporate governance called 
the Banking Code) which consists of a number of corporate governance 
requirements which would (at first sight) only apply to the way the bank 
is structured and how it reports its annual financial results. Responsibility 
for corporate governance will normally lie with the top management and 
board of directors of the bank. When the initial Banker’s Oath was rolled 
out in 2012, it was only required to be taken by senior decision makers 
of banks, not by all employees. This was in line with the assumption 
that ethical corporate governance was enacted by the senior employees 
who held responsibility for structure and strategy of the firm. In 2015 
the Banker’s Oath was embedded in a disciplinary law framework for 
the banking sector where an independent committee consisting of a 
judge and independent members with banking expertise would rule on 
transgressions if they were reported. The outcome of such disciplinary 
law proceedings could range from an official reprimand and mandatory 
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training through to a personal fine of 25,000 euro and in the most seri-
ous case a temporary occupational suspension from the banking industry. 
Opposition of the Banker’s Oath has largely focused on these personal 
penalties that could come about when employees simply follow company 
orders (Consultation 2013). In 2015 the Banking Code was combined 
with a Social Charter and the Banker’s Oath into a document called 
“Future Oriented Banking” by the NVB (Nederlandse Vereniging van 
Banken 2016). In this document the content of the Banker’s Oath was 
specified in more detail so as to clarify and promote compliance by indi-
vidual employees. The Banking Code part guides behavior at the senior 
level of banks, discussing issues such as integrity, risk management, audit-
ing, remuneration and transparency. All banks with a permit from the 
Dutch National Bank fall under the Banking Code and are specifically 
required to report on the individual banks website about developments 
and improvements related to the Banking Code within the bank (using 
concrete examples) on a yearly basis. As the Banking Code indicates: 
“comply or explain”.

Before the Banker’s Oath was made mandatory the existing Banking 
Code already covered most of the elements that are now also included in 
the oath. Elements such as integrity, transparency and behaving accord-
ing to the law were specifically addressed in the Banking Code and as such 
applied to senior directors of banks directly and also indirectly to employ-
ees of banks who were bound by internal codes of conduct specified by 
each bank based on the Banking Code. As such, the new Banker’s Oath 
does not necessarily add any new legal expectations (Van Kranenburg-
Hanspians and Jans 2013). Legal scholars as well as government bodies 
such as the Raad van State (Council of State—the highest advisory body 
of the Dutch government which particularly looks at the quality and fea-
sibility of proposed new laws) therefore opposed the introduction of the 
Banker’s Oath for all employees since the newly added elements in the 
oath (such as balancing stakeholder interests and focusing on client inter-
est) are near impossible to weigh objectively in a legal framework and 
could never be the start of a disciplinary let alone civil legal case. From 
a practical perspective, it seems wrong to expect an employee to assume 
moral responsibility for actions which he/she may have initiated based on 
corporate requirements. The level of professional autonomy differs mark-
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edly between different functions within a bank. Many of the comments 
by union members included in the criticism of the Federatie Nederlandse 
Vakbeweging (FNV) financial labor union (Consultation 2013) indicate 
that employees expect senior executives to assume the responsibility as 
part of their role in the organization. The Raad van State opposed the 
introduction of a Banker’s Oath for all employees because it did not see 
a legal justification (the oath would be a paper tiger), and it also feared 
that an oath sworn by so many people would lose its value as a symbolic 
tool. Despite initial opposition from banks, unions and the Raad van 
State, the Dutch parliament voted in the Banker’s oath. In parliamentary 
discussions the then Minister of Finance, Mr. Dijsselbloem, explained 
that he saw two main reasons to broaden the oath to all employees of 
banks (Vaste Commissie voor Financien—September 8, 2014); first of all 
because it would be a symbolic appeal to all individuals working in banks 
to take their societal role into account and secondly (rather pragmatic) 
it would take away the difficulty for banks to determine who was or was 
not part of the initial group of employees who could impact the financial 
profile of the bank. From the discussion, it becomes clear that the idea 
to widen the oath to all employees was actually introduced by the banks 
themselves during a meeting with Dijsselbloem.

As such the Banker’s Oath can be interpreted much more as public 
confirmation of existing legislation as well as a starting point for bank- 
internal discussions on ethics and integrity not just at the board level but 
throughout the organization.

7.4  Reasons Behind the Oath

Even though the Banker’s Oath clearly has a symbolic function, if there were 
no direct legal reasons to introduce the Banker’s Oath, why was it added 
to the existing legal frameworks? As can be seen from the Future Oriented 
Banking document (Nederlandse Vereniging van Banken 2016), the oath is 
presented as part of a broader package of measures which include a Social 
Charter and a Banking Code. As the NVB states: “The banks—individually 
and collectively—use this to show society what they stand for and what they 
can be held accountable for. It is part of accountable banking.” This call for 
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socially responsible practices in the banking system fitted in with an ongo-
ing strengthening of corporate governance structures which was initiated in 
the early 2000s and further catalyzed by the financial crisis of 2008. In a 
Dutch document by the NVB, three reasons for the introduction of the oath 
are given: to codify the desired conduct of everyone working at a bank, to 
show society at large which rules of conduct bank employees must adhere 
to and to increase the trust of society in banks (Nederlandse Vereniging van 
Banken 2016c). The role of society and the opinion of society as a whole are 
clearly important considerations for the banking industry to publicize not 
only a Social Charter but also the Banking Code and the Banker’s Oath in 
full. Clearly, the industry association is aware of the damaged public image 
of banks. The publication of the Banking Confidence Monitor in 2015 is 
another sign that customer confidence (which had been measured for a num-
ber of years by the NVB but always for internal use only) is high on the 
agenda. As is stated in the Monitor, the NVB intends to publish its results on 
a yearly basis from now on to measure improvement in public confidence in 
both banks in general and the biggest banks individually.

In order to understand the content and reasons behind the oath, it is 
interesting to look at the history of the Dutch Banker’s Oath. The finan-
cial crisis of 2008 was certainly a catalyst, but in the Netherlands, there 
had already been a number of public scandals that had tainted the image 
of Dutch banks and insurers. One particular example was the “woekerpo-
lis” (usury policy) scandal where banks had offered long-term insurance 
policies as a basis for paying mortgages and other debt in the future. 
The insurer/bank invested the monthly premiums in the stock market 
and customers were promised high returns at the end of the contract. 
In reality many customers found they had lost money at the end of the 
policy because of hidden management fees and inflated life insurance 
policies connected to the original policy. The so-called woekerpolis affair 
affected so many households that unethical behavior in the financial sec-
tor was a major focus of political and media attention in 2006 and 2007. 
Then in 2007 one of the biggest banks in the Netherlands, ABN-AMRO, 
was broken up and sold to three international banks after a shareholder 
vote lead by foreign hedge funds. As part of the break up (which would 
lead to thousands of job losses in the domestic market), the CEO of 
ABN-AMRO left the company with a 26 million euro bonus on top of 
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his 4 million euro salary. In Calvinist Holland (where banking salaries 
were already considered extreme compared to other industries), this was 
not appreciated and comedians had a field day with caustic jokes about 
Rijkman Groenink (the CEO) whose surname translates to “Richman”. 
In this environment of discontent, Hans van Mierlo published a book 
in which he proposed new ethical rules for bankers (Van Mierlo 2008) 
which became a bestseller after the economic crisis of 2008 hit the Dutch 
banking sector in full. Van Mierlo had a background as communications 
manager at banks including Rabobank and ING. Before that he had been 
head of communications for the Dutch House of Representatives and 
with relevant political connections he had recently worked for the Dutch 
Banking Association as a lobbyist. Based on the Hippocratic oath sworn 
by Dutch medical doctors, Van Mierlo formulated a “moral ethical state-
ment” which grew into the Dutch Banker’s Oath. Many elements of the 
Dutch Banker’s Oath can be traced back to the Dutch Doctor’s Oath 
(Artseneed 2009). Van Mierlo’s “moral ethical statement” was adopted 
by the Dutch Banking Association in 2010, and at that time, it applied 
to around 17,000 bank directors and senior policy influencers in banks. 
At this point in time public outrage aimed at business and social inequal-
ity had reached its peak with movements such as Occupy Wall Street. 
In this atmosphere of public discontent, the change of government in 
2012 led to a coalition agreement which stipulated that a banker’s oath 
would become compulsory and involve strict (“strenge”) sanctions if 
breached. This meant that by January 2013 the Banker’s Oath received 
legal status and was not just an addition to an existing banking industry 
code of conduct. Not only did the Banker’s Oath come into law (Wet 
Financieel Toezicht) but also a continuous political discussion came to 
the conclusion that all employees of banks should be obliged to take the 
oath, not just senior policy makers. This led to an amendment to the law 
(Wijzigingswet Wet Financieel Toezicht) in early 2015 which broadened 
the group to all 90,000 employees of banks in the Netherlands with a 
permit from the Dutch National Bank. In the explanatory memorandum 
published before the law change, the following reasons for the expansion 
of the oath to all employees of banks were given. The oath is expected to 
have three main functions: normative, formative and psychological. As a 
normative measure, the oath indicates what good financial service provi-
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sion entails. As a formative measure, the oath invites employees to think 
about their actions and motivations. Finally as a psychological measure, 
the oath is a personal appeal and expected to be self-binding (“zelfbin-
dend”) in that taking and subscribing to the oath personally will make 
the employee feel personally directly bound to the content of the oath 
(Rijksoverheid 2014). The memorandum then adds that the oath being 
sworn by all employees is specifically important because of the role of 
public trust in the financial services industry. Much in this explanation 
points to the symbolic character of the Banker’s Oath. At the same time 
the oath has potential legal consequences for the employee swearing it 
which makes it different from voluntary professional oaths such as the 
Hippocratic oath or oaths of office such as taken by newly elected mem-
bers of parliament. As such the oath might encourage company-wide dis-
cussions about morals, ethics and the social responsibility of banks, but 
what were the exact consequences for corporate and individual morality? 
What kind of oath was this new Banker’s Oath?

7.5  A Different Type of Oath

An oath can be defined as “a socio-linguistic act with a specific formula to 
provide the highest warranty for statements a person can give or is prepared 
to give in the specific circumstances according to his/her moral convictions 
and beliefs, that is accepted as such by the oath receiver and social com-
munity, that is accompanied by specific rituals, including specific gestures, 
and that is recorded” (Rutgers 2013). One of the earliest recorded oaths in 
relation to business activities was found in the Fayum region of Egypt. It 
is a papyrus document from 230 BC which states that one Semtheus (“I 
swear by King Ptolemy […] and Isis and all the other gods and goddesses of 
the land, that I will perform my duties”) swore and subscribed to perform 
his duties as banker’s assistant accurately and justly (Austin 2006; Verboven 
et al. 2008). Even in this early example of an oath, all the typical elements 
of a Bankers Oath are included; a higher authority (the gods), duties which 
are expected to be performed (being truthful, delivering results accurately) 
and a reference to justice (doing the right thing). Interestingly this is the 
only known business oaths which remains from the Ptolemaic era. The 
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limited number of recovered papyri from this region and era do include a 
number of labor contracts (Von Reden 2010); it is likely that the oath was 
taken in addition to a “normal” employment contract. A millennium later, 
business-related oaths were widely used by medieval merchant guilds. Guild 
members swore oaths when joining the guild to promise mutual assistance 
(particularly financially) within the guild in case of adversity such as ship-
wrecks or fire (Verhulst 1999). This would give members an advantage 
when doing business with other parties as their reputation and trustworthi-
ness were bound to a larger guild with ample resources and an incentive 
to enforce dutiful behavior from all members of that guild (Ogilvie 2011). 
Comparing the Banker’s Oath with some of these earlier business-related 
oaths shows many similarities. As in ancient Egypt, the oath must be both 
sworn and subscribed on paper. The oath is a guarantee of mutual assis-
tance in the banking industry; by promising to improve confidence in the 
financial services sector as a whole, the oath is not just aimed at improving 
the image of the bank where the individual works. Although contractual 
relationships are now much more prevalent in the business environment, as 
a symbol of virtuous banking the oath seems to make sense.

These days oaths are mainly known from the medical and law profes-
sions where new doctors and lawyers swear an oath upon the start of 
their professional career. Similarly, public office oaths are still widespread 
where public servants are sworn into a specific public position. An oath 
is thus a promise (as Rutgers (2013) states: “the most powerful prom-
ise”) that guarantees the expected behavior of the oath taker. In today’s 
day and age, contracts are the business tool generally used to guarantee 
business agreements and economic interaction. The expected behavior of 
the other party is thus secured with a contract, and any unexpected or 
immoral behavior is avoided by reliance on mutual trust and reputation. 
In terms of expected behavior of banks (and its employees), it is interest-
ing to compare the content of the Banker’s Oath with the content of the 
ISO26000 social responsibility guidance introduced in 2010 (ISO26000 
is not a certification, but can be used as a statement of intent). Of the 
seven principles of social responsibility, the first five are all applicable to 
the Banker’s Oath. Accountability, transparency, ethical behavior, respect 
for stakeholder interests and respect for the rule of law are not difficult 
to recognize in the wording of the oath. The final two principles (respect 
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for international norms of behavior and respect for human rights) would 
be of less relevance for banking employees operating mainly within their 
national context. As such the oath promises professional virtue in the area 
of social responsibility. The individual employee becomes the representa-
tive of the social conscience of the bank.

When the initial limited banker’s oath was introduced, it only applied 
to the senior directors and employees who could have a material impact on 
the financial profile of the bank. This early oath (identical in content to the 
current oath sworn by all employees) could to some extent be compared 
to the Hippocratic Oath or similar professional oaths. As was mentioned 
before, the structure and content of the Dutch Banker’s Oath resemble the 
Dutch Doctors Oath. However, although both professions are governed by 
a disciplinary law body, the Hippocratic Oath is not included in any offi-
cial laws. Furthermore the Hippocratic Oath is taken voluntarily and not 
required by law as the Banker’s Oath now is. This is one of the reasons the 
Council of State opposed the broadening of the oath to all employees, as it 
would risk making the oath “just another box to tick” as part of an employ-
ment contract in banking. Similar to professional oaths, the Banker’s Oath 
is a promissory oath (such as the Hippocratic Oath) and so-called oaths of 
office. An oath of office is sworn by a public official upon entering a civil 
service role (Rutgers 2010). Examples include the oaths sworn publicly 
by US presidents and Supreme Court justices when starting their term 
of office. As Boatright (2013) points out, the Banker’s Oath is neither an 
oath of office nor a professional oath. It does not award special privileges 
to the oath swearer apart from forming the required basis for an employ-
ment contract at the bank. As Blok (2013) points out, oaths have tradition-
ally been regarded as a “performative speech act”; in professional oaths the 
swearing of the oath transforms the graduating student into a doctor, the 
paralegal into a lawyer. In that case the oath receivers are fellow doctors or 
lawyers who adopt the new professional into their community. Similarly in 
swearing an oath of office, the public (the oath receivers) accepts the oath 
swearer into their new (temporary) position. The Banker’s Oath is different 
as the oath receiver is a senior employee in the same bank (who does not 
necessarily represent the public to whom several of the virtues in the oath 
are aimed). And the oath swearer is not accepting a specific (public) office, 
nor are they entering a profession which is ultimately aimed at the public 
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good (as lawyers and doctors may claim). Of course from a CSR perspec-
tive, it can be claimed that banks have a public function and are highly rel-
evant for the economic wellbeing of society, but the individual oath swearer 
(employee) is part of an organization which pays her salary and expects 
loyalty to the firm. Whether that bank as principal to the employee as agent 
has benign intentions for society is another matter; the employee does not 
get new powers from the oath, only new duties. Becoming a “banker” then 
does not seem a fair deal. No wonder then that so many bank employees 
objected to the introduction of the Banker’s Oath.

To whom then is the oath taker beholden, the general public (state) or 
the company (private)? The answer is more or less both, which interest-
ingly from a CSR perspective changes the way in which social responsibil-
ity is transferred in part from the legal corporation level to the individual 
employee level. By legally forcing all bank employees to take the Banker’s 
Oath, moral responsibility is not just enforceable at the corporation level 
but also at any other level within the organization. To some extent this 
was the original intention of the widening of the oath to all bank employ-
ees when discussed in politics. It was too difficult to draw a line of moral 
responsibility, so forcing all employees to answer to disciplinary law and 
swear a Banker’s Oath was a pragmatic solution. In terms of individual 
versus CSR, the Banker’s Oath opens up some interesting legal and moral 
questions. Legal questions include the conflict between personal respon-
sibilities and corporate role. What power does the employee have to fulfill 
the virtues of the oath? Can the employee be expected to understand the 
roles of all different stakeholders involved with the bank? Is the employee 
required to become a whistle blower if they detect behavior of superiors 
which appears to break the oath? As Van Kranenburg-Hanspians and Jans 
(2013) recommended, from a legal perspective it is crucial that banks 
should be required to provide detailed step-by-step plans to employees 
about actions to take when they perceive colleagues breaking the oath.

Although the Banker’s Oath is specific focusing on the client’s inter-
ests, the role that clients play in a typical bank can be quite diverse. If 
a client wishes to speculate on the stock market with money borrowed 
from the bank, is the bank employee only obliged to inform the cli-
ent of possible risks or does the oath expect a more active role in terms 
of protecting the client from themselves? And what exactly is the role 
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of the banker in terms of “responsibility towards society”? How can an 
individual employee balance the needs of all stakeholders including the 
shareholders? And what if this individual interpretation contradicts cor-
porate policies? What then is the balance between individual legal and 
moral obligations?

7.6  Locus of Moral Responsibility

Gailey and Lee found that the attribution of responsibility for ethi-
cal wrongdoing in business as perceived by the general public depends 
on the level of perceived autonomy of the employee within the firm. 
If an employee has more autonomy, more responsibility is attributed to 
the employee and less to the organization as a whole. Similarly, when 
employees are perceived to have less autonomy, in the public eye they 
were attributed less responsibility individually and more responsibility 
was attributed to the organization as a whole (Gailey and Lee 2008). 
For the banking sector as a whole to be regarded as morally responsi-
ble, individual banks need to be regarded as responsible. As Ronnegard 
(2013) has argued, corporations themselves cannot act as moral agents. 
They are legal agents and carry legal responsibilities, but they should 
not be held responsible morally as long as they fulfill their legal duties. 
Individual moral agency of employees within a firm is difficult to estab-
lish. In the classic hierarchical structure of the firm, can an employee be 
held responsible for the actions with which they contributed to the col-
lapse of the firm if those actions were sanctioned and even encouraged 
within the hierarchy of that firm? A strong push in the area of Corporate 
Governance regulations in the Netherlands in the early 2000s had made 
banks aware of their duties toward shareholders and society in terms of 
issues such as transparency and remuneration (Code Tabaksblat 2004). 
The so-called Code Tabaksblat was mainly aimed at improvements in 
corporate governance in relation to shareholders. Other stakeholders and 
society at large were not addressed, and labor unions complained that 
the Code even had adverse effects, for instance the required publication 
of detailed executive remuneration packages which was part of the new 
code appeared to lead to a sharp increase in executive salaries now that 
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they could compare what they earned among themselves. Corporate gov-
ernance regulation improved responsibility toward shareholders but not 
necessarily to society at large. Corporate governance structures and the 
existing code of conduct within the banking industry both were managed 
in a top-down fashion. The firm was given a number of legal responsi-
bilities which were then distributed throughout the bank in the exist-
ing hierarchical structures. In terms of moral responsibility, virtues such 
as accuracy and transparency were translated into specific legal require-
ments which the firm could then manage internally as long as the annual 
report showed compliance. Within a typical bank organization it is not 
difficult to imagine how different legal requirements and moral expecta-
tions can be between for instance retail banking and investment banking. 
If expected individual morality is codified in legal requirements, which 
seem to increase based on rank in the organization (as would be the case 
in a typical corporate hierarchy), every employee will follow the rules 
and do what they are expected to do by their direct superior. The moral 
impact of daily decisions is then easily forgotten, and lack of autonomy 
lower in the organization will lead to employees following orders with-
out questioning the larger impact of their actions on stakeholders other 
than the shareholders around which codes of conduct and corporate gov-
ernance  structures are designed. In contrast the Banker’s Oath can be 
regarded as a method to infuse moral responsibility into the corpora-
tion by getting every single employee to swear an oath based on a mix-
ture of both morally expected virtues and legally expected duties. The 
public outrage at banks was aimed at the behavior of bankers, who had 
profited from political deregulation. As Van Tulder (2011) formulates 
it, “The trade-off between “risk” (creating uncertainty) and “responsibility” 
(managing uncertainty) became settled in favor of the risk takers.” In the 
2012 Dutch government coalition accord there is specific mention of 
bankers. After emphasizing the importance of a healthy financial sec-
tor for the economy, it is argued that “but when bankers take outsized 
risks this can cause great damage to our economy. We have that experi-
ence and we do not want to experience that again”. In this document a 
number of measures are introduced to reform the banking sector. The 
first measure on this list is the Banker’s Oath and the second measure is 
related to extended screening of banking employees responsible for high- 
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risk transactions. These two employee-related measures are then followed 
by a list of institution-based measures regarding issues such as capital 
requirements (Basel III) and a maximum percentage of flexible remu-
neration (bonuses) for executives. The wording of the coalition accord 
points toward a philosophy of act utilitarianism (Hare 1982); bankers 
need to be kept in line to avoid them making decisions which will harm 
the national economy and which will harm themselves (“A Banker’s Oath 
will be introduced, with strict sanctions upon violation”). This would 
lead to the expectation that the content of the Banker’s Oath would be 
utilitarian as well, a promise to perform certain actions in order to attain 
a preferential outcome. A promise to take less outsized risks so as not 
to endanger the viability of the bank and damage stakeholders, among 
them customers and the state. The main problem that still remains is 
that parts of the oath as it is worded now are open to multiple interpre-
tations. The oath swearer promises to be a virtuous banker, honoring 
transparency, accuracy and considering clients and society in decision-
making situations. However the meaning of these virtues must then be 
found in the internal bank code of conduct which is partly based on the 
Banking Code corporate governance rules which were never specified at 
the individual employee level. CSR is thus moved from a higher corpo-
rate level to a lower employee level without a clear legal framework which 
could clarify the exact expectations of the individual. The benefit of the 
Banker’s Oath is then that it invites individual employees to more closely 
consider CSR within the firm and social responsibilities at the personal 
level. The drawback (at this point in time) is still that there is not enough 
guidance in terms of how this CSR can be enacted at the individual level. 
In that regard jurisprudence of the disciplinary legal framework which 
started in 2015 will be necessary to clarify which responsibilities employ-
ees of Dutch banks now have. As Wouter Keuning noted in a Financieel 
Dagblad article on April 1, 2016, in the first year of the existence of the 
Bank Disciplinary Law Foundation, no rulings have been made. A total 
of 57 possible offenses were reported of which 43 were not valid, mainly 
because customers complained against banks and not individual bankers. 
Clearly the division of social responsibility between the corporation and 
the employees of that corporation is an interesting discussion generated 
by the introduction of the Banker’s Oath.
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 Conclusion

The Dutch Banker’s Oath was introduced as a symbolic measure to foster 
a spirit of social responsibility within the banking sector. The initial oath 
was only taken by senior executives and employees with material impact 
on the financial situation of banks. Because of the difficulty in delineating 
who should and should not swear the oath, it was made compulsory for 
all bank employees in 2015. Because of the legal embedding of the oath, 
it raises questions about individual responsibilities of the employee in 
relation to corporate responsibilities codified along corporate governance 
standards. As such the Banker’s Oath not only encourages bank-internal 
discussions about responsibilities toward stakeholders and society but 
may also be a first step in distributing legal responsibility down from 
the corporation level to the employee level. This could mean a paradigm 
shift in terms of accountability for moral behavior of the firm. Although 
no jurisprudence related to the Banker’s Oath is available yet, the legal 
implementation of a moral oath in a private business setting opens up 
promising new interpretations of CSR.
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8.1  Introduction

Operations act and develop on a global level, within a constantly altering 
instable business environment. The business community, as well as the soci-
ety in a wider scale, is vulnerable to various types of disorders, which may 
prove to be of enormous cost. Kemper and Martin (2010, p. 229) indicate 
that “as the size and shape of the financial and economic crises have become 
clearer, the relationship between firms and society has begun to shift mark-
edly.” The majority of businesses worldwide are still struggling to recover from 
the recent global financial crisis. In the aftermath of this crisis, organizations 
and humans experienced and captured that it is only through genuine inter-
play and interaction of a plethora of different type of organizations—private, 
public, Non-Governmental Organizations’ (NGO) institutions, governmen-
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tal agencies—and through the integration of diversified individuals can they 
survive; can society itself survive. According to Mintzberg (1983, p. 3) “in its 
purest form, social responsibility is supported for its own sake because that 
is the noble way for corporations to behave.” Therefore, organizations have 
to enhance substantially their corporate social responsibility (CSR) in order 
to offer greater social value and an increased population awareness regarding 
their liabilities against themselves and the society.

This chapter makes an effort to accentuate the contribution of the 
principles of crisis management in relation to the collaboration and inte-
gration between different types of organizations, thus to be prepared to 
manage a crisis with the minimum losses, in terms of time and cost. The 
current financial crisis confirmed that businesses and societies can no 
longer afford the reoccurrence of a similar event. The uncertain business 
environment demands from all companies to be alert, being in a position 
to deal with unpredictable crisis situations, at any given time.

Events of great importance, such as an economic failure due to man-
agement mistakes or due to the lack of allocating financial resources, labor 
accidents, electronic crime, the early deterioration of a product, a strike 
of the trade union or even natural catastrophes such as an earthquake, 
may lead to substantial, unrepairable damages and losses, in economic 
terms and in human lives in some extreme cases.

Crisis management is not only a top priority for the organization, but for 
every party involved such as investors, employees, stakeholders, customers, 
suppliers and the community. Therefore, the collaboration and the integra-
tion between the private and the public sector involving firms, political 
actors and social constituents is an absolute necessity for every business, 
in order to manage a crisis successfully and achieve operational continuity.

8.2  Developing Private–Public Sector 
Interaction for Maintaining Operational 
Sustainability Under Crisis

By definition, crisis is “a major unpredictable event that likely is accom-
panied with potential negative effects. The event and its aftermath may 
significantly damage an organization and its employees, products, ser-
vices, financial condition and reputation” (Barton 1993, p. 2).
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Crisis is a multidimensional and complex notion that may affect any 
business. By any means, there are no standards in effects caused by cri-
sis as the recent financial crisis indicated. Every business is obliged to 
develop its co-operational skills in interacting with the public sectors 
and vice versa, in a higher or lower level, according to the crisis type. 
However, this interactive relationship is essential in favor of the common 
wealth of the society. Karaibrahimoğlou (2010, p. 385) supports that “in 
order to cope with the financial and economic downturn, organizations 
need to focus on providing society’s needs; therefore, transparent CSR 
projects could provide the social support needed by organizations and 
society to overcome the down turn”. Adopting a hybrid model of interac-
tion between the private and the public sectors, which can be adjusted 
accordingly, depending on the occasion and on the crisis type, may be a 
fundamental tool for any business, in order to ensure its operational sus-
tainability under crisis. As Kolk and Pinkse (2006, p. 61) underline “the 
greater the number of ties between stakeholders, the greater their ability 
to collaborate and to influence organizational practices”.

Fernández-Feijóo Souto (2008, p. 46) argues that “the new attitude, 
forms and perspectives should be the result of a deep internal reflection 
that will increase the core value of the firm. This core value will be favored 
by the innovation inherent in CSR”. Peloza and Shang (2011, p. 119) 
support that “value is interactive because it can be created only when 
a firm and stakeholder come together”. Additionally, according to Lin 
et al. (2011, p. 455) “CSR refers to the moral obligations that maximize 
the positive influence of the firm on its social environment (e.g., envi-
ronmental protection, social charities, etc.) and minimize the negative 
influence”.

8.3  The Process of Accomplishing 
an Integrated Relationship

The majority of theorists and experts of crisis management support the 
necessity and the utility of a crisis management plan. “Every business, 
large or small, public or private, should have a crisis management plan. 
Every division of every company, industrial or service business, should 
also have a crisis management plan” (Fink 1986, p. 54).
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It is worth mentioning that in order for this bidirectional co-operation 
to be carried out and resolved between private and public sectors, under 
crisis, the development and existence of a feasible plan is presumed. It is 
impossible by any means to achieve a sufficient level of synchronization 
and co-ordination between two or more individual organizations, with-
out having their roles and obligations predetermined.

Having as a cornering stone the planning principles of crisis man-
agement, companies may be more efficiently prepared to deal with 
unexpected, random or not, events, which in turn may result in seri-
ous damages. These losses may surpass the financial sense of a business 
loss. Realistically, in some cases they may cause irreparable catastrophes, 
which may trigger political anxiety and social disorder.

The article fulfills the literature related to the process by which an 
organization may collaborate and integrate with other organizations of 
the same sector or from other sectors, either private or public, in order to 
maximize its crisis awareness and preparedness. It illustrates how a new  
model can emerge from the interactive relationship developed between 
organizations, NGOs, public agencies, government and funding institu-
tions in order to respond effectively to a wider range of human and social 
requirements which often rises under the shadow of a crisis that can be a 
potential threat for the society.

The need for enhancing co-operation with a diversity of organizations, 
in order to deal with a crisis, may contribute in alerting the consciousness 
for socialization, maximizing the level of awareness for greater corpo-
rate social responsibility. It also aims in determining a theoretical hybrid 
model of interplay of the private and public sectors that may challenge 
the interest of many for further research and study, since crisis is an inte-
gral piece of the modern business era and of the society.

Based on the actions performed individually by a company, in the 
three separate stages of crisis, a hybrid new model is quoted, focusing 
on the collaboration between private and public sectors. The role of the 
determination of this model is not only to enable a business to maintain 
its operational sustainability but to return to its weekday pace and busi-
ness activity, with the lowest possible cost, not just for the company itself, 
but for all the involved parties, such as stakeholders, employees, suppliers 
and the wider social spectrum. An additional fundamental criterion is 
achieving the abovementioned, in the less possible time.
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In this new co-operative form, apart from presenting the modus ope-
randi of the cross-sector partnership, a thorough analysis is cited regarding 
the operations of the members of the crisis management team, including 
the methods of interaction followed by sectors of the company.

Many different models have been developed, throughout the years, to 
illustrate crisis management procedures. All of them have been outlined 
by a number of researchers and represent the most commonly followed 
paths for crisis analysis (Turner 1976; Fink 1986; Shrivastava et al. 1988; 
Pearson and Clair 1998; Pauchant and Mitroff 1992; Heath 1998; Ray 
1999; Mitroff 2005). Turner (1976) first established a model compris-
ing of six stages, which was adopted by Mitroff (2005) also. Pauchant 
and Mitroff (1992) developed a model consisting of five stages. Heath 
(1998) proposes a four-stage model, commonly known as the “4R’s”. The 
three-stage model (Seeger et al. 2003) was not developed or supported by 
theorists. It is perceived to have emerged from practical research attempts 
in an effort to be used as a general analytical framework (Coombs 1999; 
Ray 1999).

The following table, see “Table 8.1”, represents a comprehensive pre-
sentation of the different theoretical models:

This chapter utilizes the three-stage model of crisis, based on the crisis 
time period: pre-crisis—crisis—post-crisis. The three-stage model com-
bines the flexibility of adaptation with ease in various conditions con-
veniently by separating the process of every action, depending on each 

Table 8.1 Models of Crisis Management

Three-stage 
Model of 
Crisis 
Management

Four-stage 
Model of Crisis 
Management 
(4R)

Five-stage Model of 
Crisis Management

Six-stage Model of 
Crisis Management

Pre-crisis Reduction Signal detection Signal detection
Readiness Preparation Probing/preparation

Crisis Response Containment/
damage limitation

Containment/damage 
limitation

Post-crisis Recovery Recovery Business recovery
Learning No fault learning

Redesign

Source: Developed by authors
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time phase. The three-stage crisis model was selected due to the simpli-
fied analysis it provides. This model can be understood by the majority 
of people, as the distinguishability between the stages is distinctive and 
offers a more explicit view to non-specialists.

8.3.1  The Pre-Crisis Stage

Crisis management is a topic of greater importance than many presume. 
Managers and leaders are obliged to take responsibility, since they are con-
sidered to be liable for the prosperity of the company, the well-being of 
their employees, the welfare of the outer environment and of the society 
it operates. The assurance of the company itself, in terms of operational 
existence and profitability, in relation to maintaining its development 
and growth, is on the top of the pyramid of priorities. Therefore, before 
each organization is challenged with a crisis, it has:

 1. To identify and prepare. Every business has to have the ability of 
identifying beforehand a potential threatening crisis. The company 
may determine and acknowledge the exact organizations from the pri-
vate and the public sector, in order to establish a co-operative relation 
at any given time when a crisis appears.

A characteristic example of the above is quoted by Fink (1986, 
p. 56) regarding a sudden power failure which occurred in the Los 
Angeles Herald Examiner. The Herald Examiner had to face the inci-
dent, which caused a halt in printing from its own plant. In order to 
overcome the problems caused, as headlines were extremely pressing, 
the newspaper presses of Los Angeles Times were recruited and the 
paper was distributed on time. In this case, a crisis was contained due 
to a pre-arranged cross-sector partnership, between the two publish-
ers. “Herald Examiner” as a proactive company was fortunate enough 
to be prepared and have an alternative operation plan in hand, if an 
unexpected crisis occurred. According to Burke and Logsdon (1996, 
p. 498) “one might argue that the firm may be motivated by the desire 
to save on future compliance costs. If so, the CSR behavior may be 
strategic in terms of proactivity.” In this case, everything was pre- 
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organized in an orchestral level of performing every single action. This 
is an illustrative example of an efficient partnership, in terms of crisis 
management planning, between two organizations of the same opera-
tional activity.

Under the spectrum of even bigger crises, an extensively detailed, fully 
integrated preparation is crucial in conjunction with a harmonic co-ordi-
nation of a plethora of governmental organizations, institutions, busi-
nesses, volunteers, paramedics and non-governmental organizations.

 2. To provide appropriate training. Within the framework of crisis man-
agement, it is commonly known that every company is obliged to train 
and educate accordingly all of its employees, including managers, assis-
tants and production-line workers. The training scheme has to provide 
sufficient knowledge of the actions performed during a crisis. Training 
programs are being utilized throughout presentations, role-playing, dis-
tribution of informative material and table top exercises.

The new hybrid model proposes that specially designed integrated 
seminars and realistic simulations with every single external and orga-
nizational entity have to be performed as predetermined by the former 
stage of planning.

 3. To develop a sufficient level of communication. In terms of crisis 
management, a correct and sufficient level of communication is a pre-
requisite during all stages of crisis. At the pre-crisis stage, alternative 
communication channels have to be defined, which will be activated 
consecutively when crisis emerges.

Prior to a crisis, all involved organizations, either public–private or 
cross-sector partnerships, must be fully aware with whom or how they 
have to communicate. Particularly, in relation to the inner business 
environment, crisis managers should have full acknowledgment of 
providing 24-7 easy access to communication and information means, 
to the company’s employees (Mitroff and Pearson 1993; Kovoor- 
Misra 1996). Apart from businesses’ privately owned network plat-
form, emergency call-free phone numbers should be provided with 
easy and free access or even text messages, informing and advising 
employees, in emergency situations.

Nevertheless, communication plans have certain limitations, when 
it comes to informing a large number of people. At that time, the 
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media may undertake a fundamental role in providing information to 
the masses. No government emergency management institution can 
be compared to the speed and level of information that can be spread 
by the established “television, radio and newspaper outlets across the 
country” (Haddow et al. 2008).

 4. To detect the signals and interact. Troubles usually emerge as insig-
nificant, appearing with minor symptoms that can become easily 
unidentified. Unfortunately, they can be escaladed radically, triggering 
incidents and metamorphose into the cause of major consequences. 
Many different variables must be taken under consideration, such as 
the value level given by people in developments on the premature 
stage of escalation, the level of knowledge they process in relation to 
the system’s identification capabilities of allocating the first signs of a 
trouble and the level of support provided from the available resources 
given by the top management in dealing with the unexpected (Weick 
and Sutcliffe 2007).

The ability of interaction between organizations may prove to be 
extremely cost-effective and even life-saving, whenever minor trouble 
signals are identified at their very early stage, avoiding crisis before it 
even occurs.

 5. To test and review. In order for a plan to achieve maximum effective-
ness, the perfect co-ordination and close co-operation of various dif-
ferent entities are required including the company’s management 
team, the local authorities, the emergency services and others. In this 
case, crisis and emergency plans should be designed thoroughly, 
reviewed and prepared accordingly.
In addition to testing, the retrospection of the model accompanied 
with all the necessary alterations that have to be implemented is very 
significant. There are incidents that do not allow any margin for mis-
take. There is no space for trial and error learning, as in many cases the 
first error may be simultaneously the last trial (Ramsay 1999). Review 
the already existing plan and its related procedures of the private–pub-
lic co-ordination scheme, whenever it is necessary. Previous crises have 
to be reviewed, underlying any processing errors, problems, misunder-
standings or false actions that may have emerged due to system failure 
or to its resources.
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8.3.2  The Crisis Stage

The crisis stage is the most crucial stage of all. When a crisis is not fronted 
accordingly and effectively, a much longer period of time may be required, 
in order to re-establish a sufficient level of operational sustainability, or in 
some cases, it may even take years for the business to return to a normal 
operating status.

In terms of crisis management, the hybrid model described requires 
from organizations the following:

 1. To identify the crisis. It is impossible to set forth any action, to select 
which application has to be implemented within the framework of the 
general hybrid model, if someone does not have the clearest possible 
view of what he has to deal with. It is commonly known that a crisis 
occurs, despite the level of preparedness, in any type of an organiza-
tion. Panic emerges and spreads everywhere. Panic prevents the involv-
ing parties to acquire a clear view of the situation and its extent, thus 
creating a merely vague perception.

It is critical to be able to identify, instantly, the crisis situation and 
mainly to clarify realistically its possible extent. Following this step, 
any organization has the ability to allocate the proper institutions, 
organizations or any third party, in order to co-operate and interact, 
so as to confront effectively the crisis. At this time exactly, the general 
hybrid model under crisis will be formed according to the circum-
stances. The action framework, consisting of all the activities for 
implementation, is determined at this stage.

 2. To isolate the crisis. It is the immediate forthcoming step that has to 
be activated based on the hybrid planning. According to Fink (1986, 
p. 80) “there is no question that a crisis is a disease and should be 
treated as such. Moreover, it should be viewed and regarded as a com-
municable disease. And as any first-year medical student will tell you, 
communicable-disease patients should be quarantined or put into iso-
lation, to prevent the disease from spreading.” Accordingly, no one 
wants a crisis to spread, contaminating other entities. A crisis must be 
constantly monitored and restricted as much as possible. Until it is 
fully isolated, no operations can take place.
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 3. To make decisions under pressure. In order to accomplish a suffi-
cient level of co-ordination for the operational efficiency of the hybrid 
model, it is essential to acknowledge the person in-charge who is 
responsible of synchronizing different parties together. One of the 
main responsibilities of this individual is to maintain the organiza-
tion’s credibility and simultaneously enhance the trust among every 
entity involved with the crisis. Depending on the nature of the crisis, 
the managerial team has to enhance by any means the organization in 
a productive and profitable state (Lockwood 2005, p. 3).

The aftermath of this stage is the arousing emotions, such as fear 
and anxiety (Smith and Ellsworth 1985). Wooten and James (2008) 
claim that the psychological influence of these emotions may affect 
severely the decision-making ability of a leader. Being able to perform 
and deliver under pressure, within a crisis, throughout wise and sound 
decisions, is a fundamental attribute.

The main issue is to allocate the individual who is charismatic in 
making decisions under pressure, coordinating the action framework 
of the existing model, integrating with all other involved entities and 
willing to undertake the burden of responsibilities. These people may 
drive a crisis challenge to success, adding social value, with a positive 
outcome for everyone.

 4. To achieve a sufficient communication level. When dealing with a 
new status of private–public collaboration, crisis communication may 
have a wider perspective. It is not viable to establish any form of align-
ment and collaboration, when the involved parties cannot engage an 
efficient method of communication. Communication is not only the 
cornering stone within the integration of a business, but it is extended 
in every edge of the operational and social environment.

According to Dean (2004, p.  196) “corporate communications 
during a crisis should address issues of corporate control over the 
event and the processes and procedures for dealing with the event (to 
ensure fair treatment for all affected parties).” The communication 
factor and the level of efficiency in exchanging information, between 
all involving parties, as it can be perceived from real incidents, are 
extremely important (Wang and Hutchins 2010). It is not only time- 
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and cost- effective, but it can also save lives. The importance of this 
article is emphasized by the fact that the embracement of a co-opera-
tive synergy model can promote social value.

 5. To manage crisis. The action that remained is to manage crisis having 
under main consideration to restrict and overcome all its negative 
attributes as quickly as possible in order to reach the post-crisis stage. 
The crisis stage reaches to an end, when the organization is able to 
operate in a state near normal. Crisis, despite being the shortest in 
chronicle terms, has the highest level of strain. It starts by sensing the 
crisis, through an event that triggers it, and does not have any con-
straints, till the crisis-management team’s intervention. During this 
period and until the post-crisis stage, intense confusion, uncertainty 
and emotional arousal occur (Brockner and James 2008). At this 
point, a multiple process is required in order to resolve a crisis, includ-
ing all the necessary actions that must be performed by every single 
member of the model, either as individuals or as an assembly, depend-
ing on the issues that have to be resolved, providing radical integrated 
solutions and maintaining the highest possible level of operational 
sustainability.

The crisis stage requires accurate, precise and strategically designed 
interventions, which will focus in minimizing the harm and the losses, 
confining the impact of the crisis. By applying similar tactics, the organi-
zations can move into the post-crisis stage efficiently.

8.3.3  The Post-Crisis Stage

As researchers have shown, the cost of a crisis does not end simultaneously 
when the crisis ends, particularly for the human factor such as employees, 
their families and the community. According to Shrivastava (1995, p. 222) 
“the last and longest phase is the post-crisis long-term recovery. It takes 
months and sometimes years for crisis-affected communities and environ-
ments to recover from direct and indirect impacts. This is the period of eco-
nomic, ecologic, social, political, and cultural normalization.” Moreover, 
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the mode of action during the last stage will be cited, after the successful 
outcome of the organizational crisis. The actions to be taken are as follows:

 1. To restore for achieving recovery. Primarily, as soon as the crisis inci-
dent has reached its ending, all the losses and damages have to be 
precisely recorded. Every party involved in the hybrid model has to 
identify the nature and size of each loss, assessing the required activi-
ties for the purpose of restoring and reconstructing the operational 
scheme, using and exchanging all available info.

 2. To monitor the safety and mental health of people. Organizations 
are obliged to intensify their attention to the impact of the crisis on 
employees, their families and the community as well. As Lockwood 
states: “Business recovery and operational sustainability cannot occur 
without employees” (Lockwood 2005). Managers tend to turn their 
greater attention toward systems, operation, infrastructure and public 
relation, instead of the human factor.

Although crisis is permanently terminated, the morale of the 
employees is low and emotions such as fear, psychological stress and 
uncertainty capture their state of mind, affecting their mental health 
(Wang and Hutchins 2010). Considering that post-trauma issues may 
emerge in the near future, due to the nature of human psychology and 
mentality, organizations and top-level managers, including the HR 
Department, must ensure the fine physical and mental health of the 
employees, contributing in maintaining a high morale state and help-
ing them extensively in returning back to a normal productive state. 
Most of the times, external collaboration is required in the form of 
expert psychological counseling.

The process of the participation of consulting agencies, psycholo-
gists, academics and others, led by experts in trauma management, is 
now more essential than ever. People, that are in a post-trauma state, 
in case of not receiving proper and immediate attention, tend to have 
a vast decrease of their productive performance and most importantly, 
can be extremely vulnerable to any future crisis.

 3. To learn. Despite the fact that the majority of organizations are in a 
state of continuous self-analysis, post-crisis situations impose an 
increased awareness period (Ahmed 2009). The organization, within 

146 C. Nizamidou and F. Vouzas



its external communication strategy and public announcements, 
describes corrective actions, for the purpose of restoring primarily its 
image and regaining its lost trust. These changes have to be applied in 
reality, being constantly monitored for their effectiveness and evalu-
ated for their positive results.

Moreover, during this stage all the involved parties are obliged to sepa-
rately study thoroughly, what they have obtained from the crisis event, 
identify any mistakes and how these mistakes can be avoided at the next 
similar crucial incident. Sharing their knowledge and organizing a coordi-
nated study as an entity is the next step, throughout interaction, focusing 
on the mistakes the group has made. After performing this team study 
and having a clear view regarding every issue, the group should allocate 
the methods-tools, proceeding in reviewing and revising, if necessary, 
their common crisis management plan and provide knowledge, not only 
for the purpose of maintaining operational sustainability, but for the pur-
pose of increasing the Corporate Social Responsibility (CSR).

 4. To redesign and re-evaluate. The absolute necessity of intervention 
of the public–private sectors and of the cross-sectors partnerships is 
fundamental in contributing in any emergency and crisis situation. 
Unfortunately, learning, evaluating and rethinking emergency plans 
are always done after a major catastrophe occurs. Only after a major 
crisis, organizations go through three stages’ defensiveness, openness 
and forgetfulness (Premeaux and Breaux 2007). All individual organi-
zations, part of the proposed model, have to learn from their mistakes, 
interact and co-ordinate effectively in order to re-evaluate and rede-
sign the crisis management plan wherever it is necessary.

 5. To remember. It is commonly known that the majority of the organi-
zations and societies tend to forget crisis incidents over time. This is a 
characteristic behavior and a basic attribute of the human brain. The 
brain mechanism deletes any unpleasant memories, replacing them 
with memories of euphoria (Payne 1989). Organizations seek to 
reframe the crisis, in order to have a positive or optimistic reference 
point. Survivors and victims of crisis are perceived and honored as 
heroes, who suffered for the survival of the organization or of the com-
munity (Seeger et  al. 2003). These ceremonies inspire society with 
feelings of bravery, persistence resourcefulness and sacrifice.
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The actions implied within the post-crisis stage may lead in turning 
a crisis into a lifetime opportunity for improvement and renewal. The 
positive outcome from the recovery of a crisis depends solely on the orga-
nization’s ability to gain knowledge from it, including all the parties par-
ticipating in the hybrid collaboration model. Ceremonies and memorials 
are often actions of retrieving self-confidence and assurance in communi-
ties that endured a crisis.

8.4  The New Hybrid Model

The general form of the New Hybrid Model, as depicted on the following 
figure, may set the basis or even constitute a primary tool which can be 
modified or applied depending on the circumstances, in order to become 
an additional aid in planning, managing or even avoiding potentially 
emerging crisis. Eventually, it may trigger the interest and attract the 
attention of researchers and scholars for further examination analysis and 
research. At this stage it is essential to underline that certain restrictions 
apply, regarding the development of the model, due to the fact that it was 
selected to be analyzed and developed according to the general theoreti-
cal framework of crisis management, separated in three different stages.

The following figure illustrates the model as analyzed beforehand:
Figure 8.1 represents the methods by which all the necessary co- 

operation and co-ordination activities are to be accomplished between 
various forms of organizations, based on the crisis management plan. 
Additionally, a clear view of the interactive relation between them can 
be identified in all three stages of a crisis (pre-crisis—crisis—post-crisis). 
Undoubtedly, some may become interested in developing a similar form 
in a different stage model.

8.5  Private–Public Integration Under Crisis

The past years, risk has been on the first page of every organization’s 
agenda, particularly due to the globalized business environment. 
Information is spread and distributed instantly nowadays, as it can be 
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accessed by the majority of the planet’s population (Parrett 2007). Present 
facts have indicated that a crisis is not restricted on the boundaries of an 
organization, but it can be extended on an enormous wide social range, 
enforcing the establishment of public–private sector co-ordinations, in 
order to return to normalcy and restore not only the business itself, but 
the society as well.

An illustrative example of the above model between private and pub-
lic sector co-operation and integration is the case of Schwan’s food-
borne illness that took place in 1994. Schwan is a company that trades 
different type of frozen foods and juice drinks, but it is commonly 
known for its ice cream products. “In 1994, Schwan’s experienced the 
largest outbreak of illness caused by the food-borne bacteria Salmonella 
in U.S. history” (Seeger et al. 2003, p. 134). Schwan could not prevent 
the crisis from taking place despite doing everything within its power 
to restrict it.

Fig. 8.1 The Theoretical Hybrid Model. (Source: Developed by authors)
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During the crisis stage, Schwan co-operated and interacted with 
numerous different organizations. This included public health inspectors, 
to whom Schwan granted full access to their central plant for further 
investigations, federal and state investigators, the majority of its suppli-
ers, numerous law firms in order to settle voluntarily the claims of thou-
sands of its customers and the media, so as to keep all of its stakeholders 
constantly updated.

In the outcome, when the investigations were completed, it proved 
that it was not Schwan’s liability but one of its suppliers, who was sup-
posed to have their incoming mixes pasteurized for Schwan. However, 
this model of honest collaboration and integration with abundant diverse 
organizations helped Schwan to recover from the crisis as quickly as pos-
sible. Schwan’s high level of conscious for CSR and its responsibility 
toward its stakeholders and mainly its customers is an exemplar of how 
the proposed hybrid model may be implemented even when the crisis 
cannot be averted.

 Conclusion

In the modern era, the private sector contributes to the economic growth 
and to the social progress greater than ever in the history of humanity. 
The global business community and its stakeholders can no longer rely on 
governments, in terms of safeguarding people from catastrophic threats 
(Parrett 2007); the global financial crisis has confirmed it. Businesses and 
communities have to co-ordinate together, emphasizing in reaching per-
fect synchronization.

The present article has made an approach to enlighten and enhance an 
integrated form of collaboration and interaction between the public–private 
sector and cross-sector partnership, in terms of crisis management. A gen-
eral theoretical framework was given, which can be modified and adopted, 
depending on the circumstances and on the crisis type, for every organization.

Throughout crisis management plan, collaborations and partnerships 
are determined, in relation to the attributes of each crisis. The roles and 
responsibilities in every stage were analyzed in order to manage crisis 
successfully. By using actual facts, the importance between partnerships 
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was illustrated, emphasizing in maintaining operational sustainability, 
contributing to the economic growth and providing effective solutions in 
raising public welfare concern.

Lastly, the current article, apart from triggering the researcher’s inter-
est for further study, may become a useful tool, enabling businesses to 
broaden their horizons, when preparing a crisis management plan. Crisis 
management procedures may expand the ability of organizations to inte-
grate with a plethora of other type of organizations. The repercussion of 
the recent financial crisis has demonstrated that only through alert CSR, 
conscientious and ethical co-operation can organizations overcome dif-
ficult and critical situations.
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9.1  Introduction

The literature addressing corporate social responsibility (CSR) has made 
great strides since its emergence, and has established itself as an impor-
tant field of research in the general area of management. As the very 
term denotes, CSR is the study of the social responsibility of corporations 
or, broadly speaking, of business or the private sector of the economy. 
Interestingly, CSR scholars have implicitly excluded the public sec-
tor from the investigations despite the fact that the greater discussion 
being generated around the social responsibility of organizations recently, 
 especially after the financial crisis, does not focus only on the private 
 sector. For example, the theme of the annual meeting of the Academy of 
Management (AOM) in 2015 was “Opening Governance”, which does 



not necessarily refer only to private organizations. Even better, the theme 
of the last AOM meeting (2016) “Making Organizations Meaningful” 
definitely does not exclude public organizations. These are occasions that 
offer an opportunity to those contributing to the literature on CSR to 
broaden its concept and include public organizations in their research 
agenda.

The chapter is particularly relevant to the theme of this book, namely, 
CSR in the post financial crisis. The recent economic and debt crisis that 
hit many countries raised questions about the behavior of public orga-
nizations and public administration,1 since their irresponsible behavior 
is partly to be blamed for the economic downturn that still bedevils the 
world economy. The public sector is too major a pillar of socioeconomic 
activity to be left out of the scope of CSR. The Weberian view of the 
benevolent bureaucrat cannot explain the irresponsible actions observed 
within public administration management (Chymis et  al. 2015). 
Principal–agent theory explains how public administration managers and 
employees face dilemmas similar to those being faced by firm manag-
ers and employees. Moreover, public administration is largely unaffected 
by the elections that take place, on average, every four years. These are 
some of the reasons for which public administration needs to increase 
its accountability, transparency and integrity, and become more socially 
responsible.

At the same time, some recent strands of CSR literature have increas-
ingly dealt with country comparisons and investigated factors that affect 
CSR at the national level, thus recognizing some important driving 
forces behind the socially responsible behavior of firms. The main propo-
sition of this chapter is that, first, we need to address the issue of social 
responsibility at the public sector level and, second, that this presents an 
 opportunity and a challenge for the literature regarding social responsi-
bility to take the lead in this discussion. Most economics scholars and 

1 For the needs of this chapter the terms public administration, public organizations and public 
sector are used interchangeably. Although there are differences among the three groups, for exam-
ple, a state-owned enterprise is not part of public administration, but it is a public organization and 
part of the public sector, the terms are used in parallel in order to stress the need for an extension 
of the social responsibility literature toward the public sphere of the socioeconomic life.
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international organizations talk about the effectiveness and efficiency of 
public administration, inherently referring to its social responsibility; 
however, nobody says so explicitly and this is where social responsibility 
scholars can make a contribution.

This chapter presents the perspective of economics and international 
organizations concerning the impact of institutions on the economy and 
how they shape incentives for firms to behave in a socially responsible 
fashion, thus revealing the need to address the social responsibility of 
organizations that engender public institutions. The CSR perspective is 
then presented, and the recent developments related to the chapter’s topic 
are succinctly described. The presentation of the proposition that social 
responsibility literature could include in its research agenda the social 
responsibilities of public organizations is posited and, finally, the chapter 
focuses on the important role of competition in increasing incentives for 
socially responsible behavior.

9.2  The Perspective of Economics 
and International Organizations

According to the perspective of New Institutional Economics (NIE), 
firms—that is, the private sector—do not operate in a vacuum (North 
2005). They operate in a more or less developed institutional environ-
ment. This environment is the result and the responsibility of public 
organizations such as governments (at a national or local level), licensing 
authorities, tax authorities, judicial authorities and so on. These organiza-
tions are part of public administration.

Public administration crafts the “rules of the game” to use Williamson’s 
words for institutions (Williamson 2000). Williamson explains that there 
are four levels of social analysis. The first, namely the social embedded-
ness level, refers to informal institutions such as customs, traditions, 
norms and religion. This is the level which is mainly studied by economic 
historians as well as sociologists, psychologists, ethnologists and other 
social scientists. Changes at this level do not occur very often and take 
any time between tens and hundreds of years. The second level is the 
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institutional environment. This includes the formal rules of the game and 
especially property (polity, judiciary, bureaucracy). Changes at this level 
occur more often compared to the previous one; that is, within decades. 
The third level is governance. It refers to aligning governance structures 
with transactions. Here, change takes place even more often, within a 
few years. Finally, the last level comprises everyday economic life; that is, 
resource allocation and employment. This refers to prices and quantities. 
Changes at this level are continuous as the market is the main forum for 
constantly aligning incentives at this level (Williamson 2000).

Williamson argues that NIE deals mostly with the second and third 
levels of analysis, that is, institutional environment and governance. The 
purpose of these levels is, respectively, to “get the institutional environ-
ment right” and to “get the governance structures right” (Williamson 
2000, p.  597). From Williamson it becomes clear that the last level 
of analysis depends heavily on the previous ones. For an economy to 
work properly and fulfill its purpose, which is to increase the level of 
well-being (i.e. wealth, satisfaction, happiness) of its citizens, we need 
the “right” institutions to be in place so that they shape incentives and 
drive socioeconomic development. As Williamson notes, this is the key 
role of the polity, judiciary and bureaucracy. All three are part of public 
administration.

The discussion presented above and developed over the last few 
decades by the NIE has been addressed more fervently in the aftermath 
of the credit financial crisis of 2007–2008, which in many countries 
evolved into a severe economic crisis and, more specifically, a debt crisis, 
bringing the global economy to its knees and raising questions about the 
management of public organizations. International organizations such as 
the OECD (2010), the World Bank (WB) (2015), the World Economic 
Forum (WEF) (2012) and the United Nations (UN), in their publi-
cations, stress the importance of incorporating integrity, transparency, 
accountability and trust into the mandate of public sector organizations 
worldwide in order to enhance economic performance and the efficient 
use of tax payers’ money. In a similar vein, the IMF (2012) produces 
several series of policy analyses and informs public authorities how they 
can reduce the waste of valuable resources and increase the efficacy and 
efficiency of public sector organizations.
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Scholars have long recognized the importance of institutions and 
their impact on country development and economic growth (Acemoglu 
and Robinson 2012; North 1990, 2005; Olson 1982). Well managed 
(i.e. responsibly managed) public organizations can make the difference 
between a wealthy nation and a poor one. Specifically, the literature 
argues that institutions are more important for development than the 
physical endowment of each country. It is more important to have a sta-
ble political environment that reduces uncertainty; stable tax laws which 
do not change frequently; rule of law and law enforcement; effective and 
time efficient justice; a high degree of meritocracy and property rights 
protection—all without unnecessary bureaucracy (Acemoglu et al. 2002; 
Acemoglu and Robinson 2012; De Soto 2000; Easterly and Levine 1997; 
North 1990, 2005; Olson 1982; Rodrik et al. 2004; Sala-i-Martín and 
Subramanian 2003; Williamson 1985, 2000).

The quality of institutions determines the level of a country’s com-
petitiveness (WEF 2015). According to the 2015 report of the Global 
Competitiveness Index (GCI) of the WEF, institutions include (1) for-
mal and legally binding constraints as well as enforcement mechanisms, 
and (2) informal constraints, namely, behavior, conventions and codes 
of conduct such as business ethics and norms of corporate governance 
(WEF 2015). Their quality is directly related to the existence of trans-
parency as well as checks and balances, and public sector efficiency. The 
public sector (public administration) or the state has, according to the 
WEF, fundamental roles to play. Protecting property rights is one; guar-
anteeing the security of the citizens is another. The public sector is also 
responsible for minimizing corruption and undue influence from special 
interest groups (WEF 2015).

Principal–agent theory (Grossman and Hart 1983) as well as public 
choice theory (Buchanan and Tullock 1962; Lapiccirella 2015; Niskanen 
1968, 1975, 2001) has shown that, much like the managers of corpora-
tions, the officials of government and public organizations have incentives 
to maximize their own utility function, which does not necessarily coin-
cide with their principal’s (i.e. the citizens’) utility function. This means 
that public organization managers are tempted to misuse public resources 
for private gain (e.g. by extorting bribes). Responsible (i.e. effective and 
efficient) public administration also entails reducing unnecessary red tape 
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and providing effective and efficient public services and a stable policy 
environment (WEF 2015). Ultimately, responsible public administration 
increases the level of trust citizens have toward their government, public 
administration and public organizations overall.

It is relevant to note that the level of trust citizens have for their public 
organizations is very low and has worsened in the aftermath of the recent 
economic crises. An online survey by Edelman (2015), which included 
33,000 respondents in 27 countries, measured the trust level of citizens 
regarding four major institutions, namely, Government, Business, Media 
and non-governmental organizations (NGOs). The survey showed that 
Government came last among the four institutions; specifically, only 48 per-
cent of respondents said they trust Government, while NGOs were first, for 
63 percent. Business followed with 57 percent and the Media, 51 percent.

The OECD conducts surveys and every two years publishes a report 
called Government at a glance. In the 2015 report, OECD researchers 
recognize that culture plays a significant role in the level of trust, and 
influences differences across countries. However, when controlling for 
cultural factor by comparing changes in the level of trust over time, they 
find a consistent decline—specifically between 2007 and 2014, that is, 
the period of the economic crisis, during which confidence in national 
governments across OECD countries decreased by 3.3 percentage points, 
from 45.2 to 41.8 percent. The OECD report notes that the misuse (i.e. 
irresponsible use) of public resources negatively affects public opinion 
not only toward government in general but public service providers in 
particular, such as the judicial system, local police, the educational system 
and health care.

Prior to the financial and economic crisis, it was commonly believed 
that it was mostly developing countries that needed to improve the insti-
tutional environment. However, the crisis showed that developed coun-
ties are also in need of better and more responsible public organization 
management. The crisis reminded us that problems like poverty and social 
exclusion, mostly attributed to developing countries, are also present in the 
affluent societies of the developed world. According to Eurostat (2014), in 
2013, 122.6 million people (24.5 percent of the European Union [EU] 
population) were at risk of poverty or social exclusion. Averages, of course, 
vary significantly and range between 14.6 and 48 percent among the 28 
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countries. Before the crisis, in 2005, according to Eurostat the popula-
tion at risk of poverty and social exclusion comprised 78 million people, 
or 16 percent of the EU population. This is a significant increase, which 
raises questions regarding the responsible use of public resources, that is, 
tax payers’ money (Chymis et al. 2016). In most European countries, the 
crisis was a public debt crisis caused not by the irresponsible behavior 
of some greedy corporation managers but the irresponsible behavior of 
public organizations and public administration—the public sector in gen-
eral—which funnels over 30, 40 or even 50 percent of a country’s gross 
domestic product (GDP) (Di Bitetto et al. 2015).

9.3  The CSR Perspective

CSR literature has expanded considerably over the last few decades, and 
the concept has gained scholarly recognition in the social sciences (Wood 
2010; Chymis and Skouloudis 2014). Although mainstream CSR focuses 
on a firm-level analysis, there is a nascent strand of research focusing 
on country comparisons. Pioneering work in this area includes Chymis 
and Skouloudis (2014), Gjølberg (2009a, b), Ioannou and Serafeim 
(2012), Jackson and Apostolakou (2010), Midttun et al. (2006), Ringov 
and Zollo (2007) and Skouloudis and Evangelinos (2012). Gjølberg 
(2009a, b) constructed a composite national CSR index. She included 
nine international indicators, such as the Dow Jones Sustainability Index, 
FTSE4Good, Global 100, UN Global Compact, the Global Report 
Initiative and others, and examined firms across 20 developed countries 
in order to compare and identify factors affecting CSR levels across them.

Chymis and Skouloudis (2014) extended Gjølberg’s work by creating 
a composite national CSR index composed of 16 international indica-
tors, and applied it across 86 countries, both developed and developing. 
They also looked at the issue from a different perspective. Based on the 
conceptual article by Campbell (2007), they tested some of Campbell’s 
propositions (hypotheses). Campbell offered important insights on the 
institutional factors that affect the socially responsible behavior of firms. 
Although the focus remains on the level of the firm, Campbell  recognizes 
that the general public sector is a catalyst for the socially responsible 
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behavior of individual firms and corporations. He posits several insti-
tutional and macroeconomic factors, such as “strong and well-enforced 
state regulations” (p. 955), healthy economic environment, level of mar-
ket competition as well as civic activism (“independent organizations, 
including NGOs, social movement organizations, institutional investors 
and the press”, p. 958).

Results from the research conducted by Chymis & Skouloudis confirm 
Campbell’s propositions. Specifically, civic activism, public institutions 
and the level of competition significantly affect CSR at the country level. 
This is in accordance with prior research (in the social sciences in general 
and management and economics in particular), which has stressed the 
role of institutions (Brinton and Nee 1998; Furubotn and Richter 2005; 
Powell and Di Maggio 2012). Moving from the firm-level analysis to 
cross-country comparisons and investigating factors that affect CSR is a 
step forward. One major factor affecting CSR across countries is the poli-
cies and management of public institutions, which could represent the 
next step forward for literature concerning social responsibility.

9.4  Taking Social Responsibility a Step 
Forward

Responsibility is not often considered in economics. Many international 
organizations strive to increase public sector efficiency and effectiveness 
but seldom have they used the term “responsibility”. However, it is obvi-
ous that this term is implicit throughout the literature on economics. 
When the IMF, the OECD, the UN, the WEF or the WB publish reports 
advising public administrations worldwide on how to increase their level 
of transparency, accountability and integrity, the similarities with CSR 
jargon are obvious.

This chapter’s thesis is that the literature addressing social responsibil-
ity has an opportunity to expand its field of research and include public 
sector organizations. There is a gap in the ethics literature which needs 
to be filled. It is time for CSR scholars to deal with the responsibilities 
not only of the private but also the public sector. CSR has, so far, done 
some tremendous work on the responsibilities of business. These very 
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same tools can be used to apply CSR concepts to public organizations 
since they are, like private entities, composed of human beings. Concepts 
of ethics and social responsibility should apply to both sectors, especially 
when considering that, as mentioned above, the public sector in some 
countries accounts for more than 50 percent of the GDP (Di Bitetto 
et al. 2015). This is a very large part of the socioeconomic reality to be 
ignored by the literature on social responsibility.

As Chymis et al. (2016) argue, it was the irresponsible spending of tax 
payers’ contributions that partly caused the debt crisis in some European 
countries. According to Gudić et al. (2016), when public administration 
is not effective, it is not socially responsible (it does not deliver what 
society has been promised); when it is not efficient, it is not economically 
responsible (delivering at a higher cost). It would be valuable if the lit-
erature concerning social responsibility backed the work of international 
organizations as they strive to increase the effectiveness and efficiency (i.e. 
responsibility) of public administration across countries.

It should be noted here that public administration does not refer only 
to the higher echelon managers. While there is no doubt that public 
management has to implement the basic social responsibility concepts 
of accountability and transparency, this refers to the millions employed 
therein and, as agency theory postulates (described above), there are 
incentives for a public employee to follow his/her own utility function 
maximization to the detriment of public resources. Papadopoulos and 
Triantopoulos (2014) describe a situation they call a “unionistic” type 
of corporate governance, referring to the state-owned enterprises (SOEs) 
where unions are strong enough to go on strike to demand higher salaries 
for employees without connecting them to any increase in productivity or 
quality of service provided. This peculiar, irresponsible situation plays out 
in the following fashion: the top managers of SOEs are often appointed 
by political officials. Consequently, they are not subject to market 
 competition. It follows that they have low incentives to operate the firm 
efficiently. At the same time, strong trade unions (hence the term “union-
istic”) go on strike in order to put pressure on the government to increase 
employee wages. Due to the lack of transparency and accountability, it 
is easier for managers, as well as political officials, to raise wages rather 
than dissatisfy their potential clientele. Papadopoulos and Triantopoulos 
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describe this situation as a win-win-lose game. The winners are the special 
interest groups of unions, top managers and politicians. The losers are the 
constituents, that is, the rest of society. Ultimately, the whole economy 
crumbles under the weight of deficits and accumulated debt, as happened 
in the case of Greece (Papadopoulos and Triantopoulos 2014).

9.5  The Role of Competition

At this point, it is relevant to elaborate briefly on the issue of competition. 
As noted earlier, competition plays a significant role in social respon-
sibility. It is a key driver for social performance (Berman et  al. 2005;  
Campbell 2007; Chymis 2008; Chymis et al. 2015; D’Anselmi 2011). 
As Campbell (2007) and Chymis et  al. (2015) explain, the more we 
move toward competitive market conditions, the less opaque the mar-
ket becomes. Transparency increases, as do the flow of information and 
the awareness of citizens/consumers. International organizations are very 
keen on competitive market conditions. Figure 9.1 shows market com-
petition as measured by a group of WEF indicators on goods market 
efficiency and the ethical behavior of firms. There is evidence of a strong 
relation between the two variables.

It should be noted that WEF captures the efficacy of public institu-
tions in creating competitive conditions at the goods market, through 
the effectiveness of anti-monopoly policy, the intensity of local compe-
tition, the extent and effect of taxation and the number of procedures 
required to start a business.2 As WEF states in its 2015 report, the effi-
ciency of goods and services markets can be undermined by (1) the lack 
of  competition and (2) distortionary (i.e. irresponsible) fiscal policies 
and regulations. Barriers to entry, such as licensing—especially of profes-
sional or public services—and public monopolies create environments 
where few people benefit to the detriment of many. This is an important 
issue with  significant ethical ramifications that the literature on social 
 responsibility could tackle. From an ethical perspective, another critical 

2 For more information regarding WEF indicators, see here: http://www3.weforum.org/docs/
gcr/2015-2016/Global_Competitiveness_Report_2015-2016.pdf (page 35 and following).
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issue is that of fiscal policies based on political selection, which may favor 
specific sectors of the economy while harming others.

A major issue in the public sector is that most public services are 
less subject to competition. The literature on social responsibility could 
provide important input on ways to decrease the monopolistic nature 
of public administration and infuse more competition. There are ways 
to increase competition in public administration and the public provi-
sion of goods and services. These may include rotating employees within 
public administration to reduce the possibility of fief-type monopolies, 
avoiding the consolidation of bureaus as well as limiting the economies 
of scale in services (though this may run against the dominant logic of 
Spending Reviews), instituting a multiplicity of bureaus (which does 
not necessarily mean privatization), and introducing yardstick competi-
tion and benchmarking. The purpose here is not to fully develop these 
potential solutions but simply provide a broad idea of the possibili-
ties the literature on social responsibility can entertain if this subject is 
considered.
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Fig. 9.1 Relation between competition and the ethical behavior of firms 
Source: WEF 2015. The graph depicts the group of the OECD 31 high-income 
countries.
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9.5.1  Some Indicative Data

Comparing the wages between employees in the public and private sec-
tors is very interesting as it reveals significant differences among countries. 
Table 9.1 presents the wages of public versus private sector employees in 
three European countries (France, Italy and the UK). In Italy, public sec-
tor employees are paid considerably higher (49 percent more) than their 
private sector counterparts. In France, public employees earn 7 percent 
more, while in the UK, it is the reverse—employees in the private sector 
earn almost 12 percent more than public sector employees.

Now, taking into consideration the indicators from international orga-
nizations regarding public sector efficiency (either measured directly, such 
as cost per unit of produced good or service—quite difficult to capture—
or, indirectly, such as levels of citizen satisfaction and trust) in the UK 
(where public employees earn much less compared to their colleagues in 
Italy and France, controlling for the level of remuneration of the private 
sector), the public sector performs significantly better. Table 9.2 presents 
two different measures of public sector performance: (1) OECD levels of 

Table 9.1 Average compensation (euro/year) 2013

Country Public sector (A) Private sector (B) Ratio (A/B)

Italy 34,851 23,406 1.49
France 35,984 33,574 1.07
UK 34,093 38,047 0.90

Source: Forum PA 2013

Table 9.2 Public sector efficiency

Country Trust (percent of respondents)a

Government 
efficiencyb

Government Judicial Police Education Health
France 44 % 50 % 74 % 67 % 78 % 50
Italy 28 % 38 % 76 % 62 % 55 % 53
UK 47 % 62 % 76 % 78 % 92 % 19

Source: OECD 2015; IMD 2015
aLarger numbers denote higher trust
bNumber denotes ranking over 61 countries. The larger the number the lower 

the ranking
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trust toward different areas of the public sector and (2) the IMD world 
competitiveness yearbook indicator of government efficiency.

Even though many questions could be asked, and observations made, 
regarding the level of education across sectors and countries, as well as 
methodological and measurement issues, the tables are quite eloquent. 
Admittedly, these data should be taken with a grain of salt, yet, how to 
explain the poor performance of the public sector in Italy despite the fact 
that public sector employees earn so much more than their private sec-
tor colleagues? Similar questions can be asked for France. Inversely, how 
can it be explained that in the UK, where public sector performance is 
higher and people trust public service providers much more than in Italy 
or France, public employees earn considerably less than their Italian or 
French colleagues?

The analysis so far indicates that competition (or the lack of it) may 
provide some answers to these questions. It may be the case that in the 
UK, public goods providers compete at a much higher level than in Italy 
or France. D’Anselmi (2011) refers to a study in Italy which shows that 
although employees in the private sector comprise 75 percent of the total 
workforce, their earnings are only 65 percent of total salary earnings. 
It seems public sector employees earn a premium due to the restricted 
competition they face. This is an important issue from an ethical point 
of view. Is it socially responsible that people working in a sector shielded 
from competition and enjoying the perks of a public sector job (work 
stability, guaranteed salary, etc.) earn considerably more than their pri-
vate sector colleagues even though their productivity may be significantly 
lower?

While the above tables do not prove that people working in public 
administration are less productive, the data provide evidence that there 
might be some inconsistencies, and that social responsibility and ethical 
issues need to be taken into consideration. These questions loom large 
and beg for answers. The literature on social responsibility cannot and 
should not avoid asking them since they are not only within the scope of 
social responsibility but at the core of social justice, fairness and ethics.

A final point concerns the tools that can be used to address the above 
questions. International organizations can play a significant role by 
 creating more accurate indicators, resolving measurement problems and 
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trying to tackle the thorny issue of directly measuring the productivity 
of public goods and services providers, as well as their efficacy and effi-
ciency. In other words, using similar methodology as that applied to the 
social performance of business, social responsibility scholars could start 
investigating social responsibilities and performance of public organiza-
tions. The major social responsibility of public service providers mostly 
lies within their core business, the very reason they exist, their raison 
d’être, rather than within the issues that are usually considered when 
addressing private business.

The economic responsibility of business is usually taken for granted 
and, rightly so, given that if a firm is not economically responsible, it will 
drop out of the market. However, this is not the case for public adminis-
tration, which can operate at a deficit that can backfire, as discussed ear-
lier. Another critical issue for public administration is efficacy. Do public 
administrations produce what they are supposed to? The levels of citizen 
trust toward multiple public sectors are not satisfying, to say the least. In 
some cases they may be worrying. The recent economic and debt crisis 
revealed some of these ethical issues and dilemmas that modern society 
needs to address.

9.6  Concluding Remarks

CSR has the tools that can be used to address issues of the social respon-
sibility of public organizations. CSR can inform and be informed by the 
international organizations regarding crafting ways to effectively measure 
economic and social responsibility in the public sector. In the post finan-
cial crisis (to echo the theme of this book)—an era of fervent discussions 
regarding economizing, reducing public resource wastefulness, boosting 
sustainable development, making the public sector sustainable and help-
ing it to meet its citizens’ expectations—social responsibility and ethics 
scholars cannot remain silent. It is an opportunity and, at the same time, 
a challenge to incorporate in their research agenda the second pillar of the 
socioeconomic reality, namely, the public sector.

This is an opportunity for CSR scholars to take a look beyond (and at 
the same time, behind) business, private organizations and corporations; 
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to take a step back and look at what lies behind the operation of every-
day business. Institutions and public administrations that engender these 
organizations play an important role in shaping incentives for private 
firms to behave in a specific way. Examining the social responsibility of 
such public organizations may shed more light on mainstream CSR lit-
erature. CSR research that investigates factors affecting CSR at a national 
level is moving in this direction. It seems there is another, brand new line 
of research—the responsibility of the country-level public policies, insti-
tutions and administrations that support an environment more or less 
conducive to the socially responsible behavior of firms.

At the same time, this is also a challenge. Public organizations differ 
from private ones in the sense that the economic level of responsibility in 
private organizations does not necessarily call for extensive research. The 
funding of private business is clearer, and production assessment (quan-
tity and quality) is much more specific than in the public sector, where 
funding is quasi mandatory (through taxes) and an evaluation of the 
quantity and quality of goods and services more elusive. It is this manda-
tory nature of funding for public organizations that calls for the socially 
responsible use of these scarce resources. In private business, the talk is 
mostly about responsibilities beyond the bottom line, toward employees, 
the natural environment, suppliers, consumers, stockholders, the local 
community and so on. In the case of public organizations, the major 
question to be answered is directly related to the bottom line—before 
jumping into a discussion about how all the stakeholders are affected and 
treated. To what extent does a public organization responsibly use tax 
payer money? To what extent is the production and provision of goods 
or services done effectively and efficiently? Once these not- so- easy-to-
answer questions have been addressed, then it will be easier to move 
toward considering the rest of the stakeholders.
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   Part III 
   Corporate Responsibility in the 

“Post-Financial Crisis”: Case Studies 
As discussed in previous cases 
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Digital Communications by MNEs 
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10.1  Introduction

The 2008 global financial meltdown has had direct economic conse-
quences on resources available to companies, while painfully underlin-
ing the societal responsibilities borne by large financial institutions and 
MNEs in terms of the causes and consequences of the crisis, heighten-
ing society’s expectations. In the face of this double constraint, compa-
nies’ choices range from pure economic rationality of cutting costs by 
disregarding corporate social responsibility (CSR) issues to an increased 
awareness and engagement in CSR so as to deal with the causes and con-
sequences of the crisis and consolidate a competitive advantage.

In both choices, corporate communication to restore, maintain, and 
improve trust, transparency, accountability, and stakeholder engagement 
become essential drivers of value and legitimacy, and are thus vital for 
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corporate survival (Cornelissen 2014; Fernandez-Feijoo 2009; Jacob 
2012, p. 259).

As an umbrella term CSR is defined as “actions that appear to fur-
ther some social good, beyond the interests of the firm and that which is 
required by law” (McWilliams and Siegel 2001) and varies in the ways 
it is perceived, implemented, and communicated (Crane et  al. 2008) 
according to the institutional context (Brammer et al. 2012). Context- 
specific social, economic, cultural, and historical elements can lead to a 
variety of communication styles dependent on the MNE’s country of 
operations (Gjolberg 2009).

CSR communication (CSRC) augments corporate value through the 
enhancement of image and reputation (Schneider et al. 2007), establish-
ing legitimacy (Schneider et al. 2007). CSRC reinforces stakeholder rela-
tions, potentially forming a “psychological bond” (Korschun et al. 2014, 
p. 21) between parties, addressing concerns through constructive reactions 
(Morsing and Schultz 2006) based on shared values. Finding the appro-
priate channels and messages to reach stakeholders therefore becomes 
central (Wanderley et  al. 2008). CSR reports, corporate websites, and 
social media are the most commonly used CSRC channels. Providing 
more widespread and cost-effective ways to communicate, digital chan-
nels are trending, and, in a context of cost cutting and the necessity of a 
broader outreach, should dominate a firm’s communications plan.

In addition to conventional periodical CSRC, social media enable 
companies to establish more informal conversations with their stake-
holders and have changed the way business interacts with society. The 
rapid growth of tools such as Twitter and Facebook enables companies 
to increase awareness about their activities (Kaplan and Haenlein 2010) 
and engage a broader stakeholder base on a recurrent instant basis. By 
acquiring “followers” or “fans,” companies create intimate bonds that 
enable more casual—but extremely powerful—ways to communicate. 
This bond enables a dialogue with stakeholders that was previously 
 nonexistent, supporting the rapid propagation of messages (Qualman 
2010), and providing instant feedback from the market (Lee et al. 2013).

The case of Mexico is interesting in two important aspects. First, 
Mexico is one of the emerging countries that is most directly affected by 
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the global crisis through its tight economic and social relationships with 
the USA, where the crisis ignited. Second, although there is an increased 
interest in the study of CSR in emerging countries, few studies have 
looked at the way MNEs operating in such countries communicate CSR 
through digital channels.

This chapter is organized as follows. We first theoretically position 
the characteristics of CSR communication in a post-crisis era. We then 
describe the use of social media in Mexico. Third, we expose the method-
ological approach adopted to analyze the types of channels and messages 
through which the 50 largest MNEs in Mexico (CNN Expansion 2014) 
communicate CSR, comparing and contrasting traditional proprietary 
channels with the use of social media during the post-crisis period. We 
then present the main findings. Finally, we discuss the theoretical and 
practical implications.

10.2  Literature Review and Background

10.2.1  Corporate Social Responsibility

The field of CSR has evolved over the last decades and scholars have 
addressed issues such as CSR measurement, disclosure, performance, and 
strategy, among others. Even with such a diversity of research topics, the 
essence of CSR rests on the idea that “it reflects the social imperatives and 
the social consequences of business success” (Matten and Moon 2008, 
p. 2) and thus requires clearly communicating the CSR ideals and prac-
tices of companies to its wider stakeholder network (Matten and Moon 
2008).

Globalization and technological advances have been the main drivers 
in the evolution of CSR (Jamali and Mirshak 2006; Scherer and Palazzo 
2008). The growth of business and its increasing complexity have led to 
heightened expectations on transparency (Jamali and Mirshak 2006), and 
stakeholders seek to engage in dialogues with companies. Thus, studying 
the way companies communicate their CSR efforts in order to satisfy this 
need for transparency is of relevance.
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10.2.2  Corporate Social Responsibility Communication

CSRC “is designed and distributed by the company itself about its CSR 
efforts” (Morsing and Schultz 2006) and is an essential element to coor-
dinate social interaction with stakeholders that define the CSR practices 
of a company (Sorsa 2008). The importance of communicating CSR 
has become of interest both in academia and in practice (Golob et  al. 
2013), as more companies publish information on their CSR practices 
(Schmeltz 2012) through different communication channels.

Today, digital channels are preferred, enabling companies to publish 
information faster, cheaper, and reach a larger audience (Podnar 2008). 
Digital channel use also enables retrieving documents more easily, access-
ing up-to-date information from a variety of devices, and increasing and 
adapting interaction with stakeholders (Wanderley et al. 2008).

Companies have increased their CSRC efforts (Beckmann et al. 2006, 
pp. 11–36) to match the increased expectations of stakeholders regard-
ing companies’ engagement with society and the transparency of their 
actions. Because these expectations have increased in the post-financial 
crisis period, one should expect CSRC to escalate and that companies 
should take full advantage of social media channels.

Consumers desire to be informed about CSR practices and compa-
nies’ compliance compared with their own expectations (Podnar 2008). 
However, stakeholder awareness tends to be relatively low (Lee et  al. 
2013). Companies’ self-declarations regarding CSR activities are per-
ceived as publicity, so society remains skeptical about their actual reach 
(Du et al. 2010; Lyon and Maxwell 2011), thus challenging companies 
to strike the right balance between awareness and suspicion (Lee et al. 
2013). The use of social media amplifies messages in both directions, and 
corporations ought to proceed with caution in a context where public 
confidence has already been eroded.

Social media offer a comprehensive, cost-effective, broad-reach way 
to communicate about CSR and engage with stakeholders. However, 
those advantages represent a double-edge sword in cases of errors in 
communication. The distribution of CSRC between traditional digi-
tal means and social media therefore becomes an empirical issue to be 
explored.
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10.2.3  Conventional CSR Communication: Corporate 
Websites and Annual Reports

The bulk of the literature focuses on corporate websites and annual reports, 
which represent the official vehicles for CSR (Wanderley et al. 2008). A 
study covering listed Spanish companies (Capriotti and Moreno 2007) 
finds that, although CSR is prominent on websites, the information focus 
is limited to corporate social and environmental actions. An analysis of 100 
company websites in the United Kingdom, Germany, and Australia shows 
how websites serve CSR communication and engagement with stakehold-
ers (Adams and Frost 2006). A survey of 127 company websites in eight 
emerging countries concludes that CSR web disclosure is dependent on 
country of origin and the specific industry (Wanderley et al. 2008).

10.2.4  Social Media Communication

Social media tools promote and facilitate instant and direct social interac-
tion and engagement (Sweetser 2010). These include Facebook, Instagram, 
Twitter, LinkedIn, Google+, and YouTube. Social media attract millions 
of users daily and provide a massive communication platform, facilitating 
instant information, news, entertainment, socializing, and engaging with 
companies (He et al. 2013; Kaplan and Haenlein 2010).

For companies, it provides for an inexpensive, broad-range, power-
ful, and credible communication outlet. Increasing “social presence” 
(Short et al. 1976), or the perception that companies are accessible, has 
become essential. It contributes to business value creation by increasing 
customer loyalty and gaining competitive advantage (Porter and Kramer 
2006). It supports and improves reputation and legitimacy through the 
establishment of a dialogue with society—in which parties engage in a 
conversation and both genuinely care about each other (De Bussy et al. 
2003). Finally, social media use channels’ responses to external expecta-
tions (Culnan et al. 2010; He et al. 2013; Kietzmann et al. 2011; Lee 
et al. 2013).

Because CSR has become important in the global business agenda, and 
as society members become more aware of the impact of business  activities 
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in their daily lives (Du et al. 2010), social media has developed into a  central 
instrument for companies to communicate and directly engage with stake-
holders on issues pertaining to the CSR domain (Fieseler et al. 2010).

10.2.5  CSR and CSR Communication in Mexico

Considering CSR as a “dynamic continuum of competing communica-
tively negotiated meanings” (Golob et al. 2013, p. 12), the understand-
ing of contextual factors that determine and shape those meanings and 
interpretations of CSR is thus relevant. In the case of Mexico, the scarce 
literature on CSR in Mexico agrees that CSR is influenced by Catholic 
values, has been mostly based on philanthropy (de Oliveira 2006), and 
mainly addresses social issues (Casanova and Dumas 2010). Research 
has focused on different aspects of CSR, such as reporting, awareness, or 
local versus global norms, and shows that the Mexican CSR culture has 
evolved and moved away from its traditional philanthropic tendency and 
that social awareness is increasing (Weyzig 2006).

Reporting in Mexico has evolved from practices based on local norms 
to reporting that combines local and global norms (Meyskens and Paul 
2010). In the early 2000s, CSR communication was embryonic—only 
two companies issued annual CSR reports, and only one of them fol-
lowed Global Reporting Initiative (GRI) standards (Paul et  al. 2006). 
A decade later, most large companies communicate CSR through their 
websites and annual reports, and they present economic gain as their 
main motivation (Amezaga et al. 2013).

The comparative analysis of traditional digital communication and 
social media proposed here aims to refine current knowledge about CSRC 
practices in Mexico and use it to illustrate the pattern of post- crisis CSRC.

10.2.6  The Use of Social Media in Mexico

With an estimated base of 53.9 million Internet users, the use of social 
media in Mexico is growing rapidly, from 17.5 million in 2013 to a 
 forecasted 63.5 million in 2018 (Global Web Index 2015). In 2014,  
94 percent of Mexican Internet users had at least one social media 
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account, and 96 percent used social media daily (CIU 2015). Sixty-five 
percent of social media users are younger than 35 years old, with 33.2 
percent falling in the 15–24 age range, and 22.3 percent in the 25–34 
age range (ComScore 2015). Today, 22,799,780 people are connected to 
Facebook in Mexico (Facebook 2015).

Currently, Facebook and Twitter are two of the most used social media 
platforms around the world. In 2014, 51 million registered Mexican 
Facebook users represented 98 percent of Internet users (CIU 2015), and 
predictions set the number of Facebook users at 65.9 million by 2018 
(Global Web Index 2015). The number of Twitter users in Mexico grew 
by 19 percent between 2014 and 2015, reaching 8.1 million, and is fore-
casted to attain 10.7 million users by 2018 (Global Web Index 2015).

10.3  Data and Methodology

In order to investigate the digital CSR communication practices of MNEs 
in the post-financial crisis period, and in line with the literature, we did 
a content analysis of the websites, online CSR reports, and social media 
content of the 50 largest MNEs in Mexico, as described in Table 10.1.

The sample was distributed across 16 industries, each comprising from 
one to nine companies. We selected these companies for their higher 
likelihood of attracting a larger audience because of their size, reputation, 
and greater resources devoted to communication.

Content analysis is a useful way to classify large amounts of textual data, 
enabling the data to be reduced into meaningful and smaller units, identify-
ing major themes, and making inferences easy (Weber 1990, p. 5). Previous 
research suggests that content analysis is particularly well suited to research-
ing CSR and sustainability reporting trends, because it permits a compre-
hensive evaluation of the disclosure items (Guthrie and Farneti 2008).

For each company, we first retrieved the official websites, analyzed them 
manually, and recorded the presence of the following items: CSR commu-
nication on website; dedicated CSR/sustainability report, CSR in integrated 
report, GRI guidelines compliance, and audit; and CSR communication 
through social media (Twitter and Facebook). This enabled us to obtain a first 
glance at the general digital CSRC pattern of the companies in the sample.
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Table 10.1 List of the 50 largest MNEs in Mexico

Company name Industry Company name Industry

12 General Motors 
de México

Automotive 5 CEMEX Cement

13 Volkswagen de 
México

34 Mabe Consumer goods

14 Nissan Mexicana 4 Grupo Carso
17 Ford Motor 

Company 
México

10 Grupo Alfa

20 Chrysler México 16 Grupo BAL Holding
29 Flextronic 

Manufacturing 
Mexico

Electonics 22 Grupo Salinas

41 Jabil Circuit 
Mexico

19 Infonavit Housing

27 Grupo Televisa Entertainment 44 Empresas ICA Infrastructure
49 Cinepolis 46 Grupo Casa Saba Medicine
50 Kidzania 36 Ternium México Metals
7 BBVA Bancomer Financial 

services
35 Industrias Peñoles Mining

11 Banamex 1 PEMEX
21 Santander de 

México
26 Alpek Oil and related

23 Grupo Banorte 45 Mexichem
33 HSBC México 3 Walmart de 

México
42 MetLife México 15 Organización 

Soriana
6 FEMSA Food and 

beverages
25 Comercial 

Mexicana
9 Grupo Bimbo 30 Chedraui

Retail
18 Grupo Modelo 31 El puerto de 

Liverpool
24 Lala 38 Elektra
28 Gruma 39 Grupo Coppel
32 Cervecería 

Cuahutemoc 
Moctezuma

43 Grupo Sanborns

37 Pepsico de 
México

2 América Móvil

40 Nestlé México 8 Telmex Telecommuni
cations

47 Grupo Sigma 48 Telefónica de 
México

Source: CNN Expansion 2014 ranking
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CSR/sustainability and integrated reports for 2014 were then downloaded 
for a first round of computerized content analysis using the NVivo software. 
We did not impose any specific CSR definitions and allowed key terms to 
emerge naturally from the data (Chapple and Moon 2005). We ranked the 
key terms results by occurrences, retaining all CSR-related terms appear-
ing 100 times or more, and then regrouped them manually into the four 
broader CSR-related categories. This enabled us to produce a thesaurus of 
CSR-related terms that was specific to the companies in our sample, provid-
ing an overview of the dominant CSR themes communicated in the reports.

Finally, CSR-related tweets and Facebook posts from the Mexican 
MNEs’ official accounts were retrieved. We extracted all tweets and 
Facebook posts issued between January 1 and August 31, 2015, that con-
tained at least one of the key terms identified by the CSR/sustainabil-
ity and integrated reports content analysis. We used Twitter’s advanced 
search tool for tweets and extracted Facebook posts manually. Posts were 
subsequently classified into the four CSR-related categories identified 
during the integrated reports content analysis. Each post can only fall 
into one single category that corresponds to the key issue discussed.

Although all textual data were originally in Spanish, we present the 
results in English to provide an overview of the dominant CSR themes 
communicated through social media.

10.4  Results

10.4.1  Global Overview of Digital CSR/Sustainability 
Communication

We first depict in Fig. 10.1 the digital CSR communication distribution 
of the 50 largest MNEs in Mexico in the post-financial crisis period.

Corporate websites represent the preferred digital communication 
channel (44 companies, or 88 percent), with 39 of them referring to 
CSR on their main website, and five pointing to their philanthropic 
 foundation website. Second, reports dealing with CSR/sustainability 
practices have been adopted by 37 companies (74 percent). Out of these, 
31 companies publish specific CSR annual reports, and six include CSR 
reporting into their corporate annual report. It is important to highlight 
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that 78 percent of reports follow GRI guidelines and have been validated 
by external GRI auditors. Social media is the least used to communicate 
about CSR, with only 26 companies (52 percent) using at least one of 
the two selected platforms. An equal number of companies use Facebook 
(19, or 38 percent) and/or Twitter (19, or 38 percent).

Only 12 companies (24 percent) use both Twitter and Facebook.

10.4.2  CSR/Sustainability Reporting

The unconstrained computerized analysis of the CSR and integrated reports 
provided us with a list of CSR/sustainability-related key terms that we 
dispatched into four main categories: generic, social,  environmental, and 
philanthropic (Table 10.2). When available, each company’s report content 
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covers the four main categories, although the scope of key terms and the 
presentation and depth of published information vary across the sample.

The generic category includes any CSR-related term that is generic 
enough to cover any of the subsequent three categories, which themselves 
depict specific areas of CSR. The social category refers to the social engage-
ment of a company through mitigation of social problems in communi-
ties and the improvement of quality of life in society. The environmental 
category includes all information pertaining to environmental issues as 
well as the term sustainability. The philanthropic category includes infor-
mation that refers to programs that companies fund through donations 
to a third party or their own foundations or NGOs. We note that our 
results coincide and complement the list of key terms found in the litera-
ture on CSR in Mexico (Meyskens and Paul 2010).

10.4.3  Social Media

Using the CSR key terms identified in the company reports, we collected 
a total of 283 Twitter and 373 Facebook CSR-related posts, for a total 
of 656 posts for the period covering January to August 2015, distributed 
among companies as shown in Table 10.3.

Table 10.2 Most recurrent CSR key terms in CSR and integrated reports grouped 
by category

Category (number of 
occurrences/percentage of total) Key terms

Generic (1616/15 %) Awards, recognitions, Distintivo ESR (firm 
award for social responsibility), CEMEFI, 
code of conduct, citizenship, stakeholder, 
human rights, CSR

Social (3166/29 %) Community, volunteering, infrastructure 
development, literacy campaigns, health, 
nutrition, education, sports, social 
engagement, society, socially responsible

Environmental (5198/48 %) Environment, energy reduction, water, 
pollution, recycling, waste, biodiversity, CO2 
emissions, sustainability

Philanthropic (861/8 %) Foundations, philanthropy, donations, 
partnerships with philanthropic NGOs

10 Exploring Post-Financial Crisis CSR Digital Communications... 187



Ta
b

le
 1

0.
3 

N
u

m
b

er
 o

f 
C

SR
 p

o
st

s 
an

d
 t

w
ee

ts
 b

y 
co

m
p

an
y 

(J
an

u
ar

y–
A

u
g

u
st

 2
01

5)

Fa
ce

b
o

o
k

Tw
it

te
r

So
ci

al
 m

ed
ia

 (
to

ta
l)

R
an

k
C

o
m

p
an

y
Po

st
s

C
o

m
p

an
y

Po
st

s
C

o
m

p
an

y
Po

st
s

C
o

m
p

an
y

Po
st

s
R

an
k

1
B

im
b

o
45

B
im

b
o

14
6

B
im

b
o

19
1

B
an

am
ex

4
20

2
Te

rn
iu

m
41

Fe
m

sa
47

Fe
m

sa
60

K
id

za
n

ia
 

V
o

lk
sw

ag
en

2
21

3
Si

g
m

a
38

Te
le

fo
n

ic
a

18
Te

le
fó

n
ic

a
42

2
22

4
G

ru
m

a 
C

er
ve

ce
rí

a
28

Pe
p

si
13

Si
g

m
a

41
W

al
m

ar
t

2
23

5
C

u
ah

u
te

m
o

c 
M

o
ct

ez
u

m
a

28
G

ru
m

a
11

Te
rn

iu
m

41
C

in
ep

o
lis

1
24

6
La

la
25

G
ru

p
o

 S
al

in
as

10
G

ru
m

a
39

Fo
rd

1
25

7
Te

le
fó

n
ic

a
24

N
es

tl
e

6
G

ru
p

o
 S

al
in

as
34

M
et

Li
fe

1
26

8
G

ru
p

o
 S

al
in

as
24

Sa
n

ta
n

d
er

5
La

la
 C

er
ve

cr
ía

30
9

Pe
m

ex
21

La
la

5
C

u
ah

u
te

m
o

c 
M

o
ct

ez
u

m
a

28

10
G

en
er

al
 

M
o

to
rs

20
B

an
am

ex
4

N
es

tl
e

26

11
N

es
tl

e
20

C
em

ex
4

Pe
m

ex
23

12
Fe

m
sa

13
Si

g
m

a
3

G
en

er
al

 M
o

to
rs

21
13

Te
lm

ex
12

K
id

za
n

ia
V

o
lk

sw
ag

en
2

Pe
p

si
s

13
14

Sa
n

ta
n

d
er

8
2

Sa
n

ta
n

d
er

13
15

In
fo

n
av

it
8

Pe
m

ex
2

Te
lm

ex
12

16
C

em
ex

6
W

al
m

ar
t

2
C

em
ex

10
17

B
an

co
m

er
6

G
en

er
al

 
M

o
to

rs
1

In
fo

n
av

it
8

18
H

SB
C

5
M

et
Li

fe
1

B
an

co
m

er
6

19
C

in
ep

o
lis

1
Fo

rd
1

H
SB

C
5

To
ta

l
37

3
28

3
65

6 (c
o

n
ti

n
u

ed
 )

188 M. Castillo and V. Vial



Fa
ce

b
o

o
k

Tw
it

te
r

So
ci

al
 m

ed
ia

 (
to

ta
l)

R
an

k
C

o
m

p
an

y
Po

st
s

C
o

m
p

an
y

Po
st

s
C

o
m

p
an

y
Po

st
s

C
o

m
p

an
y

Po
st

s
R

an
k

A
ve

ra
g

e
19

.6
14

.9
25

.2
M

ed
ia

n
20

4
13

M
in

.
1

1
1

M
ax

.
45

14
6

19
1

Sd
 D

ev
.

10
.3

17
.5

21
.5

Ta
b

le
 1

0.
3 

(c
o
n
ti
n
u
ed

)

10 Exploring Post-Financial Crisis CSR Digital Communications... 189



Companies favor Facebook over Twitter in terms of numbers of posts. 
Basic summary statistics show that Facebook posts are relatively more 
homogeneously distributed across companies (with an average of 19.6 
and a median of 20 posts) than Twitter posts (with an average of 14.9 
and a median of 4 posts), further showing the dominance of Facebook 
over Twitter.

We then classify post content according to the four previously iden-
tified categories (generic, social, environmental, and philanthropic). 
Results are provided in Table 10.4.

Social media chiefly communicated messages in the social (52 percent) 
and environmental categories (29 percent), less so in the generic (11 per-
cent) and philanthropic (8 percent) groups.

The social category was represented in 64 percent of all tweets, and 
43 percent of Facebook posts. Common messages communicated social 
engagement initiatives in the areas of volunteering, infrastructure, sports, 
and health.

The environmental category appeared in 37 percent of Facebook posts 
and 18 percent of all tweets, communicating issues related to energy, 
water, paper consumption, ecology, and reforestation.

The generic category was present in 12 percent of Facebook posts and 
10 percent of Twitter messages and mostly communicated about awards 
or certifications acquired by the companies, indicators, and promotion of 
social innovation and entrepreneurship contests.

Surprisingly, only 8 percent of tweets and Facebook posts fell into the 
philanthropic category. They mostly conveyed the work of the companies’ 
foundations or donations made to other foundations.

The following chart summarizes our findings and put them into con-
text (Fig. 10.2).

Table 10.4 Posts by social media categories and by social network

Total % Generic Social Environmental Philanthropic

Facebook 12 43 37 8
Twitter 10 64 18 8

Social media (total) 11 52 29 8
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10.5  Discussion and Conclusion

The results obtained through this exploration of CSR communication 
trends in Mexico show that there is a sort of bipolarity in the way the top 
MNEs communicate. On the one side, companies are actively engaged 
in conventional digital communication, publishing CSR information 
on their websites and providing CSR reports that are easily accessible 
and downloadable online. These results are consistent with Amezaga 
et  al.’s (2013) findings showing that CSR communications in Mexico 
are “highly present” and concur with Meyskens and Paul’s (2010) find-
ings suggesting that large companies in Mexico are moving toward global 
standards in their communication and practices. Current conventional 
digital CSR communication practices also confirm that companies look 
to gain legitimacy by conforming to social expectations and by adopting 
institutionalized best practices and standards.

An explanation for this bipolarity could be the degree of maturity of 
CSR in Mexico. As was shown in Paul et al.’s (2006) study, in the early 
2000s, most of the largest companies in Mexico were not communicating 

2014 – Facebook reach 1 B. users (ca 44 MM. in Mexico)
Twi�er reach 300 MM. users (ca 32 MM. in Mexico) 
(source: Alexa)

1984 - Internet

1985 - First CSR reports

1990 - World wide web

2000 – Worldwide .com boom
Internet boom in Mexico (source: NIC)
Launch of full version of GRI

2004 – Facebook launch

2006 – Twi�er launch

2008 – Financial crisis

2004 – 2009 Slow decline in CSR related web 
searches in Mexico (source: google trends)

2009 – 2015 Rise in CSR related web searches
in Mexico (source: google trends)

2015 – CSRC of Top 50 companies in Mexico:
78% refer to CSR on website, 74% publish sustainable repor�ng, 62% with
dedicated CSR report, 78% of reports follow verified GRI, 52% use social
media (38% Facebook, 38% Twi�er, and 24% both), environmental issues
dominate in websites and reports, social issues stand out in social media.

Fig. 10.2 Digital CSR communication of the top 50 largest companies in 
Mexico in context
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CSR through conventional means, such as websites and annual reports. 
This, however, has clearly changed in the last 10–15 years, as our results 
show that 88 percent of the firms studied use their corporate website 
to communicate CSR, 74 percent of them publish CSR information 
through an annual CSR report or through its integrated annual report, 
and 78 percent of the companies that publish reports follow GRI guide-
lines and are externally verified. Thus, we can see an evolution in this 
specific communication segment, because this type of communication is 
not new and has existed for decades in developed countries, and because 
of globalization, competition, and heightened transparency expectations, 
particularly after the 2008 financial crisis, companies in an emerging 
country such as Mexico have progressively moved toward complying 
with global standards. Following this same line of thought, we could then 
predict that CSR social media communication is only at its early stages 
in Mexico, and thus, we could expect higher use in the next decade, once 
this type of CSR communication is well established in developed coun-
tries and CSR in Mexico reaches a higher degree of maturity.

Two different aspects might explain this lower percentage (Facebook and 
Twitter were used by 38 percent of companies, although not necessarily the 
same ones). The first is that CSR topics do not seem to be a communication 
priority when using social media to engage with stakeholders, because com-
panies use their social media accounts as a platform for client service and a 
vehicle for product or service promotion. Also, some of the companies that 
do not communicate CSR through their official corporate account focus 
all of their CSR-related messages through their foundation social media 
account. However, these accounts only talk about the philanthropic work 
done by their foundation and were therefore not included in the analysis.

However, when looking at the use of social media to communicate 
CSR, results show a different picture, because only 52 percent of com-
panies have used social media for this reason. Also, the social media use 
within companies for CSR is highly asymmetric in Mexico because some 
companies, such as Grupo Bimbo and FEMSA, are strongly engaged in 
communicating CSR through these platforms, whereas more than half of 
the companies rarely use these tools to communicate about CSR.

The potential to increase the use of social media to communicate CSR 
in Mexico exists because there is an impressive penetration of Facebook 
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and Twitter. The audience is there and we know that CSR awareness 
exists (Muller and Kolk 2010); however, the generally low number of 
tweets and posts per company could also mean that interest in CSR issues 
from the company and the general public’s perspectives is still low. This 
could be a consequence of a number of antecedents or processes that 
lead to the construction of messages (Riff et al. 2014) because company 
selection of information and judgment of what is demanded by its audi-
ence can be based on different conditions, shareholder expectations, or 
corporate strategies. Thus, the use of social media as an effective channel 
to communicate CSR needs to be further studied.

Future studies could include studying the engagement rate of CSR 
social media messages by looking at the numbers of retweets, shares, and 
likes that each post or tweet has in order to analyze the impact of CSR 
messages on the company stakeholders. Studying the interest of stake-
holders in reading CSR tweets from companies could reveal if the low 
number of social media messages is a result of the company’s strategy or 
the lack of general interest in the CSR topic.

This higher percentage of social messages could be explained by the fact 
that companies in Mexico still feel the need to act as facilitators of social 
and economic development. Furthermore, the institutional pressures and 
social expectations tend to determine the way companies respond and take 
action (Jackson and Apostolakou 2010), thus looking for initiatives that are 
socially acceptable and to gain legitimacy. Given that the literature classifies 
Mexico’s CSR as mostly oriented toward philanthropy, this result was sur-
prisingly low. This, however, could also be explained by the fact that official 
foundation accounts were not included in the analysis in order to provide 
an equal basis for analysis, because not all companies have Foundations.
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Value Chain and CSR of Global 
Pharmaceutical Companies: A 
Framework to Define Practices
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11.1  Introduction

The pharmaceutical industry is situated at the crossroads of humanitar-
ian problems, ethical requirements, regulatory constraints, and major 
economies. Healthcare, defined as a human need recognized as a right 
by the United Nations (Turcotte and Pasquero 2007, p. 200), is consid-
ered as a public good under the responsibility of governments. However, 
the fact that medical innovation is the product of private R&D rather 
than  public (Mills 2002) makes global pharmaceutical companies the 
central performer of humanitarian and economic development (Boidin 
and Lesaffre 2011). Although this industry is recognized as a leader in 
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“industrial sustainability” (Schneider et al. 2010, p. 421), it is still the 
object of  numerous criticisms and controversies putting on the front 
page its corporate social responsibility (CSR). As such, investigating the 
manner in which global pharmaceutical companies contribute to a better 
society appears significant.

How can we define the responsible behaviors and practices in the 
pharmaceutical industry? Given the underlying question, how do 
these pharmaceutical companies carry out their activities in order 
to produce a positive impact on society? (Jenkins 2009). This chap-
ter offers some insights into these questions. For this purpose, the 
authors constructed a framework. This framework is an extension of 
the taxonomy of the CSR strategies of Martinet and Payaud (2008), 
which, when looking at the value chain, identifies the dominant logics 
used by firms, in order to meet social expectations. During a finan-
cial crisis, societal awareness intensifies, inviting companies to deploy 
more CSR practices. The  taxonomy of Martinet and Payaud enables 
forms of CSR exercises to be identified in this context. This frame-
work fits in the CSR sociocognitive approach according to the clas-
sification of Gond (2011). It offers a heuristic reasoning to facilitate 
the understanding of the cooperative strategies used by firms and to 
qualify and characterize the socially responsible behavior of compa-
nies. The first section explains this demonstration. The second sec-
tion presents the framework’s results obtained through an exploratory 
study for the ten biggest global pharmaceutical companies. They offer 
examples from these companies to describe their CSR projects. At the 
end, the chapter derives a bigger picture of the responsible behaviors 
and practices deployed by global pharmaceutical companies toward  
society. The financial crisis has had an impact on public health budgets; 
the chapter studies implicitly the manner in which global pharmaceu-
tical companies develop their CSR approach in order to meet societal 
challenges including innovation, access of care for everyone, and the  
protection of the patients.
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11.2  How Can We Define the Responsible 
Behaviors and Practices 
in the Pharmaceutical Industry? 
A Framework to Identify Practices along 
the Value Chain

How far does the responsibility of the company extend? The justification 
of the implementation of CSR within the company matches the represen-
tation that managers have about the role and the raison d’être of his own 
company (Capron and Quairel-Lanoizelée 2004). Tackling the question 
of CSR for a company thus implies consulting the main purpose of the 
activities themselves (Hoffmann and Saulquin 2009). From this point, 
the authors propose in this section some elements which defend the idea 
that the engagement of a company in a real CSR entails taking into con-
sideration the challenges throughout the value chain. This approach takes 
into account the society as an influencing participant of CSR theory for-
mation (Acquier et al. 2011). Firstly, they will show how this vision leads 
us in a CSR sociocognitive approach (Gond 2011).

11.2.1  Theoretical Scope: CSR as a Sociocognitive 
Construction

Companies evolve in society and not only in a market (Martinet 1984). By 
being situated at the company–society interface, CSR raises the  question 
of the role of the company in society and the level of its social engagement 
beyond the legal frame (Turcotte and Pasquero 2007, p. 220). It deals 
with the relations between various actors which have more or less inter-
ests in common. The analysis of this interface explains the complex and 
multiform character of CSR and that is why its conceptualization is an 
ongoing construction. Academic publications underline that CSR is suf-
fering from the lack of consensus on its definitions (Gond 2011, p. 38). 
For certain authors, if the notion of CSR was always vague, it is due to 
a lack of analysis of its “pluralist character inherited by its  sociological 
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version” (Gond 2011, p. 39). This is because, intrinsically, “the notion 
of CSR spreads not only the representation of the company, but also the 
representation of the society” (Gond 2011, p. 39). Gond (2011, p. 44) 
proposes to adapt the sociological lecture grid of Burell and Morgan 
(1979) to the field of management, in order to place a framework to the 
analysis of the theories in the work of CSR when the latter is designed 
by the prism of the company–society interface (Gond and Igalens 2014, 
pp.  44–59). The theoretical frame of Burell and Morgan (1979) aims 
to structure and sort the theories of the social world, derived from their 
political origins (Gond 2011) to the approaches of the theory of the orga-
nizations (Lewis and Grimes 1999). This graph consists of two axes. The 
first epistemological and methodological axis allows making a choice by 
which the investigators conceive the observed reality. Through a positivist 
and objectivist approach, the social reality exists independently from the 
observer. On the other hand, from a subjectivist approach, the social real-
ity is dependent on the observer and the very fact that to seek understand-
ing participates in its construction. The second axis of the graph specifies 
two research orientations, studies which aim to analyze the mechanisms 
of the social regulation, and those which aim to reflect on social change. 
It is due to this that Gond (2011, p. 45) defines four perspectives on the 
company–society interface, allowing the establishment of four different 
visions: Functionalist, Sociopolitical, Culturalist, and Constructivist. The 
author identifies research questions for each perspective (see Table 11.1).

How can we define the responsible behaviors and practices in the 
pharmaceutical industry? This research question justifies a position in the 
studies which propose a sociocognitive vision of CSR. According to this 
perspective, CSR defines itself as “a product which is temporarily stable 
from a negotiation between the company and society, putting into play 
the identities, the values and the social problems” (Gond and Igalens 
2014, p. 55). The companies and the stakeholders constantly negotiate 
the challenges brought by the concept of CSR in accordance with a nego-
tiated order, with the possibility to reevaluate according to the strategies 
of all parties (Gond and Igalens 2014, p. 56). In this vision, the parties 
are free to propose new solutions of CSR, recalling the voluntary char-
acter of the concept, defended by the European Commission (EC). The 
EC indeed defines CSR as a concept in which the companies integrate 
the social, environmental, and economic preoccupations in their activities 
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and their interactions with their stakeholders on a voluntary basis (Gond 
and Igalens 2014, p. 23). The EC invites all the involved parties to collab-
orate around the projects, allowing the deployment of a policy of CSR to 
be favored for the general interest. It also proposes to conceive the com-
pany as a partner which accepts to share the responsibilities with other 
involved parties. This multi-stakeholder partnership between the private, 
public, commercial, and non-commercial parties can become a solution 
for the general interest. Consequently, the way to define the responsible 
behaviors and practices of a company could be predicted through the 
relations and the projects deployed with stakeholders. The taxonomy of 
Martinet and Payaud (2008) offers this possibility, because the taxonomy 
allows the ways and means of cooperation adopted by the companies with 
the various stakeholders to be established.

11.2.2  Evolution of a Taxonomy of CSR Strategies: 
A Framework

The taxonomy of CSR strategies proposed by Martinet and Payaud 
(2008, p. 200) is intended to identify “ways and means of cooperation 
with various partners” while providing a priority of CSR practices (see 

Table 11.1 Research questions per form of CSR prospect (Adapted from Gond 
2011)

CSR prospect Illustrative research questions

Functionalist • How does CSR benefit society?
•  How can we improve corporate profitability and social 

welfare simultaneously?
Sociopolitical •  How does the company influence society through CSR 

policies?
•  What are the limits of corporate power in the societal 

choices?
Culturalist •  How can the organizational culture facilitate CSR 

development?
•  How do societal values disseminate and circulate within  

the organization?
Constructivist •  What are the strategies of the actors to fit the definition  

of CSR?
•  How does a social group become cognitively  

a stakeholder?
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Table 11.2). The taxonomy can be used to classify the CSR practices of a 
plurality of firms (Martinet and Payaud 2008, p. 201). The authors locate 
four levels of strategic commitment to CSR, from the weakest to the 
most intense: cosmetic CSR, peripheral, integrated and the CSR- BOP 
Bottom of The Pyramid. These four columns show six types of stake-
holders within which the company can build co-responsible partner-
ships: The principal company and/or its subsidiaries; Business partners; 
Social Enterprise; No-Profit organization; Population shopkeepers, and 
Government and/or local authorities. This taxonomy reveals a minimum 
of 24 possibilities of collaborative situations resulting in dispersions of 
the CSR strategy practices.

The actions which come from the base of a cosmetic CSR are the actions 
qualified as being light, that aim only to fulfill the legal conditions, with-
out a permanent project using the stakeholders. The so-called peripheral 
CSR describes the actions of the involved CSR but without a direct con-
nection with the activities of the company. Gifts to charities supporting 
a particular societal project come into this category. The integrated CSR 
thus concerns the implicated actions in relation to the activities of the 

Table 11.2 Taxonomy of CSR’ strategies of Martinet and Payaud (2008)

Stakeholders

Friedman’ 
enterprise 
(profit for 
profit)

Cosmetic 
CSR

Make up CSR

BOP 
CSR

Social 
enterprise

Peripheral 
CSR

Integrated 
CSR

Principal 
company and/
or its 
subsidiaries

Business  
partners

Social(s) 
enterprise

No-Profit 
organization

Population 
shopkeepers

Government 
and/or local 
authorities
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company. They, therefore, impact its performance. These are measurable 
actions on the piloting chart on the balance score-card or the sustain-
ability score-card in the KPMG office (Klynved Main Goerdeler, KMG; 
Peat Marwick International, PMI) (Martinet and Payaud 2008, p. 203). 
The CSR-BOP, bottom of the pyramid, concerns the actions which apply 
to people living off less than two dollars per day. The companies willing 
to help such people choose to put in place radical innovation policies 
which affect prices, the product, and the methods of management at the 
same time, enabling them to create an economically viable environment 
(Martinet and Payaud 2008, p. 203). A large number of responsible prac-
tices were developed over the last ten years due to the multi-stakeholder 
partnerships, integrating in a more operational manner the companies 
with local issues (Martinet and Payaud 2009, 2010). The analysis of the 
partnerships that the company will build is essential for the evaluation 
of the responsible practices work (Martinet 2006, pp. 9–18). Identifying 
these partnerships along the value chain allows researchers to understand 
how its relations contribute to a better society. In this reflection, the value 
chain allows the company to select the CSR challenges at each stage. 
A number of stakeholders intervene along the value chain it is, thus, 
the occasion for the company to create partnerships to solve sustainable 
issues identified. The taxonomy of Martinet and Payaud (2008, p. 201) 
allows the “form of the CSR exercises” to be defined. The taxonomy does 
not seek to qualify one company or one industry in particular. With the 
aim of defining the responsible practices deployed by global pharmaceu-
tical companies, the authors propose to develop the taxonomy in order 
to have it in direct view of the value chain (see Table 11.3). They propose 
to add another column, to inform about CSR issues in which companies 
have chosen to be involved. Issues identify steps of the value chain that 
projects impact. The number of projects that were identified with the 
implementation of the taxonomy is reported per form of CSR along the 
value chain. The stakeholders are mentioned in the framework to visu-
alize to what extent the maintained relations with them contribute to 
the social, environmental, and economic issues. The scope of the analy-
sis proposes a heuristic method allowing response to questions such as: 
What level of the value chain do companies get involved in?  (column 
Value Chain) In response to what challenge of CSR? (column CSR Issues) 
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With what kind of partners? (column Stakeholders) For which projects 
and for which practices? (column Number of CSR projects).

The proposed reasoning translates the companies’ willingness to con-
sider the repercussions of its activities on society and reflects the obliga-
tions which they think it must assume toward it. The authors consider 
this approach pertinent for the global pharmaceutical companies because 
the CSR investigation is complex as it covers the product, management 
practices, and the mission which holds the industry together all at the 
same time (Turcotte and Pasquero 2007, p. 199).

11.3  An Exploratory Study 
in the Pharmaceutical Industry

11.3.1  Methodology

This qualitative study is based on the analysis of websites and CSR 
reports from 2013 of the top ten global pharmaceutical firms in terms of 
turnover, representing 39.7 percent of the world market (IMS-Health): 
Novartis, Pfizer, Sanofi, Merck&Co, Roche, GSK: GlaxoSmithKline, 
Johnson & Johnson, AstraZeneca, Teva, and Lilly. The CSR reports take 
into consideration the interests of the different stakeholders and take 
part in a process of negotiation and transaction (Hoffmann and Saulquin 
2009, p. 44). In that, they represent the relevant secondary data to ana-
lyze with the goal of a constructivist approach. The authors complete this 
collection of secondary data with the observational and various expert 
reports. “The type of information which was researched does not require 
deepening by the data collection from the primary source” (Martinet and 
Payaud 2008, p. 201) due to their objective character. The CSR reports 
from global pharmaceutical companies clearly describe the projects for 
which they were engaged. It is, therefore, possible to find the goal of the 
action, the partners associated with the projects, the time taken, and the 
expected and/or obtained results. Each project is the object of an analysis, 
thus enabling the study to proceed with several mini-cases. These projects 
fit into issues which are well defined by pharmaceutical managers. The 
authors identified 12 of these (see Table 11.4).
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To specify these major issues for which pharmaceutical managers claim 
to base their projects is an important step since they implicitly interpret 
the challenges related to the CSR sector along the value chain. Three 
hundred and thirty projects have been identified.

The researchers first employed the taxonomy on the strategies of CSR 
of Martinet and Payaud (2008) for each of the ten pharmaceutical groups 
as recommended by the authors. They counted the number of projects 
per form of CSR and along the value chain, and they reported the num-
ber of projects in their framework.

11.4  Results

11.4.1  On What Stages of the Value Chain Is 
the Pharmaceutical Industry Engaged? 
To Respond to Which Challenges?

Table 11.5 structures the analysis. It shows that the commitments of CSR 
in the pharmaceutical companies’ studied rest on all the stages of the 
value chain. They, therefore, revolve around their job, their mission, and 
the peripheral actions representing only 4 percent of the total actions 
which were gathered in the study. The pharmaceutical industry is an 

Table 11.4 Main CSR issues defined by pharmaceutical companies

CSR issues—What challenges?

1 Access to drugs and care
2 Innovation
3 Ethical business
4 Patient safety, quality of life, information and medical training, the 

“good use” of the drug
5 Education
6 Environmental protection
7 Health development
8 Protecting employees—Professional equalities—Diversity
9 Ethical research
10 Governance
11 Economic responsibility
12 Purchasing and responsible production
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engaged sector, 56 percent of the actions are integrated and 23 percent 
of these are at the service of the poorer population across the BOP pro-
grams. These first results corroborate other studies which prove that the 
pharmaceutical sector is recognized as a leader in industrial sustainability 
(Gateaux and Heitz 2008; Schneider et al. 2010; PWC 2013).

The innovation, the access to care for everyone, and the protection of 
the patients are three major issues which account for statistically 19, 27, 
and 23 percent of the total projects that were studied. They specify the 
challenges that the global pharmaceutical laboratories want to assume 
toward the society in particular. Therein, the authors will focus the analy-
sis of this communication on them.

The CSR challenges identified along the value chain aim to respect the 
implied contract which links the pharmaceutical companies to society. 
For a number of authors, the establishment of the license to the protec-
tion of the intellectual property forms the basis of this contract. On the 
one hand, society protects the companies by guaranteeing the return of 
the investments, on the other hand, society expects laboratories that they 
financially invest in the research of revolutionary molecules to respond to 
the medical needs which are still unsatisfied, while being in a position of 
responsibility (Turcotte and Pasquero 2007, p. 214).

11.4.2  With Which Partners? For Which Practices 
and with Which Projects?

The stakeholders with whom the global pharmaceutical companies nego-
tiate and put in place its responsible projects are public, private, commer-
cial, and non-commercial partners.

Innovation. Investing in research of medications to respond to the 
medical needs which are still unsatisfied, such as certain types of cancer, 
orphan diseases, and tropical diseases affecting third-world countries, is 
the responsible behavior which is expected by society.

Pharmaceutical manufacturers have understood the challenge of 
responsible innovation by registering it in an efficient restructuring of 
their R&D and for better productivity. The nature of the diseases tar-
geted by new drugs is more complex and scarcer, and many molecules 
are being tested and many of them fail in clinical trials in humans 

212 N. Gimenes and M.A. Payaud



(Cavazzana-Calvo and Debiais 2011). In order to provide more upstream 
potential impact of a molecule and thus improve their productivity, the 
laboratories are developing new public and private multidisciplinary col-
laborations (Boidin and Lesaffre 2011, p. 332) with the goal of a better 
understanding of the physiopathology of diseases. For example, “Roche 
Partnering signed 73 new agreements in 2013, including eight product 
transactions, 54 research and technology collaborations and 11 prod-
ucts out licensing agreements” (Roche 2013a, p. 45) and AstraZeneca: 
“We are creating a more porous research environment that will help us 
Achieve Scientific Leadership by fostering collaboration between scien-
tists both within and outside AstraZeneca” (AstraZeneca 2013, p. 37). 
These alliances are sealed under the form of licenses or R&D contracts 
(Belis Bergouignan et al. 2014). These rational expert partnerships trans-
form the clinic research procedure and contribute to the progressive 
emergence of the biotechnological medications. These offer new thera-
peutically hope in treating more or less long-term, serious pathologies 
not benefiting hitherto an efficient treatment (Cavazzana-Calvo and 
Debiais 2011). The research on biotechnological medications targets a 
particular patient to the singular genomic profile: it demands an ethical, 
cultural, and environmental adaptation (Boidin and Lesaffre 2011). This 
is why certain pharmaceutical firms choose to create research facilities in 
emerging and developing countries, meeting thereby the societal needs of 
the latter in terms of public health policies. For example, “The Novartis 
Institutes for BioMedical Research (NIBR) is the innovation engine of 
Novartis. Its goal is to change the practice of medicine and it is achieving 
this primarily by discovering novel medicines that address unmet patient 
needs” (Novartis 2013, p. 26).

Access to treatments for everyone. The health authorities are the privi-
leged partners at the core of discussions about the access to treatments. 
The financial resources are very unbalanced from one state to the other. 
The lack of harmonization of practices between countries obliges the lab-
oratories to adapt their CSR strategies according to the local needs and 
the social expectations which are more or less wide. The  pharmaceutical 
laboratories aware of these societal and economic stakes have gradu-
ally transformed their market access approach. With their subsidiaries, 
these companies create real operational structures entirely dedicated to 
access to medicines. Building the most efficient project with authorities 
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to make drugs available to patients is the mission of these Market Access 
departments. Currently, these new governance standards allow the phar-
maceutical industry to fully play its role in access to medicines in poor 
countries. To illustrate: “Johnson & Johnson strives to provide leadership 
in advancing a world in which all people have access to affordable, inno-
vative and sustainable solutions for healthy living. Market access is deter-
mined by Policy and Regulatory constructs we must navigate to ensure 
our products and services can be accessed health by patients” (Johnson 
and Johnson 2013a, p. 26).

The access to care for everyone and the relocation of the facilities 
of R&D enter also in the biggest scope of development of the multi- 
stakeholder partnerships, which are at the core of the BOP programs in 
health. However, beyond the financial constraints that require innovation 
and access to medication, developing countries lack medical structure to 
ensure a delivery of care and products in the appropriate sanitary condi-
tions. The necessity of a global and collaborative approach progressively 
imposed itself (Mills 2002). Thereby, the compromises which seal the 
cooperative strategies permit the raising of funds, competence, and exper-
tise from R&D (Mills 2002). The partnership between Sanofi and the 
Drugs for Neglected Initiative permitted the development of the ASAQ, 
a combined medication to fight against malaria at a fixed dosage making 
it easier to use (Sanofi 2013, p. 23). GSK and the Bill & Melinda Gates 
Foundations (BMGF) are working jointly in order to develop vaccinations 
which are more resistant to heat, thus reducing the need for refrigeration. 
GSK and BMGF are dedicating a combined sum of 1.8 million dollars 
(GSK 2013a). The donation programs of Mectizan® and of albendazole 
including respectively that Merck&Co and GSK aim to eradicate river 
blindness and lymphatic filariasis. They rest on the long- term partnerships 
between World Health Organization (WHO), the World Bank, Task 
Force for Global Health, African Program for Onchocerciasis Control, 
Onchocerciasis Elimination Program for the Americas, health authorities, 
development organizations, and local communities in the countries con-
cerned (WHO 2013; Donation Mectizan® Program 2013). Since 1987, in 
the fight against river blindness, Merk&Co have donated nearly USD 5.1 
billion, that is 1 billion doses of Mectizan® to more than 117,000 com-
munities in 36 equatorial African and Latin American countries as well as 
Yemen (Merck&Co 2014). GSK “commits itself to supply albendazole to  
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treat one billion people in more than 80 countries. GSK equally pro-
vides subsidies and personal expertise to support the formation activi-
ties and communication with the World Alliance for the elimination of 
lymphatic filariasis” (GSK 2013b, p. 52). Since 2003, “the Lilly group 
through its “Lilly MDR-TB” carries the ambition to stop the spread of 
multi-drug resistant tuberculosis (MDR-TB). This program is done in 
collaboration with WHO. It is based on a transfer of technology and 
expertise in the production of antibiotics, but also in the establishment 
of health monitoring and implementation of training programs on pre-
vention for nursing staff. MDR-TB kills more than 150,000 people each 
year. Lilly group has already contributed $ 135 million for this program” 
(Lilly 2013, p. 14).

A number of other examples of BOP projects could have been cited 
confirming the commitment of the pharmaceutical companies at their 
partners’ side, to respond to a major societal issue which is the access to 
treatments in poorer countries.

The protection of the patients. The global pharmaceutical companies 
integrate the challenge of the protection of the patients at the core of its 
value propositions. Collaboration with private enterprises, associations of 
patients, NGOs, hospitals and authorities allows them to develop a global 
services approach around this medication. These are aid programs for the 
proper use of the drug, medical training and teaching tools to accom-
pany patients to better understand their disease and their treatments. 
Concretely, the laboratories propose Support Programs to Patients. For 
example, the program of Sanofi, developed alongside the Mezzanine soci-
ety, offers to new patients suffering from diabetes an educational and 
nurse-escort program and a monitoring by SMS (Sanofi 2013, p. 19).

11.4.3  Values Contribution of the Pharmaceutical 
Industry Toward the Society

Social contributions from industrialists take several forms:

 1. Recurring and controlled medication donations using the example of 
Johnson and Johnson, through its Foundation, offers patients under-
going financial difficulty access to its medications for free and com-
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pletes this process via an assisted program from Janssen, its 
pharmaceutic subsidiary. The program guides patients through the 
administrative process, while directing them toward humanitarian aid 
that would eventually accompany them through their period of ill-
ness. Between 2011 and 2013, the Foundation provided more than 
two million medications to over 300,000 patients in the USA (Johnson 
and Johnson 2013a, b). Pfizer proposes the same type of program 
under the name RxPathways™ (Pfizer 2013).

 2. Laboratories adopt strategies of varying prices in order to adapt to 
circumstances in  local sanitary facilities. They propose price reduc-
tions and discounts for NGOs, national organizations as well as bring-
ing an end to exploitation rights (to allow firms that produce generic 
medications to sell them at a lower price). Thus, Roche committed 
themselves not to file intellectual protection patents within the poor-
est countries (Gateaux and Heitz 2008, p. 11).

 3. They enrich their proposal of value aimed at health care professionals, 
patients and their families as well as supporting authorities developing 
sanitary structures. In certain countries, the contribution could 
become a technological transfer, integrating industrial expertise of 
R&D, training in medical services on the consequences when mis-
used, patient protection and reinforcing the sanitary systems. In 
return, the laboratories can benefit from tax credits or be insured in 
advance by the purchase of their medical innovations that come at a 
certain price, a certain quantity, and within a specific time frame 
(Palazzo and Wentland 2011).

11.5  Discussion and Main Limitation

How can we then characterize the socially responsible behavior of the 
pharmaceutical industry? The analysis confirms that the implementation 
of responsible actions is strongly linked to respecting the implicit con-
tract which links it to society. This is why strategies are driven by the 
parent company. The social expectations are integrated along the value 
chain, impacting business models. According to Teva “Our Corporate 
Social Responsibility program is a natural complement to our core busi-
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ness activities” (Teva 2013, p. 6), for Novartis “Responsibility is a core 
part of our business strategy” (Novartis 2015) and Roche “Sustainability 
is an integral part of the way we do business—now and in the future” 
(Roche 2013b). This final idea offers some prospects of research to pro-
vide insights into the role of CSR in transforming business.

It appears that global pharmaceutical companies do not evoke a par-
ticular change CSR management after the financial crisis and they adopt 
the same CSR strategy. This industry seems to have, therefore, taken the 
decision to work together for common good. Does the generalization of 
these practices in the developing countries, through behavioral mimicry 
in this industry contribute to the emergence of what Vogel calls “The 
Market for Virtue”? (Vogel 2006).

The main limitation is related to the data collection during the explor-
atory study. The authors needed to identify responsible projects accord-
ing to the definition proposed by Martinet and Payaud (2008). The 
identification of the socially responsible projects also appears difficult 
because there are not any homogeneous guidelines in the structure of 
CSR reports. This mass of information requires a lot of time for decipher-
ing, not to mention the possibility of a qualitative and/or quantitative 
error during the collection. Studying a significant quantity of responsible 
projects, here 330, allows the potential margin of error to be limited.

11.6  Conclusion

The goal of this chapter was to look at the manner in which global pharma-
ceutical companies carry out their activities in order to produce a positive 
impact on society. To answer this, the authors constructed a framework 
that allows responsible practices deployed by the global pharmaceutical 
companies to be detected along the value chain. Therefore, the authors 
initially showed that being at a company–society interface, CSR deals 
with relations between varying partners having more or less interests in 
common. Thus, CSR appears as an opportunity for dialogue and negotia-
tions. In that role, it appears almost like a negotiated mandate, establish-
ing itself as much in the construction of the company’s practices as in the 
resulting dynamics within society. This is why the analysis of partnerships 
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which the company can create proves to be essential to define the respon-
sible practices (Martinet 2006, pp. 9–18). In this purpose, the contribu-
tion of the taxonomy of Martinet and Payaud (2008) is very important 
because it allows cooperative strategies used by firms to be established. 
Identifying the implementation of these cooperative strategies along the 
value chain enables CSR to be placed as a business opportunity contrib-
uting to social, environmental, and economic needs of stakeholders. The 
framework allows for a descriptive analysis into this idea. In the phar-
maceutical industry, partnerships seem to have allowed divergences of 
interest to be transcended for global common good. Partnerships may be 
a serious strategy in order to meet societal challenges in the post-financial 
crisis.
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Fear, Loathing and Shale Gas. 

The Introduction of Fracking to the UK: 
A Case Study

David McQueen

12.1  Introduction

Energy, whether from oil, gas, coal, nuclear or renewables, has become 
one of the most controversial areas of public policy in recent years, gener-
ating intense debate and disagreement about the related economic, social 
and environmental choices faced by nation states in an era of global 
insecurity. Politically divisive arguments around which energy sources 
should be prioritised, invested in and supported have flared up in coun-
tries around the world. This has occurred against increasingly urgent calls 
for international action to reduce fossil fuel dependence and CO2 emis-
sions (IPCC 2014). Multinational energy companies have often been 
accused of failing to operate in a socially responsible manner (Balmer 
2010; Tuodolo 2015; McQueen 2015) and the reputations of some of 
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the  largest global  players have wilted under intense public scrutiny and 
a growing awareness of the impact of energy use and extraction on com-
munities, ecosystems and the global climate. Such concerns have been 
widely publicised in relation to hydraulic fracturing or ‘fracking’ in the 
last decade in the USA and Australia (see Bosworth 2014) which has 
intensified the debate in the UK around proposed onshore shale gas 
exploration. In January 2013, David Cameron announced that local 
councils would be able to keep 100 percent of business rates they col-
lected from shale gas sites, ‘worth up to £1.7 million a year for a typical 
site’ because the government was ‘going all out for shale’ (Gov.uk 2013). 
The Prime Minister argued that ‘it will mean more jobs and opportuni-
ties for people, and economic security for our country’ (Ibid.). At a time 
of continuing conflict and instability in the Middle East, the prospect of 
fostering domestic energy supplies, investment and economic indepen-
dence would appear an obvious policy choice, but as a KPMG (2011) 
report makes clear the shale industry has to surmount tremendous repu-
tational hurdles, particularly in the UK and Western Europe where ‘the 
industry needs to control reputational risk and turn public opinion 
around’ (p. 19).

Gas currently accounts for nearly half of the UK’s total energy needs 
and around 30 percent of total electricity generated (DECC 2015). With 
North Sea gas production declining since 2000 and imports of gas now 
exceeding exports, the Conservative government, led by David Cameron, 
is pressing ahead with what has been described as a second ‘dash for gas’ 
(Elkins 2012). Inspired by the ‘shale revolution’ in the USA, which has 
helped dramatically reduce global oil and gas prices and given a boost to 
the US economy, the British government has put in place a series of poli-
cies designed to encourage shale gas extraction and thereby, it is hoped, 
greater energy independence. These policies include halving the tax rates 
on early profits from shale gas, offering at least £100,000  in commu-
nity benefits per wellsite where hydraulic fracturing or ‘fracking’ takes 
place, and introducing industry-friendly regulatory changes, including 
the ability to drill beneath properties without the owner’s permission 
(DECC 2016). This ‘dash for gas’ has been deeply controversial with 
environmentalists and civic groups, and since the first exploratory drill-
ing site was established in Lancashire in 2011, hundreds of  environmental 
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 organisations and community groups have offered vociferous opposition 
to the policy (see Jones et al. 2013).

The conservative government has, until now, appeared to pay scant 
attention to these groups and it continues to vigorously promote the eco-
nomic and environmental benefits of onshore gas exploration. The gov-
ernment argues that shale gas, with lower CO2 emissions than coal, can 
be a ‘bridge’ to renewables, as well as providing 65,000 jobs and energy 
security (DECC blog 2015). Those opposed to shale, or unconventional 
gas (UG), point to the dangers of widespread water and air pollution, 
increased earthquakes, drastically altered landscapes, various social and 
economic costs, and the wider impact on climate change of continuing 
our reliance on fossil fuels. This chapter provides an overview of a range 
of lobbying and public relations efforts by the oil and gas industry to 
portray shale gas exploration as safe and socially responsible in the face 
of determined and active opposition. It will outline some of the ways the 
industry has downplayed scientific doubts about the environmental and 
health impacts of fracking and related processes and successfully made its 
influence felt at the heart of government. It will also examine efforts to 
manage public perceptions of this highly contested development through 
a media strategy which has been effective, at least in part, in shaping 
broadcast coverage of the debate.

12.2  Definitions

Shale gas is natural gas, mainly composed of methane, found in shale rock 
beds often located between 1000 and 4000 metres below the ground. The 
gas is released by fracturing or ‘fracking’ the shale by drilling a borehole 
down into the earth and then pumping a mixture of water, sand and 
chemicals at high pressure into the shale, cracking the rocks and allowing 
the gas to flow back through the borehole and to the surface (Jones et al. 
2015). This definition of high volume hydraulic fracturing (HVHF or 
‘fracking’) is crucial because amongst many concerns expressed around 
shale gas exploration, the use of chemicals is amongst the most con-
tentious. It is worth noting, for instance, that the government’s public 
explanation of fracking often omits this aspect of the process, as in the 
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following explanation found in the government’s ‘Guidance on Fracking’ 
(Dec 2016): ‘Hydraulic fracturing, known as fracking, is a technique used 
in the extraction of gas and oil from ‘shale’ rock formations by injecting 
water at high pressure’ (p. 2). This omission of the word ‘chemicals’, a key 
detail in the information offered to the public, can be seen as symptom-
atic of a wider effort by the UK government and the fossil fuel industry 
to downplay potential hazards of fracking and present the case for shale 
gas exploration in the most positive light possible.

12.3  Scientific Disagreement

In fact, scientists appear divided, or at least uncertain, over the safety of 
hydraulic fracturing and related activity. While there is neither the time 
nor space here to review the scientific disagreements in detail, an outline 
of the areas of dispute is required to make sense of the efforts to present 
univocal versions of the science around fracking. The disagreements can 
be summarised around seven alleged impacts of ‘fracking’—a term used 
henceforth to cover the entire process of UG exploration and production. 
These seven impacts are depletion and contamination of freshwater sup-
plies; ground pollution and loss of biodiversity; the visual and physical 
effect on landscapes; increased seismic activity; air and noise pollution; 
the strain on local infrastructure and communities; and the wider contri-
bution to man-made climate change.

A number of reports outline these and other threats in detail. For 
instance, The United Nations Environment Programme released a report 
in 2012 pointing out the dangers of methane leakage from fracking which 
has a Global Warming Potential (GWP) ‘up to 72 times higher than 
CO2 over a 20 year period’ (UNEP 2012, p. 4). This and evidence of 
other environmental and health impacts led the report’s authors to note 
that UG exploitation ‘already includes instances of water contamination, 
leakages to soil, wide-scale land clearing and negative health impacts’ 
and that ‘increased extraction and use of UG is likely to be detrimental 
to efforts to curb climate change’ (pp.  11–12). Whilst not ruling out 
fracking, it warns of ‘unavoidable environmental impacts even if UG is 
extracted properly, and more so if done inadequately’ (p. 11).
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A report for the European Commission published in 2012 also noted 
‘high risk for people and environment’ in terms of water contamination 
and depletion, air pollution, risk to biodiversity, noise impacts and traffic 
(AEA 2012, pp. v–vi). The report details how developing unconventional 
fossil fuel resources poses greater environmental risks than conventional 
gas development. Some recent studies have also argued that state support 
for unconventional oil and gas exploration is likely to be at the expense 
of the necessary huge investment in renewable sources of energy such 
as solar, wind and tidal required to reduce CO2 emissions to acceptable 
levels (see Bosworth 2014). Hansen et al. (2013), for instance, argue that 
it would be ‘foolhardy’ for governments to encourage the development 
of any further fossil fuel extraction which may result in uncontrollable 
climate change. The danger underlined here and in other studies (see 
Tyndale Centre 2011) is that if states encourage unconventional oil and 
gas exploration our dependency on fossil fuels will simply be prolonged 
and the danger of runaway global warming will increase.

Induced seismic activity is another area of concern for those opposed to 
fracking. Scientific studies have clearly linked earthquakes with the under-
ground disposal of wastewater from both conventional and unconventional 
oil and gas wells. Consequently, while hydraulic fracturing itself may not 
increase seismic activity, areas where fracking and associated wastewater 
disposal takes place have seen an enormous increase in tremors and quakes. 
The 2016 US Geological Survey observed, for example, that from 1950 to 
2005, Oklahoma recorded an average of 1.5 earthquakes with a magnitude 
greater than 3.0 per year compared to ‘several hundred M3.0+ earthquakes 
per year’ in recent years (Petersen et al. 2016, p. 14). In fact, the very short-
lived exploratory fracking by Cuadrilla Resources in Lancashire in 2011 
was halted due to widely reported earth tremors in the seaside town of 
Blackpool. While these were relatively minor, at 1.5 and 2.3 on the Richter 
scale, Cuadrilla later admitted, following an investigation they commis-
sioned, that hydraulic fracturing was the most likely cause.

While earthquakes, subsidence, noise, traffic and other threats to prop-
erty values are of major concern, the dangers of water, air and land pollution 
from fracking have usually been most heavily prioritised in anti-fracking 
campaigns. These pollution issues have also been explored in numer-
ous scientific reports and studies (see Jackson et al. 2015; TEDX 2016).  
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The Chartered Institute of Water and Environmental Management 
(2013), for instance, stated that the UK ‘should not encourage fracking 
as a part of our energy mix until there is more evidence that operations 
can be delivered safely’ (cited Ritchie et al. 2014, p. 3). A CHEM Trust 
report in 2015 entitled Chemical Pollution from Fracking warned of seri-
ous risks of local water, and land pollution and that fracking has the 
potential to massively impact the countryside and those who live in it—
‘be it people, livestock or wildlife’ (p. 16).

Based on US figures, 2,400,000 gallons of fresh water, on average, per 
well is required to frack for shale gas, and the pressure on resources could 
be felt by communities that are vulnerable to water shortages and peri-
odic droughts (see Harrison et al. 2014). As Jones et al. (2015) point out, 
these large volumes of water, mixed with a smaller volume of chemicals 
and lubricants, are pumped into boreholes where it is often difficult to 
predict their migration.

12.4  Public Opposition

In light of these and other environmental and health concerns, pub-
lic opposition to fracking in the USA has increased significantly, rising 
from 40 percent to 51 percent in 2015 alone (Gallup 2016). Numerous 
states, towns and cities around the world have voted for a moratorium on 
fracking, including the states of Vermont and Maryland in the USA and 
Victoria and Tasmania in Australia. New York State voted to ban fracking 
after the release of a New York State Health Department (2014) report 
citing hundreds of peer-reviewed studies that pointed to chemical con-
tamination, excess methane in water, surface spills, noise exposure and 
other health and environmental impacts. Many European countries have 
also shown little appetite for fracking with bans and moratoria in place 
in France, Germany, Netherlands, Czech Republic, Austria, Bulgaria, 
Scotland and Wales (Bloomberg 2014).

It may be that media coverage of fracking controversies and reports 
combined with the sustained efforts of anti-fracking activists are now hav-
ing an impact on British public opinion. O’Hara et al.’s study of public 
attitudes in the UK to shale gas, for instance, shows a marked decline in 

226 D. McQueen



support for fracking between 2013 and 2015 dropping from around 62 to 
47 percent. Shale gas, the authors observe, ‘remains the energy source the 
UK public are least likely to want in the UK’s 2025 energy mix’ (2015, 
p. 13). Their study shows that while shale was still considered a potentially 
cheap energy source that could bring significant economic benefits, grow-
ing numbers in the UK are opposed to its extraction, particularly amongst 
women who worry about the environmental impacts of fracking. The sur-
vey concludes that a growing proportion of the population does not want 
shale gas and that ‘If the government pushes forwarded with its plans to 
fast track shale gas developments it must be prepared for significant lev-
els of opposition from grass roots activists’ (O’Hara et al. 2015, p. 14). 
Evidence of this opposition has already appeared in mainstream media 
coverage and prolific social media coverage of protests around exploratory 
drilling in Balcombe in West Sussex, Upton in Cheshire, Barton Moss in 
Salford and on the Fylde coast in Lancashire.

12.5  The Shale Gas Campaign

In 2013 the Institute of Directors identified the negative ‘reputation’ of 
fracking as one of the main barriers to enabling commercial production 
of onshore shale gas to go ahead in the UK. They recommended that ‘the 
industry itself needs to develop a social licence to operate’ and that ‘more 
needs to be done to gain the confidence of local communities’ (cited 
Jones et  al. 2015, p.  383). Efforts to build public confidence in shale 
gas as a socially responsible and environmentally safe energy have taken 
a number of forms. Shale gas developers, such as Cuadrilla Resources, 
Dart Energy, Igas Energy and Ineos, have engaged several public rela-
tions firms, including Westbourne Communications, PPS Group, Bell 
Pottinger and Burson-Marsteller (Spinwatch 2015), to develop ‘com-
prehensive, coherent and co-ordinated media relations campaigns in an 
attempt to win hearts and minds at both the local and national levels’ 
(Jones et  al. 2015, p.  387). The first element of this broad campaign 
had been underway for several years and involved gaining elite support 
amongst policy makers and academics. At the policy level the appoint-
ment of Lord John Browne Chairman, Board of Directors, Cuadrilla 
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Resources (until April 2015) in June 2010 as the government’s ‘Lead 
Non-Executive Director’ at the Cabinet Office (Parliament.UK 2016) 
enabled a number of shale gas industry employees, supporters and advi-
sors to be employed within relevant departments. Lord Browne’s role in 
appointing business leaders as non-executive directors to the board of 
each government department included four appointees at the Treasury, 
three at the Department of Energy & Climate Change (DECC), four 
at the Department for Environment, Food and Rural Affairs (DEFRA) 
which oversees the Environment Agency and three in the Cabinet Office.

In addition to these appointments, Lord Browne has lobbied the gov-
ernment for exemptions from the Environment Agency regulations for 
the shale industry and worked with Lord Smith (former Chair of the 
Environment Agency) to reduce consultation time on waste permits and 
intervene with a council on planning permission for Cuadrilla (Friends 
of the Earth 2015). In fact, lobbying is a somewhat insufficient term 
for what appears to be a partnership arrangement, or alignment of goals 
between government and industry around shale gas (see Cave and Rowell 
2014 for an elaboration of the embedding of corporate interests in gov-
ernment). The lobbying watchdog Spinwatch (2015) lists dozens of gov-
ernment advisors with close connections to the fossil fuel and shale gas 
industries. The Spinwatch report also shows 14 public relations firms 
‘hired by fracking companies’, including Westbourne Communications, 
Weber Shandwick, Edelman, Burson-Marsteller and Bell Pottinger with 
personnel embedded through various roles in government or political 
parties. While such connections are often hidden to all but the most 
diligent researcher, in other cases they are in full public view. The Task 
Force on Shale Gas (TFSG) was charged with providing the government 
and public with ‘an independent and impartial examination of both the 
potential benefits and risks linked to shale gas extraction’, but received 
£650,000 from the fracking industry, including the leading shale gas 
companies Cuadrilla, Centrica, French oil company Total, and chemical 
giant Dow. These sponsorship details were made public on the task force’s 
web page and hence no claim of subterfuge could be alleged.

Nevertheless, the ‘independence’ of a shale-industry-sponsored panel 
of four advised by five experts appears less certain on closer inspec-
tion. One of the panellists, Professor Ernest Rutter, wrote an article in  
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The Guardian in 2013 defending fracking in answer to Green Party coun-
cillor’s article on the topic. A second panellist, Professor Nigel Brandon, 
has held a research position with BP. The third, Emma Duncan, was the 
deputy editor of The Economist, a freemarket-oriented magazine that has 
championed fracking. The fourth, Lord Chris Smith, is critical of the 
government’s policy on renewables and carbon capture, but supportive 
of fracking. Amongst the five advisors was former Greenpeace director 
Stephen Tindale, known for his controversial support of genetically mod-
ified (GM) crops and fracking. According to the TFSG’s constitution, 
also published on the website, ‘the mission, goals, strategy and tactical 
plans for the Task Force’ [is agreed] ‘in consultation with a Secretariat 
provided by Edelman’. Public relations firm Edelman also provided the 
secretariat for The All Party Parliamentary Group on Unconventional 
Oil and Gas until 2014. Edelman, which operationalises and implements 
the TFSG mission and goals, represents Energy UK, a trade association 
representing 80 gas and electricity suppliers in the UK. Perhaps unsur-
prisingly, the task force panel concluded after a year of investigation that 
‘shale gas can be produced safely and usefully in the UK provided that the 
Government insists on industry-leading standards’ and that exploratory 
drilling should begin (Task Force on Shale Gas 2015).

Lord Browne, a major stockholder and CEO of Cuadrilla, one of the 
funders of the shale gas taskforce, was, amongst other roles, chairman 
of the Royal Academy for Engineering until 2011. In 2012, the Royal 
Academy released a government-commissioned report on fracking. This 
was one of four key reports surveying the existing scholarship and assess-
ing the risk of fracking in various domains which the government draws 
on to support the scientific case for shale gas. The Royal Academy report 
argued that the health, safety and environmental risks associated with 
fracking ‘can be managed effectively in the UK as long as operational best 
practices are implemented and enforced through regulation’ (The Royal 
Society and The Royal Academy of Engineering 2012, p. 4).

The Geological Society (2012) issued a report the same year broadly 
echoing the position of the Royal Society and Royal Academy of 
Engineering that shale gas can be extracted safely ‘assuming wells 
are properly constructed’ and provided that ‘best practice is rigor-
ously applied under an appropriate regulatory regime which addresses 
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 environmental and societal concerns’ (p. 1). MacKay and Stone’s (2013) 
report for DECC  argued that shale gas’ overall carbon footprint was 
comparable to gas extracted from conventional sources. It underplayed 
the potential threat of methane release, stating, ‘if adequately regulated, 
local GHG [greenhouse gas] emissions from shale gas operations should 
represent only a small proportion of the total carbon footprint of shale 
gas, which is likely to be dominated by CO2 emissions associated with its 
combustion’ (p. 3). The fourth report, Public Health England’s (2014) 
recommendations on the potential public health impacts of exposures to 
shale-gas-related chemical and radioactive pollutants, concluded using 
similar language to the three reports mentioned above: ‘currently avail-
able evidence indicates that the potential risks to public health from 
exposure to the emissions associated with shale gas extraction will be low 
if the operations are properly run and regulated. In order to ensure this, 
regulation needs to be strongly and robustly applied’ (p. 46).

One government report which is not cited by those promoting shale 
gas is the notoriously redacted Department for Environment, Food and 
Rural Affairs’ Shale Gas: Rural Economy Impacts (2014) study which 
examined the ‘potential economic, social and environmental impacts that 
are likely to be associated with an expansion in shale gas exploration’. The 
level of censorship (for want of a better word) can be measured by reading 
the recommendations (section 5) which are quoted in full here:

REDACTED
REDACTED
REDACTED
REDACTED
REDACTED
REDACTED
REDACTED
REDACTED
REDACTED
REDACTED
REDACTED. (DEFRA 2014, p. 13)

A year later, the government was forced to publish the report in full  
after the Information Commissioner ordered the government to do so. 
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The report provided some detail on likely water, noise, light and air pol-
lution alongside possible short-term benefits and long-term costs to the 
local economy, rents, house prices and insurance premiums. The covering 
note to the full report appeared to discredit, or at least undermine, the 
contents:

This paper is an early draft of an internal document; it is not analytically 
robust. […] Containing no new evidence, the paper simply refers to data 
from overseas studies which cannot be used to predict impacts in the UK 
with any degree of reliability. (DEFRA 2015, p. 1)

12.6  Advocacy Coalitions and Sponsored 
Research

However, as Cairney et  al. (2016) observe, ‘evidence-based policy mak-
ing’ (EBPM) is a political process like any other, involving competition 
to decide what counts as evidence, how it should be evaluated and what 
policymakers should do with it. They explain that while science plays an 
important role, ‘the link between scientific information and policy is not 
linear or unproblematic’ (p. 3). As Cairney et al. (2016) remark, policy-
makers form ‘advocacy coalitions’ to join resources, coordinate their influ-
ence strategies, and translate their goals into policy. These contain ‘people 
from a variety of positions (elected and agency officials, interest group lead-
ers, researchers) who have similar policy beliefs and who coordinate activity 
over time (p. 9). A ‘network’ of academic experts is a core component of 
the ‘advocacy coalitions’ which emerge from the drive to formulate and 
enact energy policy. It is unsurprising, therefore, that some of the ‘experts’ 
on fracking most frequently cited in US and UK government reports 
emerge from fossil-fuel-funded institutes and research centres. The issue 
of ‘sponsored research’ is acute in the USA, where most scientific work is 
directed towards finding more efficient and cheaper ways of getting shale 
gas out of the ground, rather than on the environmental and public health 
effects. However, with cuts to publicly funded research, industry sponsor-
ship is a rapidly growing practice in the UK (see Lander 2013). According 
to research by investigative reporter Maeve McClenaghan (2015),  
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80 percent of the Russell Group Universities received funding from the 
fossil fuel industry totalling £134,000,000 between 2010 and 2015. Just 
four, the University of Manchester, University of Cambridge, University of 
Oxford and Imperial University, received nearly 60 percent of this figure. 
The long- term reputational impacts on higher education institutions and 
academic research, more generally, of industry-sponsored research grants, 
are unclear. However, the danger of perceived ‘sponsorship bias’ is that it 
may discredit much of the research funded, or part-funded, by the oil and 
gas industries. Reputational damage to Higher Education institutions of this 
kind has already occurred in the USA several times. For example, New York 
State University’s Buffalo Shale Resources and Society Institute (SRSI) was 
closed in November 2012 after allegations that a report on ‘Environmental 
Impacts during Marcellus Shale Gas Drilling’ was compromised by histori-
cal financial interests which may have influenced the authors’ conclusions.

As Dr Stuart Parkinson, Executive Director of Scientists for Global 
Responsibility, points out, leading oil and gas corporations now have a 
major influence on the teaching and research in many of the UK’s top 
universities. They can, in his view, ‘steer’ research agendas towards fossil- 
fuel- related R&D rather than urgently needed alternatives and thereby 
undermine progress in tackling climate change (cited McClenaghan 2015).

Research centres frequently cited by the government and in the media 
on the issue of fracking include Durham University’s Energy Institute 
and the British Geological Survey based in Nottingham, which both 
receive sponsorship funds from a number of hydrocarbon and explo-
ration companies. ReFINE—a ‘fiercely independent’ research consor-
tium led jointly by Durham University and Newcastle University which 
focuses on the ‘potential risks of shale gas and oil exploitation’—is pri-
marily funded by Centrica (which bought a 25 percent stake in Cuadrilla 
in 2013) and shale gas developers Ineos.

12.7  The BBC’s Coverage

How successful the strategy of funding research centres has been for the 
shale industry can be assessed by surveying the BBC’s coverage of the 
controversial extraction process. If the government and shale industry’s 
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‘trusted experts’ dominate coverage this might be a decisive factor in the 
battle for the ‘hearts and minds’ of the general public. An Ofcom poll 
conducted in 2015 showed that half of people surveyed regard the BBC’s 
news outlets, across TV, radio and online, as their ‘single most important 
source of news’ with the highest rating for accuracy and trustworthiness 
(Ofcom 2015, p. 62). If industry-funded scientists are found to shape the 
scientific debate around shale gas on the BBC, this could play a critical 
role in persuading a sceptical or undecided population of the merits of 
shale gas development.

To assess this, a sample of BBC stories on hydraulic fracturing was 
downloaded from the BBC website to offer a snapshot of the coverage 
of the debate. The search terms ‘fracking’ and ‘science’ were entered 
into the BBC’s website (in March 2015) for the period 1st January 
2013 to 31st December 2015 and any irrelevant results (such as sto-
ries about ‘tracking’) were deleted. The search was confined to the top 
20 stories published between 2013 and 2015 leading up the passing of 
the Infrastructure Bill in February 2015 and awarding of 93 Petroleum 
Exploration and Development Licences (PEDLs) after environmental 
assessment in December 2015. The onshore oil and gas licensing round 
was open to a period of six weeks public consultation from August 2015 
on potential environmental impacts and was therefore a politically sensi-
tive period in which hostile public opinion may have acted as a potential 
impediment to the government’s plans to go ‘all out for shale’.

So how is the science around fracking represented in this sample of BBC’s 
coverage from 2013 to 2015? The 20 online articles and on- demand radio 
broadcasts were analysed and contributors’ views coded as either broadly 
in favour, neutral or against. While most articles made some effort to offer 
a brief summary of positions in favour and against fracking, the majority 
of contributions were broadly in favour, or presented a view that evidence-
based science supported the case for shale gas development. This can be 
seen, at one level, by a simple tally of contributors over the sample with ten 
scientific sources, six industry sources and nine political sources broadly in 
favour of fracking, while just two scientists, five politicians and six envi-
ronmental groups were cited as broadly opposing the case for fracking. 
The coding revealed five scientific sources and four political sources offered 
broadly neutral positions and that the British Geological Survey offered 
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both neutral and broadly pro-fracking positions. Significantly, some of the 
sources contributed to more than one pro-fracking story. Professor Richard 
Davies was cited twice, as was Professor Quentin Fisher of the University 
of Leeds and Professor Zoe Shipton of Strathclyde University (all frequent 
advocates for fracking in the media), while the British Geological Survey 
made contributions to a number of stories. All four sources have received 
research funding from oil and gas interests.

The range of contributors is of interest, with political sources outweigh-
ing scientific sources. Where party affiliation was identified, seven conser-
vative sources dominated the pro-fracking argument with just one Labour, 
Member of the Scottish Parliament (MSP) Iain Gray, in favour. Political 
opposition to fracking came from four sources—two Scottish National 
Party (SNP) and one cross-party (Environmental Audit Committee) and 
one unknown (planning officers at Lancashire County Council). The two 
scientists cited as broadly against fracking were Professor Martin Mayfield 
of the University of Sheffield (briefly) and Professor Kevin Anderson of 
Manchester University who wrote to BBC Inside Science to complain, 
and was interviewed about, unbalanced coverage on fracking and climate 
change. The impression created across the 20 articles was that scientific 
studies supported the case for fracking, with very little science offered in 
the case against. Arguments against fracking were mostly cited by various 
environmental groups such as Greenpeace (three times), Friends of the 
Earth, Frack Off, WWF Scotland and National Trust.

The sense that the scientific evidence lies on one side of the debate is 
heightened by some of the BBC’s own reporter’s commentaries. The fol-
lowing is taken from one of the 20 reports published on 28 July 2014, in 
which the BBC’s environmental analyst Roger Harrabin is quoted:

If environmentalists succeed in stopping fracking in the UK by stirring up 
local objections they will actually make the greenhouse effect worse in the 
short term.

This is because Britain will continue to use gas for heating and as a backup 
to capricious wind and solar electricity. If the industry can’t get British gas 
it will import liquefied gas—and the energy needed to turn gas liquid 
makes it worse for the climate than home-produced gas.
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The language employed here, ‘stirring up local opposition’, ‘capricious 
wind and solar electricity’ and ‘worse for the climate’, clearly favours 
the government and shale industry’s narrative that shale can contrib-
ute to reducing the threat of climate change when, as we have seen, 
many evidence- based scientific studies suggest the opposite may be true 
(Tyndale Centre 2011; UNEP 2012; Harrison et al. 2014).

An examination of two radio broadcasts amongst the 20 stories reveals 
further lack of impartiality on the science around fracking. The first story 
which emerges as no.1 from the search for ‘fracking’ and ‘science’ on 
the BBC’s homepage was a broadcast by Inside Science on 26 September 
2013—a ‘fracking special’ meant to ‘really understand the science sur-
rounding the controversies’. The presenter, Adam Rutherford, ‘sorts 
science fact from science fiction’ by putting ‘your frack FAQs to four 
experts’. We are first introduced to Kris Bone, a well engineering director 
at iGas, who is given five of the 15-minute feature to explain how the 
process worked from a coal-bed methane well in Warrington in Cheshire. 
Bone reassures listeners that ‘fracking is not a new process’ and has been 
around in the UK ‘for at least 30 years’ and used at around 200 onshore 
wells already: ‘What is new is that it is in the deeper shales, which is 
a relatively new process in the UK’. Rutherford then introduces four 
experts who address some of the ‘anxieties expressed by the public about 
fracking’. These are Professor Richard Davies from the Energy Institute; 
Dr David Rotherie, from the Open University; Professor Zoe Shipton, 
from the University of Strathclyde; and Professor Mike Stephenson from 
the British Geological Survey. These experts effectively dismiss concerns 
about water pollution and depletion, earthquakes and climate change. 
For instance, Richard Davies argues that ‘the risk of contamination from 
fracking itself is incredibly low. There is not a single proven example of 
fracking causing contamination of groundwater’. David Rotherie sup-
ports this view, stating ‘I don’t think people’s domestic water is at risk’. 
Zoe Shipton also argues that the 0.1–0.2 percent chemicals found in 
fracking slickwater were safe and could be compared to, for instance, the 
scale inhibitor found in your kettles and that these could be safely cap-
tured and treated on site.

Richard Davies addressed the issue of water scarcity and admitted the 
issue ‘depends where you are’ (the risk in Southern England and Karoo 
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desert in South Africa was greater than in the North of England), but 
that the proposed water consumption for fracking was a tiny percent-
age of overall national consumption in the UK.  On climate change, 
Dave Rotherie makes the case that domestic gas would create less CO2 
emissions than importing gas from abroad, and that shale gas is a ‘very 
good stop gap’ […] ‘otherwise we are going to be buying gas from the 
Russians for the next few decades’. Finally, on the issue of earthquakes, 
Mike Stephenson from the British Geological Survey admitted that the 
test drilling in Lancashire had probably caused very small tremors, but 
that, fracking, could actually ‘save us from larger earthquakes, rather than 
causing earthquakes’.

In another Inside Science broadcast devoted partly to ‘dispelling myths’ 
around fracking on 11th June 2015, after a vote by European MEPs 
for a moratorium on fracking, the two scientists interviewed were Justin 
Rubinstein from the US Geological Survey and Zoe Shipton (again) 
from Strathclyde University. The introduction to the interview sets out 
the concern clearly: ‘There is no doubt that in the US, earthquake activity 
has rocketed in the last decade’, but Justin Rubenstein argues that:

the increase in earthquakes certainly correlates with human activity and the 
increase does correlate with fracking, but correlation is not causation. We 
really don’t think many of these earthquakes are directly related to fracking. 
Maybe in the order of 5–10 percent of these earthquakes are attributable to 
fracking. The process that we think is related to these earthquakes is a pro-
cess called waste water disposal. And this is water that comes out when 
you’re pulling out oil or gas.

The presenter, Adam Rutherford, puts aside the 5–10 percent of cases 
that may be caused by hydraulic fracturing directly and comments:

Well that’s very interesting […] it is based on gas mining I suppose, but it 
is not actually fracking that is causing that increase.

This interpretation depends on the narrowest definition of fracking as 
only the actual cracking of rocks deep beneath the earth’s surface, rather 
than the entire process around unconventional gas extraction which 
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includes, in the USA at least, pumping water at high pressure, which 
stresses well integrity and underground waste water disposal.

Zoe Shipton, from Strathclyde University, argues that because waste 
water injection is ‘unlikely’ to be allowed, seismic events will be small and 
‘difficult to feel’. Returning to the Member of the European Parliament’s 
(MEP’s) largely ‘symbolic’ vote in support of a moratorium on fracking 
the presenter asks:

Is this a mistake? Is this a vote in the sway of popular opinion rather than 
evidence-based policy?

Zoe Shipton replies:

People are often not driven by the science. We can inform people about the 
science as much as we like, but the thing which makes people make their 
own minds up is their own values, fears and their concerns. There have 
been a number of reports including one by the Royal Society and Royal 
Academy of Engineering, that I was involved in, that have looked at the 
issues around environmental safety. The reports have largely found, or 
almost unanimously found, that this industry can be managed in a safe way 
if it is regulated properly and that the regulations in the UK are fit for 
purpose.

12.8  Conclusion

The BBC’s charter requires that it offers balance and impartiality in the 
reporting of news and current affairs. In the case of reporting the scien-
tific complexities and debates around fracking, it appears that the BBC 
is falling short of its obligations. The proposed introduction of fracking 
in the UK has so far passed the legislative hurdles and gained media and 
mainstream political support from the major parties. The government 
and sections of the media continue to frame shale gas as ‘the cleanest 
fossil fuel’ (DECC 2013, cited Jones et al. 2015). However, opposition 
to fracking continues to grow, and it may be that efforts to suppress dis-
senting scientific evidence by the government, the shale industry and 
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the media will only amplify opposition and increase resistance to new 
technology. The various scientific doubts and uncertainties about frack-
ing have not prevented the shale industry, the UK government and the 
BBC from presenting an optimistic and simplistic science- based case for 
UG. If shale gas exploration proceeds as planned in the UK, any evidence 
of negative impacts on communities, particularly accidents or contami-
nation of water supplies in such a densely populated island, will only 
mobilise greater and more intense opposition to the shale industry and 
any government or group of experts attempting to defend it.

The danger is that a one-sided, industry-funded presentation of sci-
ence research may affect not only the reputation of fossil fuel industries, 
but academic institutions and values as well. In this respect the shale 
industry has fallen short of its corporate social responsibility obligations 
to respect the views and livelihoods of communities and stakeholders 
in relation to the extraction of UG.  Retreating behind narrow defini-
tions of ‘fracking’, attempting to steer research and manage the debate 
in the media alongside intensive lobbying operations in the government 
may ultimately backfire and exacerbate public distrust of politicians, the 
mainstream media and the fossil fuel industry. A careful consideration 
of the impacts of continued hydrocarbon exploration (and particularly 
‘unconventional’ oil and gas) on the environment, on communities and 
on long-term economic prosperity around the world at a time of growing 
climate insecurity is urgently required. This must remain a priority for 
any realistic discussion of corporate social responsibility—and is one that 
should be engaged with urgently by all organisations currently engaged 
in the promotion of shale gas development.
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13.1  Introduction

Given that companies confronted themselves with a more and more 
increased pressure due to globalization and intensified concerns regard-
ing the equilibrium of power between corporation and society, over the 
years, corporate social responsibility (CSR) has become an issue discussed 
from a legal, economic, political, ethical and social viewpoint (Zaharia 
and Grundey 2011). The analytic interest in the field of CSR, as well as 
the practice of social responsibility, currently passes through a powerful 
rebound due to the important changes both in terms of the manner in 
which corporations define themselves and regarding the social expecta-
tions that revolve around for-profit organizations (Băleanu et al. 2011).

Companies make use of the concept of CSR from strategic consider-
ations by selecting areas of interest that match the organizational values 
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and confer opportunities in order to achieve marketing objectives. On 
the other hand, the organizations in question recognize that forming alli-
ances with non-profit organizations and, implicitly, with a series of wor-
thy causes can be mutually beneficial (Demetriou et al. 2010).

Contrary to expectations regarding the positive outcomes associated 
with CSR initiatives in terms of generating an optimal level of exposure 
and of determining some positive evaluations, such a result is difficult 
to be guaranteed (Bhattacharya et al. 2009). Along the time, there were 
produced some changes with regard to the manner in which corporate 
organizations support the activity of the ones from the non-profit sector. 
Increasingly more, in order to accomplish their objectives related to social 
responsibility, corporate organizations finance those non-profit organiza-
tions that are more visible concerning different communication activities 
(Ohreen and Petry 2012). The collaborative relationships between the for- 
profit organizations and the non-profit ones create a unique connection 
point between the objectives intended to be achieved by the two types of 
organizational entities, also offering a significant potential for generating 
innovative ways of “doing business by doing good” (Lee 2011).

Relationships between non-profit and for-profit entities involve some 
risks and benefits, especially for the involved non-profit organizations. 
Sometimes, the latter ones involve themselves in such agreements with a 
complete understanding of the implied consequences and potential costs. 
However, there appears an inherent risk somehow strengthened by these 
types of relationships, namely the imbalance of power that exists in the 
favour of corporations because they always involve themselves in partner-
ships with non-profit organizations as having a deliberate strategy of risk 
control. While the work with corporate partners can be associated with 
multiple advantages, non-profit organizations must be part of such rela-
tionships as having a significant preoccupation for maintaining their own 
level of autonomy (Baur and Schmitz 2012). The degree of achieving the 
objectives is also an important one. While the social objectives have the 
highest degree of importance for the overall activity of the non-profit 
organization, even the organizational objectives require a certain degree 
of attention. Consequently, the non-profit organizations’ managers must 
adapt to the potential changes that characterize the market (Lefroy and 
Tsarenko 2014).
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The most for-profit entities confront themselves with difficulties in 
identifying a certain non-profit organization or of a cause to match in 
a significant manner to the purpose and to the nature of their field of 
activity. For companies it is difficult to identify CSR activities with a high 
degree of matching that follows the exact sense of the definition because 
a great part of the important and desirable activities from a social view-
point may prove as not to have a perfect match with the defining objec-
tives of the for-profit organizations. Accordingly, companies should give 
more attention to the decision about the manner in which they imple-
ment CSR initiatives, rather than to focus on partners and on the derived 
activities (Kim et al. 2012).

Given that, by the current research endeavour, it is aimed to increase 
the degree of knowledge regarding the interactions between the corporate 
and the non-profit organizations, the managerial issue that we intend 
to address resides in the following question: ‘In what manner can be 
improved the collaborative relationships between the corporate and the 
non-profit organizations in terms of the fundraising activity?’

13.2  Methodology

The purpose of the current research lies in analyzing the manner in 
which the corporate organizations interact with non-profit organizations 
in terms of the fundraising activity from the perspective of non-profit 
organizations’ representatives during the forthcoming timeframe to the 
financial crisis.

The information collected for this qualitative research comes from 
multiple sources, being procured during the period of time comprised 
between April and July 2014. The research was projected during March 
2014. In total, 12 personal interviews were held with representatives of 
corporate organizations from Romania, their answers being obtained by 
the use of the semi-structured interview technique. The average length of 
an interview was of approximately 60 minutes.

Concerning the working procedure, it is important to mention that, 
although the mention about the organizational affiliation (corporate in 
this case) of the interviewed persons is rendered as a reference for the 
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endeavour of personal interviewing, for the identification of the source 
of the quotations from the interviews there were allocated randomly 
numbers from 1 to 12. Last but not least, all the mentions as proper 
names, related to the represented corporate organizations’ field of activity 
et cetera, which could have led to the identification of the source were 
replaced with some generic ones.

The discussion’s analysis derived from the interviews followed a series of 
successive phases. Each personal interview was recorded in an audio for-
mat, played back and transcribed. Within the initial phase, the transcripts 
were revised independently in an exploratory manner in order to identify 
key constructs and topics. Afterwards, depending on the topic of reference, 
their content was restructured and resumed, in the end being made a selec-
tion of the common elements, on the one hand and, on the other hand, of 
the areas of divergence that resulted from the subsequent statements. For 
analyzing complex phenomena and long-term dynamics, the comparative 
analysis is a procedure of a sizable usefulness (Eisenhardt 1989).

One of the elements of specificity of the current research is represented 
by the fact that the generic title of corporate organizations refers both to 
corporate organizations per se and to corporate foundations, the numeri-
cal ratio being of 8:4. Hence, this diversified composition of the sample 
was necessary in order to capture the respondents’ differences in percep-
tions and interpretation.

The targeted corporate organizations represent a wide variety of indus-
tries—both from the Secondary Sector (production) and from the Tertiary 
one (services), the numerical ratio being of 4:8. With regard to the fields 
of activity, the manner of structuring the investigated sample was con-
stituted as follows: commercializing industrial products—construction 
materials, PVC profiles and, respectively, automotive (three entities), 
commercializing tobacco products (one entity), banking (two entities), 
telecommunication services (two entities), consulting services and soft-
ware programming engineering (one entity), life insurance (one entity), 
specialized medical assistance activities (one entity) and,  respectively, 
commercializing products within the online environment (one entity).

It is also important to emphasize that all respondents were involved 
in activities related to the collaboration with non-profit organizations 
either directly (as decision makers/negotiators) or indirectly (as members 
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of the execution/operational team). Given that the purpose of the current 
research resides in generating observations regarding a complex phenom-
enon—that is exploring the corporate organizations’ conduct in terms of 
the interaction with the non-profit organizations and the investigation of 
its definitive influences—and there is aimed the development of a theo-
retical framework (rather than its testing), it can be considered that the 
adequate sampling method is represented by the theoretical sampling.

13.3  Results and Discussion

13.3.1  Prerequisites of Establishing Collaborative 
Relationships

A prime issue discussed is the one referring to the manner in which 
for-profit organizations act when there are taken into account alterna-
tives of establishing collaborative relationships with non-profit enti-
ties—Their approach is a reactive one or there are other circumstances in 
which such processes are initiated by the commercial organization itself? 
Consequently, the interviews’ content analysis reveals that the manifesta-
tion of a reactive position is the dominant one, the following example 
illustrating such an approach:

For now, we stayed at the level at which, rather, we [as a corporate organi-
zation—A/N] wait for NGOs to ‘come’ with their proposals towards us 
instead of us to ‘go’ towards them. (Interview no. 12)

Nevertheless, two insertions reveal the existence of a proactive approach:

[…] in the end, [non-profit—A/N] organizations ‘see’, in major lines, 
which ones are the investments and the directions and try to approach and 
to adapt themselves—to come with particular offers and yes, for me this 
thing to happen seems to be a natural fact, but [as a corporate organiza-
tion—A/N] we do not rely on it. Namely, it is important to have an initial 
screening that every company I think that puts it into practice in one way 
or another. We make it; it needs to be done. (Interview no. 11)
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[…] there is also happening for us [as a corporate organization—A/N] to 
‘go’ directly towards [non-profit—A/N] organizations … It is a selling 
exerted by us merely because, by ignorance, by an awareness, (Name of 
corporate organization) might not be considered a partner and then … you 
might want to be considered. You want to be part of that ‘equation’. You 
see that you can create additional value. (Interview no. 9)

13.3.2  Eligibility Criteria

Once the stage represented by the primary selection of the potential 
non-profit collaborators was completed, there follows another important 
aspect, namely a process of assessing the non-profit organizations accord-
ing to a series of criteria selected by the commercial organization, about 
which one of the interviewed persons affirms that:

Any type of partnership wanted by you [as a corporate organization—
A/N] in the medium term has a phase of cognition and has a phase of 
‘understanding’ and of ‘listening’. So ‘to understand’ and ‘to listen to’ 
what does the [non-profit—N/A] organization—which ones are the ele-
ments either human and project related that animate and motivate the 
people form there and which are, how to say … the relationships and the 
manner in which it works ‘inside’ and, afterwards, by reference to the 
other ones. There exists a whole set of criteria that we follow because our 
auditors require these criteria to be transparent and explicit ones. 
(Interview no. 1)

In accordance with the arguments formulated by respondents, the most 
important one of them refers to the degree of alignment between the 
object of a potential collaborative relationship and the area within which 
the commercial organization decides to invest:

There exists ‘openness’, with the amendment that we do not accept any 
project and that, usually, we accept those projects that bind to our strategic 
interests too [as a corporate organization—A/N]. (Interview no. 12)

It is good that the cause [represented by a certain non-profit organiza-
tion—A/N] match the three social categories supported by (Name of cor-
porate organization). (Interview no. 2)
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Any NGO can come as long as it is in line with the fields where we [as a 
corporate foundation—A/N] finance at this moment […]. (Interview no. 7)

The motivation for which I do not accept certain projects or that is given 
by me [as a representative of a corporate organization—A/N] refers to the 
fact that they are not integrated within the CSR direction. I can’t say that 
there is a direction, but in my mind and in our mind it is contoured. 
(Interview no. 6)

Complementing, another respondent argues in detail the idea about 
involvement:

[…] we [as a corporate foundation—A/N] seek to involve ourselves in the 
things for which we give money and are done by us too … to contribute … 
to have a sense … To be something thought by us too! Not a ‘ready-made’ 
product! We do not do CSR! You do not come at me with a ‘ready-made’ 
product and you ask me for money […]. I want to involve myself! I want 
to express my involvement when that product is conceived because I want 
it to be something that has to do with the things about which I am inter-
ested. If it is ‘ready-made’, the chances to be aligned to what we are inter-
ested in are extremely reduced ones. (Interview no. 10)

As mentioned by one of the interviewed persons, among the most impor-
tant criteria concerning the assessment of the collaboration proposals, 
there can be included the one about the financial aspects required by a 
certain project’s implementation. At the same time, it emphasizes the 
manner in which the represented organization addresses the potential 
costs associated with an involvement endeavour:

[…] the budget is not a thing to be neglected in all this effort. Our policy 
[as a corporate organization—A/N] is to not spend—so we don’t have 
these costs ‘on’ the balance sheet, ‘on’ the operational budgets, but we use 
in full that facility allowed by the Fiscal Code [the mention integrated 
within Law no. 571/2003 regarding the Fiscal Code—A/N] according to 
which minimum of 3‰ of the turnover and 20% of the profit tax can be 
spent on sponsorship activities. (Interview no. 11)

The following two insertions still refer to financial aspects but, within 
this framework, there is highlighted the existence of a certain degree 
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of  flexibility regarding the manner in which the budgets are allocated, 
especially when certain requests are answered about which the for-profit 
entity is particularly interested in or when the projects are not too large 
scale ones:

The conditions are flexible enough […]. The things can be adapted long 
enough and, sometimes, throughout the project too; if we have money left, 
we reassign them. (Interview no. 4)

It depends a lot on the amounts about which we talk. If there is sub-
jected a small project, that does not have a major impact or it is not on the 
long run, then, for sure, there can be made an exception to the already 
approved budget. This is usually done—an adjustment. (Interview no. 2)

The normalization of the extent in which the non-profit organization 
depends on the financing obtained from the commercial organization is 
another issue referred to by two of the respondents:

[…] [as a corporate foundation—A/N] we don’t want our partners to rely 
exclusively on our financing because it isn’t healthy. We try to help them 
relative to the part of organizational development. Namely, besides the 
project’s financing per se, we also look at their organizational development 
needs. (Interview no. 7)

They [as collaborator non-profit organizations—A/N] also have to come 
with a part of contribution because we don’t want them to rely totally on 
the received money. (Interview no. 4)

Further, the financial aspects still make the object of the discussion, but 
two of the respondents connect this subject to the idea of experience:

Financial results … Certainly, any company investigates slightly the finan-
cial reports of the [non-profit—A/N] organizations with which it works. 
(Interview no. 11)

[The collaborator non-profit organization—A/N] must have an 
extremely good experience so that to guarantee that the project in question, 
even though has considerable goals, will be able to succeed. Because it is 
about a major investment. (Interview no. 8)
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To see that [the collaborator non-profit organization—A/N] has experi-
ence. Not to see that, all at once, it receives 50,000 euro and we find out 
that it does not know to manage them. To see that it has done ‘something’ 
… Experience regarding projects; these one counts quite a lot. (Interview 
no. 4)

In their turn, non-profit organizations’ type of projects implemented 
or in progress represents another criterion the importance of which is 
evoked by two of the respondents. The first one reiterates the idea regard-
ing the obtained results, as well as the one about the alignment with the 
represented organization’s fields of interest:

At the most professional possible way, there needs to exist a portfolio crite-
ria of the respective [non-profit—A/N] organizations; portfolio that should 
reflect the type of projects that the Company wants to develop together 
with this institution. A series of visible, sustainable results on the market 
‘on’ the projects developed by the Company. (Interview no. 11)

Another two subjects, namely the type of projects previously held and 
the impact associated with them, are again brought into discussion, at 
the same time being made the connection with another criterion—the 
sustainability—as points out another respondent:

[…] the organization’s sustainability criteria—‘What kind of projects did it 
carried before?’, ‘What was their impact?’. (Interview no. 1)

Two other respondents refer to the same subject, emphasizing its defini-
tive importance:

The first thing at which we look [as a corporate organization—A/N] is the 
continuity in the project’s logic. (Interview no. 12)

[As a corporate organization representative—A/N] I am looking at sus-
tainability. My personal philosophy is that, instead of being ‘the big thing 
from a small point’, it is better to be ‘a significant part of something big’, 
something ‘impactful’. And, usually, it is a healthy philosophy. (Interview 
no. 9)
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Another recurring subject derived from the one about the strategic 
alignment between the commercial organization’s profile and the one 
of the potential non-profit collaborator is represented by approach-
ing the projects from a long-term perspective, along with generating a 
standing impact (mention rendered, furthermore, within the previous 
insertion):

We [as a corporate foundation—A/N] give them [to non-profit organiza-
tions—A/N] this grant, but we want to ensure ourselves that the project 
will be continued form a long term perspective. (Interview no. 4)

[As a corporate organization—A/N] we want some relations on medium 
and long term with those [non-profit—A/N] organizations that manage 
themselves to see beyond the fiscal year that needs to be executed. […] we 
want to work on a medium and long term. (Interview no. 1)

[…] a very large number of beneficiaries, significant impact in the eco-
nomic/social environment. (Interview no. 8)

The approaches regarding the dimensions of the non-profit organiza-
tions with which a commercial organization could have a collaboration 
 relationship represent other selection criteria, as it is interesting to observe 
that the opinions expressed in such a framework vary a lot:

Relative to the eligibility criteria there isn’t a convention that refers to the 
size of the NGO or to the size in terms of budget/number of people. I [as 
a corporate foundation representative—A/N] am interested in the project 
per se. I am not interested if it’s a large/small organization … it doesn’t 
seem relevant. (Interview no. 7)

As can be observed, the exemplified insertion expresses the fact that, in 
the discussed case, the emphasis is put on the project itself. The following 
insertion as well is built around the type of the project but, in this frame-
work, the organization’s dimension becomes a notable aspect:

In general, the greater a [non-profit—A/N] organization, the less chances 
to collaborate, somewhat. […] the chances to be exactly ‘on’ what we 
intend to do are quite reduced. (Interview no. 10)
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With regard to the definitive characteristics of the collaborator non-profit 
organization’s conduct, the interviews’ content analysis reveals the fact 
that the most frequently mentioned is the one about reliability. Thus, two 
of the respondents affirm:

It is about reliability, rigor and responsibility in budgets’ spending. To exist 
a consciousness on every investment, on the amount of money spent. 
(Interview no. 11)

[…] It would be desirable for that NGO to prove the reliability it has. 
So it’s desirable for that NGO to be one that, indeed, has … not necessarily 
awareness, but a proven reliability. It would be seen if it’s an NGO that has 
a good reputation. (Interview no. 2)

Within the content of the second insertion previously rendered, there is 
mentioned the fact that awareness is also an aspect taken into account 
by the commercial organizations, but another interviewed person asserts 
something contrary:

It doesn’t matter the reputation of an organization … We ‘refused’ … Now 
it sounds so, ‘condescending’… (Interview no. 10)

Moreover, one of the respondents mentions the careful approach of the 
organization in terms of an association decision:

There is necessary, surely, to be careful relative to how we associate our-
selves. (Name of brand from the corporate organization’s portfolio) is a 
premium brand. So ‘here’ care must be considered. (Interview no. 3)

13.3.3  Conduct in Terms of Collaboration Relationships 
Involvement

The manner of putting into practice the interaction between the entities 
which represent the for-profit sector, respectively, the non-profit one is 
also an aspect of major importance. In order to support this idea, one of 
the respondents expresses an opinion about the conduct of a non-profit 
organization from a collaborative relationship:
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[The non-profit organization—A/N] keeps its promises. I believe that this 
one is the most important think and the most important advice. Until it 
comes to promises, to ensure itself that it can deliver what it considered 
initially. (Interview no. 5)

According to another respondent’s opinion, the information flow between 
the two types of organizations has, in its turn, a definitive role both for 
the non-profit collaborator from the perspective of the effectiveness asso-
ciated with the project’s implementation and for the for-profit one from 
the viewpoint of the practices of results’ tracking:

[…] the transparency in the relationship with the NGO. As possible, [as a 
corporate organization—A/N] to receive as much information as possible 
about the respective project—how it is carried on, how it is quantified, 
which ones are its objectives, which ones are the indicators by which there 
is measured the achievement of those objectives, with what kind of results 
that project ends because we, in our turn, communicate further these 
results to our colleagues from the head office that make reporting to diverse 
entities and such information is very important for us. And another think 
that we look at is, of course, the impact. The impact meaning not necessar-
ily how many hundreds of thousands of people heard the messages trans-
mitted by the support given to the respective project but, concretely, how 
many people benefited or had won as that particular project was unfolded. 
We are not interested necessarily in reputation as we are interested in the 
effect—the concrete, practical result. (Interview no. 12)

Other angles of the discussion about the manner in which the informa-
tion exchange is made but, on this occasion, strictly limited to the report-
ing activity are the following ones:

All our partners [as a corporate foundation—A/N] know that, when they 
apply and hence they obtain that funding, they will have to report on a 
monthly basis—both narrative and financial. All the projects are carefully 
monitored in order to be sure that money is used ‘properly’. In this way,  
the things are transparent, the [non-profit—A/N] organizations must 
report—they are audited, they are verified. It is more difficult, there is 
more work for us, but it is even more rewarding. (Interview no. 7)
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[As a corporate organization—A/N] we think in a complex manner—
namely, we have to support the business. Everything you do must have either 
relevance as a direction—in order to refer ourselves to the business per se, and 
as a support factor for the business. Sure that everything is reflected in KPIs 
and in results; you depend on the latter ones. […] we are in an ‘area’ where 
we work with assessments and this one is a problem. (Interview no. 11)

The discussion concerning the guidelines that should be followed by the 
commercial entities within the context of collaboration with the non- 
profit ones refers, on the one hand, to the situation when the commercial 
entities approach this issue in an independent manner:

[As a corporate foundation—A/N] once at three years we develop a study with 
a—obviously—firm specialized in market research studies. (Interview no. 7)

On the other hand, there also appear circumstances under which the 
involvement areas (from the viewpoint of corporate social responsibility) 
are addressed in different degrees as a consequence of the recommenda-
tions formulated by the group of firms within which the organization is 
a part:

[…] ideas and projects that can come from the Group. (Interview no. 6)
[As a corporate organization—A/N] we relate to what it is recommended 

by the Group. (Interview no. 11)

Simultaneously, another interviewed person describes the notion of col-
laborative relationship as representing a comprehensive element rela-
tive to the financial value that corresponds to the supporting behaviour 
adopted by the commercial organization:

For me [as a corporate foundation representative—A/N], a strategic part-
nership doesn’t mean 10,000 euro per year. Well, it can mean even 10,000. 
It can mean 40,000 euro per year. It means the linkage created together 
with (Name of corporate organization), which are ‘there’ for us and us for 
them, likewise … And we are ‘friends’ in the sense that we keep in touch, 
we keep ourselves informed about what each of us does, about what future 
plans we have and what we can do together. (Interview no. 5)
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Further, another respondent evokes one of the most notable aspects 
that define the collaboration between the for-profit and non-profit 
organizations:

[…] the Company’s relationship with NGOs it is not made for this pur-
pose per se—establishing a partnership. The Company’s relationship is one 
with a wide variety of stakeholders—of interest factors or organizations/
persons that, in a way or another, determine its activity or the smooth run-
ning of it. (Interview no. 1)

13.3.4  Communication Actions

The communication actions associated with a collaborative relationship 
between for-profit and non-profit organizations, from the respondents’ 
perspective, divide themselves into two distinctive categories depending 
on the environment that corresponds to the transmitted message—the 
internal and the external communication. Even though, at first glance, 
the external communication seems to hold the main role in a context 
concerning CSR initiatives, two of the formulated arguments reflect con-
trary opinions regarding this assumption:

[…] we [as a corporate organization—A/N] don’t have a media budget 
allocated for the communication ‘on’ social responsibility initiatives. The 
unique manner of communication that is taken into account by us with 
priority consists of the internal communication towards all of our employ-
ees by the use of all the means that we have. (Interview no. 12)

[As a corporate organization—A/N] we gave more attention to com-
municating inside the organization and, in general, the internal communi-
cation was much more developed because (Name of corporate organization), 
a good long time, was oriented towards the internal communication. 
(Interview no. 1)

The following two expressed viewpoints refer to the importance of allo-
cating resources in order to support a non-profit organization or for 
implementing a collaborative relationship per se in comparison with 
the circumstance under which their destination would be assigned to 
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 promoting social involvement. Within the first example, there is made a 
reference to a potential good practice organizational conduct:

[…] [As a corporate foundation—A/N] we don’t spend three quarters of 
the budget on PR and a quarter on the project. Our money…—the major-
ity—are directed towards projects. Important is to make the project and to 
have an object for discussion, and not vice versa. (Interview no. 7)

In the other example, there can be observed the fact that the approach of the 
subject is made through successive negations illustrated by a series of men-
tions about actions from the area of communicating by the use of advertising:

In general, [as a corporate organization—A/N] we said that ‘if we do some-
thing, it will be seen’. We haven’t made an effort in order to communicate 
‘outside’ visibly and aggressively because our achievements although, always, 
the communication part from the partnerships completed by us was an 
important part. We ‘walk’ the principle ‘we tell what we do and we do what 
we tell’, but we considered that ‘putting’ even financial resources into the 
communication part, does not make sense. The reason why we haven’t made 
publicity, we haven’t made advertising and we never paid for publicity and 
advertising spaces in order to ‘erode’ by this manner the resources that could 
be allocated to certain organizations or to a certain cause. (Interview no. 1)

Still about the role of communication, but this time from a diametrically 
opposed angle, states one of the interviewed persons:

Usually, this is a clause of ours [as a corporate organization—A/N]—to be 
mentioned there appears something that ‘talks’ about the project financed 
by us. To be mentioned and, automatically, we have a certain type of adver-
tising. Well, surely … we speak about the major projects. Within the case 
of the small projects where you ‘give’ less, you don’t have … you can’t have 
this ‘pretence’. But, by reference to the major projects, it is normal to men-
tion you. Where there is made advertising for the project, ‘there’ are we 
present. (Interview no. 8)

In seven of the 12 interviews conducted with representatives of com-
mercial organizations, there were multiple mentions about aspects such 
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as visibility, reputation or brand awareness, the statements being made 
predominantly in an indirect manner. Two of the most relevant mentions 
are the following ones:

Of course that for a company is important to have also visibility for what 
it intends to do in terms of social involvement. […] the brand’s visibility 
and its attached values related to defining that company as a socially 
involved one. This is what we aim at. […] because there are involved some 
funds, obviously that there should be identified a justification from a non- 
commercial viewpoint too, but it—this non-commercial—has an equiva-
lence in the visibility as a brand. (Interview no. 11)

Obviously that the main reason, from my point of view, is awareness. 
This is also a trend … We all [as corporate organizations—A/N] want to 
associate ourselves with some good causes, to increase awareness. (Interview 
no. 6)

13.4  Discussion and Further Research

The focal aspect that derives from the prerequisites of establishing collab-
orative relationships between entities from the for-profit and, respectively, 
the non-profit sectors refers to the manner in which corporate organiza-
tions address the identification of the potential collaborators. The inter-
view’s content analysis indicates the fact that the dominant approach is 
the reactive one in the sense that the endeavour’s initiation for estab-
lishing collaboration relationships is made by the non-profit organiza-
tions. Nevertheless, there are situations within which the role of initiator 
belongs to the corporate ones. In particular, it is interesting to observe 
that, in one of the interviews, the notion of selling process is associated 
with CSR initiatives and, implicitly, with the involvement intent in col-
laborative relationships with non-profit entities.

Regarding the eligibility criteria that substantiate the selection of 
collaborator non-profit organizations, the actions of formulating and 
communicating them in an objective manner can be considered essen-
tial ones. In consonance with this thing, one of the respondents brings 
into discussion the justification of such a conduct in the sense that there 
is  mentioned the auditing process and, implicitly, its binding nature. 
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From the viewpoint of the issues that represent the object of the crite-
ria depending on which corporate organizations decide to collaborate 
with non-profit organizations, it may be concluded that the existence of 
a strategic alignment is the most important one of these. Thereby, for cor-
porate organizations it is extremely important, between what represents 
the object of a potential collaborative relationship and the directions fol-
lowed by it in terms of its CSR conduct, to have an alignment. Moreover, 
as the analysis of the interview’s content indicates, it is necessary that this 
matching to be a strategic one by its nature so that it contributes to the 
achievement of the objectives associated with the manner in which orga-
nizations carry out their commercial activity.

The financial aspects associated with corporate organizations’ involve-
ment into collaborative relationships with non-profit organizations repre-
sent another particularity depending on which such an interaction takes 
place or not. Firstly, corporate organizations’ option for collaboration 
depends on the financial results obtained in the sense that their support 
is filtered by the fiscal facilities conferred by law. Secondly, the flexibility 
degree of the budget allocated to sponsorship activities influences, in its 
turn, in a direct manner the decision regarding the association of the two 
types of entities. Again, the financial component is brought into discus-
sion so that other two respondents recall the necessity of normalizing 
the extent to which non-profit organizations depend on the corporate 
financing because depending entirely on them may constitute a signifi-
cant drawback of their own sustainability.

The interviews’ content analysis reveals the fact that another criterion 
considered by corporate organizations as to be a definitive one relative 
to establishing a collaborative relationship is represented by approaching 
projects from a medium- or long-term perspective and, consequently, 
generating a significant impact. Within the same context and, at the same 
time, in connection with the financial area, the respondents’ statements 
also evoke that the non-profit organizations’ history regarding their expe-
rience in terms of managing projects and, implicitly, their budgets is one 
of the monitored criteria.

The discussion about the dimensions of the non-profit organiza-
tions that have the status of a potential collaborator can be looked at 
as depending on two distinct plans. The first plan is the one at which, 
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from the perspective of corporate organizations, the aspect regarding the 
proposed project’s characteristics is the one that prevails in comparison 
with the one about dimensions. By reference to the second plan, besides 
the elements that individualize the proposed project, the emphasis is put 
on the type of organizations of whose portfolio it is part of. Thus, one of 
the respondents expresses its preference regarding the work with interna-
tional organizations due to the fact that their degree of formalization is 
an aspect that facilitates the manner in which the information exchange 
is addressed.

Reliability is an attribute that is an integral part of the main elements 
that characterize the conduct of non-profit organizations with which cor-
porate entities may establish a collaboration relationship, according to 
the viewpoints expressed by the respondents. This attribute, on the one 
hand, refers to the manner in which non-profit organizations approach 
or relate themselves to the financial contribution offered by the financ-
ing corporate organizations. On the other hand, as stated by another 
respondent, the reliability derives from acquiring a good reputation by 
the non-profit organization.

As one of the interviewed persons says, fulfilling the assumed commit-
ments is one of the principles of good practice that determine the proper 
collaboration between the corporate organizations and the non-profit 
ones. One of the recurring subjects in terms of the manner of imple-
menting the information exchange between entities refers to the report-
ing process. The consistency of the feedback received by the corporate 
organizations is an aspect that influences the interaction from both a 
current and a future perspective relative to the probability of continuing 
the collaborative relationship.

Another characteristic of the corporate organization’s conduct regard-
ing the involvement into collaborative relationships with non-profit 
organizations refers to the manner of approaching the fields associated 
with the manifestation of a socially responsible behaviour. Thereby, these 
can be taken into account either on the basis of the own organizational 
considerations or as a further step related to the international recom-
mendations. Beyond these aspects, the corporate organization’s conduct 
is a variable and diverse one by the manner of implementing the social 
involvement endeavours.
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Amongst the elements of characterizing the communication associated 
with the interaction between corporate organizations and the non- profit 
ones, there can be found the one that refers to the environment to which 
there are addressed the concerned actions—the internal environment or 
the external one. The respondents’ assertions indicate that orienting the 
communication actions towards the internal environment represents a 
consistent part of the totality of such endeavours, as one of the inter-
viewed persons highlights the priority character of such an initiative. In 
the case of the communication directed towards the external environment, 
there can be observed the existence of a consensus of the respondents in 
terms of the necessity of allocating resources for supporting the non-profit 
organizations’ activity in comparison with the case in which resources are 
watched as the object of certain actions that promote elements regarding 
corporate organizations’ identity. Notwithstanding, there are some opin-
ions by which, practically, is confirmed the fact that the communication 
actions that derive from the implementation of a collaborative relation-
ship between corporate organizations and the non- profit ones have a high 
degree of importance. Consequently, in more than half of the interviews, 
within the discussion about the communication actions derived from a 
collaborative relationship, the respondents’ mentions referred—even 
though in an indirect manner—to a series of terms of which meaning was 
related to promoting the identity of the represented organizations.
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