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ABSTRACT

With the ncrcashgtv natuet eonDe ioo anc! tatce. caryonta inage has become an npodantmeans ot cofrpent@ businorses. ,ne.a h6vo D€€r .,8.y 
",_;" 

,"; ;;;i;;;.- t;"iJili'L,*,pn*"shautd ln accodahce with the expectatians and rc-quiemonlJ., taking into accou;t ca.pol€rs sociat@sponsibit,,y standads, anendnonts to acts 
"r "dr-,n"p,s 

, "i."tiy i;;iiioi",iiili.. ,^"n..capacty of usins csR ror a positve inase and brcnd 
",it,,s 

t" i"i,ii,;ii,iiy"iiiiii,," uy n"campanios ts the naqe buitdino e,erc,sF 
.thete arc.mut,ipt" 

"i" "r "oip-ii ii";;;;; rr" -""rapprapna. peth tha! is in syne.;, with business soat a"d;"a";i.-;;;;;;;;;;;.\iiiii i *01.".,siateeic decisjan .rhrs sr.areoy ,ocuses oD creatns a pos ive inae; r,". uZ iiiii i u. *.activiues. .which the compah! Gaos our. rn,s F"".j_.r p,p*" a""r*i; i;!'U;^" *""1responsibit,ty, basect an imase-buttdng at the detats ana 
",rrrro,6"L. 

lhu 
".r"upi 

"'" "',"",

: Sacjat Responslbitity, Corpatate lnago AuHing, Stakeho/ders, CSR,S Chal/onges.

lnkoduction
Companies around the world .rp struggling wrrh a new rote, whrch is ro moet h€ requirementsorihe curr€nr qon€rarion w,nor mm"-m.sn! injcao"b.i,y ",;;;;;;;'";;1ilil.,;;# ""r.,",eq- €ments. comp .s are caled upor io-take rcspons;o.tiry ;; i;; i;;;:;;;;;;;iL" ,_p""sooetes and l-€ stobar environm€hr. rhoy a.e arso bu,ne ,uq"i"r"o to 

"ppiy 
,ui; ;;;;;r"" ," rh"ways in which ihey conduct lheir busrneqs. An orsanizat6n,s acti,ir,es are";rei ri-"""'rrJj"uolry. rrdemonsrraies the rncrusron or e.vnonm6n,arands;iar c""*;;;; ;;i";"-";;i;;":ir;;.;,ii;p..0"".wirh srakehotders. coroorare ,esDolsibir v or rotiab,tiry , rn.*"" * ,ip",ijii r".i;_ ;;;" 

"..,"i)nerciu,e and business, .ere"i,,q io rooi"" or u"..n",. 6rr"", 
"i,lip-",riifi,".*,.r"iffii#"l*,*"u,"citizenship, and Ebkehotoer managemeni.

rho b€ghning ot ih€ era ot gtooat.zation ?nd aggrcssivs compsurjon th€ concem o, ino. compaa,os has sh.fled io Corcola€ Sociat Respons,birity. "oiing sooo. .oein" io o" ir,"i.,i 
"r"s_ 

t",many brands in 2010. Afte, a vea, econo_ic ,r"""i _a oliii"s iiiii, Ji"*Ll,i?", ," s"tassociared wirh rhe brands rhar berieve morc rhan E proiit. onu o ou-r""io" t ui ili,i:j"-" iii nrr*i"rvarue or a brand ro ir-e b.na o*rer is rrano equ.ry. er;;.;; t-h;i;;;;,;;;i;#ii",ii il,*,,"" 
"rbrand equ,ry ncrude cnanq,ng marhe*r,",". p,6ft .-gi"i. ,;;;il; ;i.fi;";o"Jfi", ,,","ret.Fenrs, brand consLmea' pe.cep,ons ot qudtrly ano o$€r robv;nt O="a *1r"". S-r*ir"r or mcompany depends upon how,esoonjnra rompaly'is r*.0. *"i"iy. u"il-i,l^"Ji""j J"".p*y .". ,ris eae€r rolr ro crears rhe Dos;i,v€ b,and ,maqe n ihe m.nds or tile co*,."i-ir,"irJ"i, t *"^.g'- ' lowards building brand equtry.

Objectives of th. Study
. To th.o'rgl tighi on Management ofCSR promoton a1o imptemenrat:on. to sludy csR a^d corporate unrqueness and etn.G, To sludy CSR and accounrabrtily

Dr. RupEli R Shinde'

Head, Oepadmenl ofCommerce, K,V,N.Naik Afls, CommerceE Scence Colege, Nashik, Maharashr.a,

(



, ! lC tnspira- Journat of Cohmer@, Economics & Compule. Science: Octobe.D€ember, 2017! To srudy Stahehotde6 invotvement or pannership

' To study Leaderand teadeEhip abi[y and comperenc:es Ior CSR! Io siudy CSR'S chalienges and lmnations
Approaches to lmptemenflIg CSR

The filst them6 we identified tocuses on hoy CSR is or can be wel imptemgnied as to whysom€ author en b€ argue lhar CRS can be seen as €irn6r an ,nre.nr .:d ^r,h- i,*,^--:_--,.:;^:. ::co,o€,e d€n*y o. : b; il ;;"-;#;fd:1"J,1 ;l;,,'i:?ft::::d1"1::?:l'jiiiJ""li
comPanEs targeted b, actrvsls. Th€ foundalon tor CSR c6n.. h,sed ^n,n orh;;r -arslmeni, o, an €co;o.,c ",s,."", r;;;i;;;,;.-';#'Gi:'J#ffi"i"',:'fi."inj,T"']l;.,.-llll,,
,e*a.h uses s d6voropme"r,ir,"""*-i J"'r,"* 

"i,,,;;; il#;:;:iEffi;;.'::i#i,1f","i,*:
and posrls slages ol CSR trom basrc to lake moF

"""i."" "e 
.Jo.-,ir." 

^;; 
il;ilii;il:";:,ffi ;"J,,3 :iTT?:"?1j1"."S,3::e:,"#*1:

opponLnity. Driv.rs or oneoine commiim6nr.'\,v,rn 
-h;tp 

or economic ;tr l;i#J;;;";*#:irrgroundin9 one can derive on ongoLng commrtrnent,
Coryo.ats ldentlry and Ethtcs

A comPany',s essen al chaEcler and rhe contemporary tum is rsflecr by an €votuuon h wh.thas somenmss b€en caled l-e pe,so.arty of the conp-y or uie org-,zari." ij:"iiy. iiJi;'ir"liij,i 
"r$hat a company r€ally is done bv corooBie idF.t ,/. Companies can €stabtish . corp;rare identity usilgb'a.ding. which has become a ma.n po,nt ortheir s;cce*;"0 *rp"r,ir"-lii-,. gJ

A company's py.amid of CSR slarts wirh €conomic .esponstbititios and continues w[h legat,docenr responsibirity rsspectv€ry. However *r,^r *. etn,"a oi ",in o;-il;;; il;il,la":r,i;ryreqlned ioday because or ine chareine en!tronmenr wrh. *r,,"" *,i"*i"J ii; ;;i#;:#;.ii,"elhical responsibihLes are mo,e trteti 16 sena on a par wnh e@nohic a.o tegat responsbjrries asopol'ns or business success. a como"rv,s m :. behavior is lh€ mnror irase or iE;,li;;, ; il};;:.rorvaluos and surdns prircipres d€opiy in'burl withh th€ -r"ri."r,., 
"-"0 

i;,?ir,i"i iffiH"H:",id;becom€ pan ol h6 de,tn ron ot.o/poct6 idennry.
CSR and Accounrabilty

Accounrabitrry is on€ of lne processes whero, company, or organtzalton aims io on€uE,el.ab iry tn a stobat sra(ehotoer sooer; a.rh,-.abtity i; 
"-";, ,i; ;;i; ",;;i;;# "j'.L;;ff,RespoErble teados e con erned wir'h rerging arc drgnng rhe .equr-emenlsi n€oos and vatues ote"1pro/ees, c,srore.s suporiers commL-i,,e! irraeroroire.'"oreoern e;;i;;;;;;;;"'i,G6;.

lli-ij*l^"lTlll;-"1d-:"::ly ar ra,qe. a conpany.s rack ,ecord in d,ms or csR acc;u"r."J i"irld" iG-r-vc wn€n sutraoe usll proced-.es a.e rnctJded n rrs nrernat as wel as rls slpDty,c.r,",. ,iU,,ii"" rir",",s- hqeasrs n€ed ,or. u-e .disr,iburion or sood p,acuce i- csR accountab,iiiv 
-";j 

i- i"q,i",L"ir 'r.,,"
preqsure ro be e:erted on Ncos to orove .t-Ems,ves as eur,cat, tansparenr,,anol;;;i;;;;;l;;r,they seek ro inlu€nce. csR n€eds accouniabitily uy 

"rr 
t"iai,,o"l:,-"ig";t"i;il,'ili"i:iffi,

cusrom€,s, and commun ry membe6, and yer accoirnijbrity is dimJt ri""-rili.,"*i,ii"n ,j"liiiliii.enecwene$ o' corporate accou.laoix l/ a€ mJtipte ano ,u.isry 
"""""",.0 

."t"."uii. " 
*'' '- - - "'

Parlnoring with Stakehotde.s
csR is strictly embedded with a hullitrrJ. ot.business acto6. w th $e ca[ tor susrarnabttity andlhe new role ot business rn socery and wrth increaseo ero

,s oound,o @m€,n'" co-,r", 
""ir "o"r", "i,r, -u,"-,"rui"-r,-"iot[";;;ill'j:]#;.::,fi"T:"#:Iglobal versrs rcgional and tocat needs, ano varous narronat culures A[h., nh .oh^,^i-" .,-,_^,^ ,

ensase in csR.oserhe, wiu ,r,"i, 
"i"r,it"rj.i" ir,!i "iJ;ilru:# ''i,,J'ilils,r.i#fH:"';Hi"il:i.ue relationship behind lhis and tirst of a[, who ther slakehotde.s are, Colporatons r€quir€d to indutoewiih stakehotdsrs ro devetop csR-rotared activat€s. cn"rr""gu" 

""0 
u,i""i" ";.-;;,:;]; ; ffi;,",

til:1T""[:t::":"T *ues bv s,akeho,oe.! sr.ie,-",";;:;,;-;,',k;]y r";;::"ffii,ji:1rl;
Leade.ship Capabitities and Comp.t€ncies

Thls has contirred ,eJdershrp . crLc.at rot6 i inrlrating and deve,opirg CSR fLnclons andhriialrves wilhh and across o galTal,;1s Tre r,isr rr,:o ptanetary crrrzens.n rhe world bJs,ness a.sleade's lhoy h?ve wonowde capabl y ano resoonrib trry, and rh;n de;;r,;"" ,;a-";;;"c;';:;."",

(

(



Oi, RupaliR Shinde: CoDorat€ tmage Buitding And Sociat Respo.slbitity

, Th6 lask of th€ teadsr rr guiorng bLsin€ss rowards sustanabte sociat rasponsibdrtv is comotex
ano vasr. and rr has been assumed inai ,r needs a urrque aaay of t€aoership strtb ;nd com;etsnc E.s Arkms has besn Ircm process ro peooto. Leaderchip sM€s ani teadeuhipcomperencEs,and capabitnies. rost prevateli among teadeF rhose oqanizalion; hav6 successfLrltyexp6ae.ce0 cnanges in organizationa[ocus and stEtegy, shfied lowad, and a.hioveo more sociattyresponsiblo bghaviors are depicted ihrcughoul.
Organizallonal Chatt6nqes and Limitarrons

Companies face difiicutiies and timitalions as lhey er€cJte CSR_ Theso usualy communicaE€rher ro poulcal concams or ro orsanizarionat-tever coni*"s ano aie 
",r";;";L;-'t.;il;;. i;"conpl+ily oJ oDorating h a. stobat soc.ety ptaces rew oemands on organEat,ons a"Jrci, r"uO"."ipAS ne roEs and responsibitiries ot government are being r6d6tinea and lh€ boundaries botw€enqovernment bpcore tess clear, thrs slows lhat busingss t€asers are facina anoleeh€lming a .y ot chatteng€s. tn u-€ ,rrovalive age or CSq rne neeos ot ih6 

""ri."a 
ii-"irr *rnernalonat rcguEto,s, corsumers. stakehotdeB eTptoyees, NGos, watcTogs, and activGt oroJpshave.lo bo sat,sfiBd. Some or lhe oppo,t"nrlies ano trrir.tarions 

"t CSn, u,l arr.ged-;rir;i;- oi

. Th€ bustness image

. Th€ l€salbacksnund

. Thejob-marketsituarion

. The fraud and th€ coretates ot economic deteriorarion and sociatdectin€. Th6 socialist links
The art ol bu,td,ng and supportng rclationships wirh a[ retevani stakeholde,s is koown asresponsDro roadeship, and ir roqu res sociatized, not p€rsonaliz€d, tead€rs. Herc, the challsnge ts tc,oevolop e6d€rs who can reco-nt in various ways, sho a.B aote to Lne Lp d,ti€rcnr ponciob; into a. .onmor vrsrcn, who can tist€r lo and car€ tor olhers and Ltrimat€ty s€rus th€;.

Undsrstandlng tho Effoct of Corporato Soctat Responstbitily h D.votoptng Brand tmag€
Oisclosurc io any rlpe of wel+orcerved pronolioiar nilranvs tor d b.and teads to more oos.livoapp,oaLt and.JdgnenG about ihe b.ano in a consurers mino. A prohouon.t beqin €mDha;,zino d

b'and s r,nk wrh a sociar cause 1as a hgh dsqre€ or anractol. how ;Jch ;;;;i"liir,,ii'"iiiiJ,i 
",hJrt a gNen brand s'll depend on lne characlensiics or.ls laQer maaeis. A hqih d€qre€ at sm sritv'caninoease tne usarulness or d p,omoro.at p,oposar rhar increaies rrre r.r.e nooo-or coisume,i r'*-"iii,1rln.rillaNe as an imporlani and posrrveLy weighred attribute of th€ brand. How€ve,, when a prcmoi.ronal

pran oo€s nol menron an associalon, corsLmers may we,gFl a brand s sryte of markei,no as a neoarvupoinl. coisumes coutd evat.ae rhe sryie or maaeins a-s positi,e wrh ir,ore ryp"" 
"iinii.*i"i tiia

nave dnrl|alion wilh a caus6 trke cancer res€arc1, d sasr",,"t,er o, 
"nr.on-sntar iioroclon. tMoreovsr a

social rcason aflitiaiion woutd atso have a ,halo eflect. on how a brand is s€en o; oir,i, 
"tr"o,i;i. "*nas honesty or quality. The logic behind th€ brand.s atiltralon can b€ oasity r€coonized bv ;osl

consJmers with the herp or rhat.nrhalvs. Specncaly p.oouce a more positrve eftia *Ln.ur"i Ur"no
tuogmenG 8nd le€tings than initiarives with weaker lit, When a brand prcmotes a high-fit social-reason, it
may be moro likelyto be seen by some consumeE asoppodunistic a;d bokins ro.;.;;; g;.-

The hanagement of soc,aly respo-srbts b€havror is hporta.t because ot its rmoacr on th€percepton ol ihe brand mage. Err,ch,.g a b'and w.rh erhrcat and socal questons rncre.s;s ,is vatue.
lh€ss or€inaton aJihorltes ot ihe consL.t€r in lhs.r evalLarion of prodJcisand mcr€asod brand loyaiy,
many p.oactive coryorations moniro! cusromer sar stactLon closety and as a resutr mdividua;';ay
express lh€lr irust and apprecarion ot ths CSR efiorts by continuing to buy tls producrs, Thus, ihe
ramlanty or ihe degre€ of ge.erat user xnowteoge or a conpany resLllino rr;m lh;ir €xD€risn@s withlhal rrm and then loydlly hay teao to cond. onmg rhe porcsption o, coiporat6 b€hav,or. Customo6
experience courd attow ihem lo devetop srrong betiets and a morc etabo;te cogniiive siructu; ;;ich
rmplres possibl€ rsference schemes io make drflorcn] applaisats, as compared io ths cusromeG ai a
lower awa,eness tevet. companies thar have made csi; cenLat pan oliheir busin"i"* 

"," 
,"rpi"g

ths beneliis as imprcved brcnd image. tt works b€st for lhos6 co;panies in rt,cr, UaUiritv ,s i l*conpary assessnenr 3nd rnforms al. aspecG ot lre ous,ness. csR clpabriry is nor orty a6out cha lyb-l tralslrl:ng tiese ioea: rnro pra(0LatoLs ess slrategies CSR driven e.ons oo€s nol onlv retal€ to
donating money but it latks aboui integrating socat and ehlca praclces inlo br",nu". ,t,"rLqri in"r

llt

(

I



I 12 tnspna- Jolrnat oI Commerce, Economtcs & Computer Science: OctoberDocembor 2017
help lh€ consum€r in croaling a constructive brand jmsge. With th€ i^cr€as€ ii CSR awaGn€ss som6
companies promore_ a very basE undersianding of corporate gov€mance and just srandads. Anoiher
imporlanl asp€ct ol CSR E thar ir chann6tE6s tunds of soci;ly account]abt6- invsstors in prcmoring
Co.porat€ Soclal Responslbility among investors.

Iho cont6nt of CSR crcares an €motionat conneclion with oonsum€rc and buitds connsclons
b€lw€en th6 brand, its CSR initiatives and rh6 viewsrs. ftomoling bEnd ,r"s. rirh lr," i,"jr;ic-a]i
iniliatives 6ncourc96s optimistic commonts and tinauy has a posin'vs effocl on-the br"il, ;;;";Jh"
company is being transparent about irs extenrat communicalions and inremat practice; whi.h ah;walglme.t The ben8firs of ustng CSR 

'n 
D.a-ded conterr are erdtessi toremosr it heps r. t,, rO a U."i"

reputatLon and is a poinr of differenrralron.
Wilh lhe Help ol corporate Soctat Responsibfliry lnitia vos of tndtan compahtG ro p.omors
Brand lmage

t!4ostly all leadtng companies in tndia ale indutged in CSR p.ograms in arsss tike heatrh.
educaiiol. [vel.hoo.l crear.on empowerment of weaher lecriols o. socirv anA srirr aeveioomeni
Norrerble effo.rs h.vo been -e.eir'ed 1or rhe tnrosys, enarr enrerpr.ses. iari cr*i, riC wJtl""jlgrolp among others. For brands, it is an excelenl way lo show rh6y c:re, taking ihe teai wirh innovative
'9 v.9 ba!k' schemes, The compani pro noled supenor tygione in al-1st com;un r€s and in e^chanoc
had lto beneli ol fomhg n6w markers tor ils prJdJcrs tke roolhpasi€s ard soap.

. Managing dirccior and ihe cirairman of Bharl Enleerises, tvr.sunl Mitat runs the countrv,s
bissesrrositive deed projec|mpading qlatiiy education io 30,d00 depnved ch tdren l" .la1 "ri"ii"iiji,acioss riv6 siates. The Bharli Foundarion housed ihe initiarive. Copoiare compani€s [k€ tTC hav6 mado
famer s.owth a many pad of irs businoss ptan, and mad" -alor 

"tio,r" 
ro,.p.," u," ri,i"i1i"i,oiiJi .rih6 rural communities. Unitever is usng micrc €nr€rpnses to tac calty supptement tt.-innlllution or

consJmer prcjucts in ruratma,.els tTcoroa-,es kewtpRO and rCS;ave d'evetoDed sofiwarsro he;
chid'en and ieacher in schoots acrcss trdia to tunher rhe cause ot educt,on. Th€ a;u[ t eracv softwai
has beea a mator '.actor rn redLc,ng,thle.d"y in remore comrunrtres. Banks and inlr,""." ;";;;";",
are rargel.1g immigEnr taoorers and steet vendo,s lo letp rher lnrcuqh mic@ credils and ;etal6d

. The benerts ofueng CSR in rmage buidrng content are endtess. The mosr Important on6 ts ihal
il helps lo build a brand s image' reputatjon a.d ,s a porrl of difiere.dafion. I atso encc;"-o"s co"sr..,
lrust and loyalty. llthe consumeB se€ thai brands ar€ addrossins ih6 tss\ros thar aru,-po,t!"i ro rr,u.. n
tollows thalrney are tiketv_ro cont nue lo buy rherr products. CsR-initiaiives can bs tr€rJ"a"r"iy 

"*!-,riLfat rorg,ng de€p meaningru connecriv,ty wth rts consumers rhat rransiorms rhe trustwodhin;ss ot iheco.sLner to them as an adyenser of lhe comoaly wlhrn ihe.. sociat nerworhs Th6 sociat im.oe
becomes a means ol rncreasing lhe targeness or the braad.s rossag6. tn a cor:nta t,tro tnOia, rreie
seems lo be a greal oppodunlty lor brandsrorind targe. c6nvases fortheir brands. peri,aps more LranOs
need to wake !p to that.

. CSR rs not a marhet.g grmmic[ but one way in which responsible companies can use
ddverl srng and buyrng lo hetp ptay rhetr pan Ln promotng sustainabte behavior. tts a gr€;t contibution tn
whrch consum€rs, stakeholders and comp6n€s can taks smal steps 1o imprcving n-ves., The n€6d for
more emphasis on rh€ CSR @ncept a.d rrs companyno-consumer communt&tton is mandalory. Thoush
a n!mbe, or companies websiies and lheir snnuat repods inctude informalon on rhese practic;s but ir-is
seen lhat eiiherthis iniomation does not reach the consumeE o.lhe cun€nr communietDn Doticv is nol
strons enough to link lhe cSR actions io brands. .Everyone 

wanLs to make a difle,un"" 
",iA 

ir,i" qo""
som6 smallway ln allowtng us alt to maks a conrnburio;. YBs, tt ts shoppino. y€s, tt ts adv€dtsno: No
one is saying rt's ihe answer io everilnhg. butrts a sma step har atbw;;[ oir us tomake a aireren'cei

t Cono.ab Sociat responsibtlity P€crices if tndia, Times rourdaron, the colpoEre social
responsibility wing ofthe Bsnnett, Coleman & Co. Ltd.t CSR ln lndia:Some Theory and Praclice inWa street Joumatdaled ThuEday, Aprjt23,2009.t M.sciencedi.ecr.com

t ww.india.srin

ooo

(

(


