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Executive Summary 

 

Recently with the crisis in Europe, companies and especially MNC‟s have lost the trust of the 

society. Globalization and internationalization of these corporations have brought them 

beyond the power of any single country to control them and are sometimes more powerful 

than particular countries itself. People accuse these companies to destroy the existing 

economic model and not to help the community with their resources. While many countries 

have every day more and more importance on the world economy, many people still live on 

less than € 2 a day to live. With this in mind, the aim of this project was to explore more 

specifically; How CSR could benefit both to TNC’s and the societies of the emerging markets? 

 

First, a general review of the most dominant theories and perspectives of CSR was done and a 

common contemporary conceptualisation of CSR was established, which formed the 

theoretical framework for the project. Examples were used to illustrate each concept and 

determine the limits of these concepts as well as justify the necessity for a new concept, which 

would be more in accordance to the situation of the emerging markets. 

Secondly, descriptive analysis of what expectations of the society are and how CSR is applied 

in the 20 biggest companies, were conducted. The aim of this part was to underline the gap 

between the society and companies expectations. That shows that CSR is nothing necessary 

and how can we reconcile the community and companies. 

In the third part, new concepts were presented to find solutions for filling the gap of the 

literature review. Dimensions of each theory which could contribute to the project were 

underlined related to the criticisms of the theoretical part. 

In the fourth part, a concrete example which incorporates these new concepts was analyzed 

and it was provided guidelines to define a new basis for CSR. 

Finally, a new concept was defined to fill all the gaps which were identified in the previous 

parts and bring innovative findings. The purpose of this proposition is of course to find a good 

alternative between all the different concepts of CSR which is both beneficial for MNC and 

for emerging markets. 

 

The results of the analysis showed that CSR could be defined with five dimensions: Social 

dimension, Environmental dimension, Stakeholder dimension, Economic dimension, 

Voluntariness. However, no company actually applies all these dimensions, although some 
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measures are interesting. If some dimensions could be easy to implement, other seems very 

difficult as the voluntariness for example. Moreover, these concepts are only global concepts 

and are not specific to emerging markets. 

 

If we look at the expectations of society, it appears that these five aspects are important and 

that CSR can be a factor that motivates the purchase of a consumer. Whereas if you look at 

the motivations of companies, it appears that it is more the appearance than the will which 

drives the company in CSR and they do not take care about emerging markets as a huge 

potential market and do not invest there to improve the level of life. 

 

In this sense, the new concepts adapted to emerging markets have held. An important idea 

was introduced: by investing, you reduce the poverty and thus improve the standard of living. 

By improving the standard of living, you improve purchasing power and thus you increase 

your sales on these markets, notion that was validated by the example of Grameen and 

Danone. 

 

In conclusion, a model for a better CSR is possible. Emerging markets can benefit from 

business investment to raise their economies and social standards of their populations. And 

businesses can both have an economic feedback from these investments in new markets while 

protecting the environment in which they operate (sustainability). But for that MNCs have to 

play the game.  

If any of the models, which were analyzed, includes the 5 aspects which were defined for a 

perfect CSR, a new concept was proposed in an attempt to fill this gap. If people who 

concentrate the money put it back into the financial system; we arrive at a win-win situation. 
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1  Introduction 

1.1 Background and justification of the research issues 

  

As international students in Business economics, in the context of a fast changing world in all 

the aspects, we have considered as highly relevant to base our study on a topic which could 

improve our understanding of the business world evolutions, and also to prepare us to face it 

and by the way anticipate our own decision-making process within a company, after 

graduating. In a broader way, we hope that this work will enable us to bring something good 

for business world and people in general. 

 

Regarding to those considerations, we have chosen Corporate Social Responsibility as our 

domain of investigation. Referring to the basic definition of a company, it is a form of 

business organization composed of individuals whose common goal is to generate profits. 

(Garner, 2009). We assume that it represents much more and encompass many variables, 

among which the CSR is increasingly important.  

 

Although behavioural norms, (e.g. equality, protection of individual rights, protection of 

customers etc.) are taken into account since a long time ago, but just recently they were 

brought into the concept of CSR. It really emerged in the 1970‟s with the apparition of 

environmental issues and evolved until nowadays in complex concept on which several 

theories were built. 

Basically, the CSR is supposed to fulfil to the requirement of what we could call the public 

sphere: customers, stakeholders, society regulators and ensure the sustainability of its profits 

through different actions in favour of those principles (charity, philanthropy, humanitarian 

actions and so on). 

 

It appears, and this was especially pointed out with the financial crisis of 2008 that companies 

failed to answer to the citizen‟s expectations and a strong protest movement is shaking the 

TNC and could jeopardize their activity. It has been effectively seen that TNC were the first 

companies which were blamed. Indeed, globalization was lead by those organizations, 

through their implementation in countries all over the word and turned them into economic 

giants. They have known such a growth that some of them are now able to compete with a 
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state in terms of financial powers and impact widely on a society such as the failure of 

Lehman Brothers, “too big to fail” (AFP, 2008).   

It could be assumed that they face this distrust for several factors: 

Growth of mega-corporations increased in logical manner their importance in citizen‟s lives. 

Globalization and internationalization of these corporations have brought them beyond the 

power of any single country to control them. For instance, the turnover of Exxon Mobil is 

biggest than the GDP of Austria (Renou, 2009).  The media and the worldwide effect which 

they can have on corporate reputations and hence the success of the company (Horrigan, 

2010). 

Moreover, emerging countries are developing their influence on the international scene, and, 

driven by China, are on the way to be in front of the worldwide economy. That is why 

corporations are seriously focusing on those markets and the needs and expectations of their 

societies. 

The growing importance of the emerging markets is striking in several respects: in 

demographic terms, in economic terms, both: at the macroeconomic level and at the 

microeconomic level. Indeed, emerging countries as those which are considered with social or 

business activity in the process of rapid growth and industrialization (Jain, 2006). 

To explain this trend, it is also important to mention that those factors are closely associated 

with the scientific overall level of one particular society and that cultural developments and 

influence are closely related to economic success. It is therefore not surprising that emerging 

countries are rapidly growing in influence, importance not only economically but also 

culturally (Trichet, 26 November 2007). 

 

Regarding the different elements mentioned above, the primary objective of this study is to 

bring a new framework participating in the enhancement of the global concept of CSR. 

The necessity of this is explained by two reasons: 

- We argue that, regarding the latest trends in terms of economical and social 

perspectives, the CSR as they are currently designed and perceived are not able to 

bring a satisfactory answer to face the challenges of the business world, that is why it 

is essential to enhance the concept and the resulting practices. 

- This question of practices of CSR lead to the MNC‟s strategies which need to be 

redefined as well in order to ensure the sustainability of such organizations in a long 

term perspective, reflecting the expectations of the different societies which will soon 

represent their major markets. 
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To reach our aim, we elected the qualitative approach as the most useful one to extract the 

relevant information required, both on the theoretical and the empirical aspects, regarding 

the close connection characterising the chosen domain of investigation. 

1.2 Problem Formulation 

 

On this basis, the main research question is defined as following: 

 How CSR could benefit both to TNC’s and the societies of the emerging markets? 

This problematic implies several sub-questions referring to the logical construction of the 

investigation process: 

 How CSR is defined in the academic world/ the trend theoretical approach? 

 How CSR is implemented by companies? / What dimensions and approaches are used 

by companies currently? 

 What are society‟s expectations in relation to MNC‟s operations in emerging markets? 

 What are the alternative approaches of CSR, which are not implemented widely? 

 

Firstly, this research issue is justified through a preliminary literature review (e.g. appendix 

no 2). It was first extracted that the concept of CSR itself is not clearly defined and is focused 

separately on different dimensions regarding to the different theories. Some models just 

address CSR as a way to improve the brand image of a firm through particular policies or 

actions, whereas others designed CSR as a multidimensional integrated business model. That 

is why the primary goal of our study is to define a global framework for CSR, using the 

theories and concepts that were previously designed.  

 

Secondly, it is pointed out the existing conflict between the theoretical definitions of CSR and 

practical implementation of it. Indeed, corporations are organized according to the basic 

principles of capitalism. Therefore, all their efforts are made in order to maximise profits. 

From this point of view, it is assumed that the social responsibility of business is to increase 

its profits (Friedman, 1970) and nothing else; that is in contradictions with some theoretical 

concepts of CSR. As a result of this, it is necessary to consider that CSR must be valuable 

both for companies and “the public sphere”, on a long term perspective and to turn it into a 

more practical and realistic manner. 
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Otherwise, looking at the literature review further in details, it is shown that practices of CSR 

by the firms are focused only on specifics dimensions of CSR and they rarely employ all the 

numerous domains of application (social, financial, environmental etc.) of the CSR and thus 

contribute to the ineffectiveness of such policies. Due to the fastness of information networks 

and the diversity of the sources of knowledge, it became difficult for company to argue in 

favour of its social responsibility through a specific action if it is subject to others morally 

suspicious activities in another hand. 

 

This observation leads to the distrust of the societies toward MNC. Indeed, CSR is used by 

companies to ensure their sustainability while it answers to the citizen‟s expectations. 

However, it appears that societies, as a general trend, do not perceive the transnational 

companies as socially responsible. TNC, as instigators of the major economic trends of the 

capitalistic world are blamed and liable for the actual economic disturbances. Those protests, 

embodied by the “Occupy Wall Street”
1
 movement become stronger and are widespread in 

several major cities of the planet. This phenomena clearly demonstrate the incapacity of MNC 

to comply with the expectations of the population, in all the aspects. 

Thus, the necessity of refunding the basis of the CSR and its applications is clearly emerging, 

in order to bring a satisfactory solution both for companies and societies.  

 

  

                                                 
1
 http://occupywallst.org/)  
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2 Methodology 

 

The purpose of the subsequent chapter is to clarify the following aspects: 

 How and in which sections of the report the sub-questions (defined in Chapter no.1) 

will be answered, 

 Which research methods were applied for answering the main problematic question, 

 Reasoning underlying the chosen methods thus a justification and  

 The fulfilment of social research criteria such as reliability, validation and replication. 

2.1 Structure of the report 

 

The following section is going to present the structure of the thesis which follows the logical 

sequence of supporting the answering of the main research question as well as the sub-

questions. 

 

1
st
 Chapter – Introduction: The first part introduces the reader to the overall report by 

providing the general overview of the problematic and justification of the research focus area. 

Moreover, it also describes the current corporate environment and business relation with 

corporate social responsibility. The problem is formed by using empirical evidence of the real 

life.  

2
nd

 Chapter – Methodology: The goal of the methodology part is to provide the research 

framework which allows answering the main research question as well as the sub-questions. 

In addition, it includes the description and justification of applied research methods and the 

general research approach which is followed in the whole paper.  

3
rd

 Chapter – The main investigation chapter: This chapter is the main chapter of the 

report; consequently it consists of several sub-chapters: 

 Literature review; This part aims to provide a reader with the theoretical background 

of the research area as well as an examples of how particular business philosophy is 

applied at various MNC‟s. Moreover, the chapter also aims to identify the academic 

trend of corporate social responsibility. For this reason, a literature analysis was 

performed and the main theories were extracted. Further these theories were described 

in more details by showing the relevance of it to the main problematic question. In 

addition, in order to build a better understanding of the theories described, the example 

of practical application of each approach was presented. Shareholders value theory, 
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stakeholder theory and Carroll‟s pyramid were taken as ground theories. Furthermore, 

current corporate social responsibility approaches are represented by description of 

triple bottom line concept and EU definition. The chapter is summarised by extracting 

and putting  the limitations on the theories. 

 Analytical Chapters/Useful Theoretical Views; The following section aims to provide 

the alternative and supportive theories, which would contribute for solving the 

problem of the conceptual gap between the expectations of society and MNC‟s. New 

business approaches are presented and commented in this chapter. In addition, in 

reference to the main problematic question as well as sub-questions, the dimensions of 

each described theory were extracted and commented by putting a particular emphasis 

on the emerging markets. 

 Case Studies; The goal of this part of the project is to analyze the practical way of 

applying CSR frameworks which were described in the previous chapter and might be 

feasible for answering the research question. The chapter is introduced by identifying 

the main focus areas of CSR at the world‟s biggest companies. As a consequence of 

the results of it, the following sections present a practical application of the social 

business concept. It was presented by showing the applicability of the approach in the 

developing countries such as Bangladesh.  

 Proposed framework of multi-dimensional CSR concept; This part of the project as an 

input takes all the investigation done and summarises it by presenting a framework, 

which could be applied by MNC‟s and could be beneficial for societies of the 

emerging markets and companies at the same time. 

 

Chapter 4 – Conclusion; This chapter is the summary of all the research. This part aims to 

answer the main question of problem statement as well as providing the answers to all the 

sub-questions.  

Chapter 5 – Appendixes; This chapter consists of all the supplementary information which 

is relevant for the research but has not been included to the main body part of the report. 

 

The schematic image of the described structure of the project is provided in the appendix no 

1. 
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2.2 Theory of Science Applied 

 

Various concepts within the area of theory of science are considered as being relevant for this 

project. The following section aims to provide justifications of the chosen theories of science. 

 

Epistemology 

The term Epistemology describes the nature of knowledge and the means of knowing – 

i.e.“how we know what we know” or what may be conceived by the researcher as a “truth”. 

(Kuada, 2010)  The concept also raises the question as to whether it is possible for an external 

observer to “know” the truth about a specific social world to which he is a stranger, or 

whether the social world can only be understood by occupying the frame of reference of the 

individual actor whom the researcher seeks to study (Kuada, 2010) 

In the thesis this theory of science is applied because the root assumption underlying the main 

research question is conceptual. In fact, the research aims to investigate the business 

relationship with society and the social world in general.  Therefore, the truth in this project is 

understood as social constructed. For example, the socially constructed approach, that 

business is aiming to gain profits or the truth that MNC‟s should be socially responsible is 

used in the research.   

Phenomenology  

The phenomenology is used as one of the essential philosophical approaches for this project. 

The concept is relatively old and well known in an academic world. It has been described by 

Edmund Husserl [1859-1938]. He points out that phenomenology aims at surpassing the 

subjectivity of different subjects to replace the subjective research process with an objective 

procedure. This philosophical approach tries to explain phenomena, in this case particular 

research it is the gap between society‟s expectations out of MNC‟s and the implementation of 

social responsibility programs in practice. 

Methodology 

Further, it is obvious that the research follows the methodology, which helps to plan the 

actions of investigation. Moreover, it also explains the reasons underlying the choice of 

specific methods in the research process (Kuada, 2010). Furthermore, application of the 

methodology science in the research work justifies the general investigator‟s approaches 

towards the understanding of reality. Finally, it also refers to the formation of the entire 

research design as well as the choice between subjective-objective concepts of investigation. 
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Empirical – Analytical methodology creates the foundation of the project in this case. It aims 

to place the priority onto “critical multiplism” which indicates that in the thesis is not tried to 

rely on only one single source but rather investigate a large variety of sources with the 

purpose of obtaining a more complete picture of the subject. (Connell, 1997) 

 

All in all, the above mentioned theories of science lead to answering the questions: 

 Epistemological: what is the nature of the relationship between the knower and the 

known? 

 Ontological: what is the nature of reality, thus what is the truth? 

 Methodological: what are the procedures for finding out knowledge? 

These questions are followed in the research process. In addition, the combination of the 

theories of science applied form The Actors Approach (Ingeman Arbnor & Bjorn Bjerke, 

2009). It is defined by highlighting the understanding of truth as a social construction; 

consequently, it leads to subjective research. Thus, in a way The Actors approach summarises 

the general point of view towards reality of this thesis.    

2.3 Research Design 

 

In relation to the main problematic question “How CSR could benefit to both MNC‟s and 

societies of the emerging markets?” the research design has been composed. Since the main 

problematic deals with the conceptual problem and it is hard to be investigated by quantitative 

methods, the qualitative research design forms the main process of investigation. The 

different steps of this project are designed according to the “main steps in qualitative 

research” (Brennan, 2005), as shown below in Figure 2.1. 
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Figure 2-1 Main Steps of Qualitative Research, Source (Brennan, 2005) & own composition 

 

2.4 Applied Methods 

 

As it is outlined in the introductory chapter, several sub-questions were defined in order to 

support the main research question. The sub-questions were fragmented into different parts of 

this project. The following table (no.2.1) illustrates this division. It shows the applied 

methods, what the outcome is and how it supports the answering of the main problematic 

question. 

Theoretical Steps of 

Qualitative Research 

Steps of Qualitative Research Applied 

 

1. General research 

question 

2. Selection of relevant 

site(s) and subjects 

3. Collection of 

relevant data 

4. Interpretation of 

data 

5. Collection of further 

data 

6. Analysis of 

data/application 

6. Writing up findings/ 

Conclusions 

 

Research Question 

Corporate Social 

Responsibility and application 

in Emerging markets 

Sub Questions 

Literature analysis/ Theoretical 

Frameworks 

Analysis of CSR application in 

practice 

Society‟s expectations and 

focus areas of MNC‟s  

 

Application of findings – the 

ways of reducing the gap 

between society and business 

Summarizing findings – 

Proposal of CSR 

implementation ways 

Analysis of newer social 

responsibility concepts 

Recommendations for 

MNC‟s 
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Chapter of 

focus 
Methods applied 

Outcome/ Support to the primary 

research question 

How CSR is defined in 

the academic world/ the 

trend theoretical 

approach? 

3.1 

Literature research. 

Review of various 

academic papers and 

books 

Builds an overview of the entire CSR 

concept as well as different business 

approaches. 

How CSR is 

implemented by 

companies? / What 

dimensions and 

approaches are used by 

companies currently? 

3.3 

Empirical analysis of 

CSR policies at 

particular MNC‟s. Case 

studies. Case Studies 

It draws the picture of practical 

implementation of social projects at the 

companies by putting an emphasis on 

emerging markets. 

What are society’s 

expectations in relation 

to MNC’s operations in 

emerging markets? 

3.3 

Literature research. 

Investigation of different 

web-sources. 

The following builds an essential 

relationship with other sub-questions 

and supports the main research question 

as well as gives an input to the further 

analysis of alternative business 

approaches. 

What are the alternative 

approaches of CSR, 

which are not 

implemented widely? 

3.4 
Literature research and 

Case studies 

Completes the investigation by 

proposing the conclusions and answers 

to the main question. Draws the actions 

plan for MNC‟s. 

Table 2-1 Methods applied for the research / Outcomes / Chapters of Focus 

 

The research methods were used in reference to the methodological and philosophical 

approaches, which were defined and described previously in this chapter. Since the main 

research question comes from the conceptual problem, literature review is the essential 

method applied in the thesis. Moreover, it is supplemented by the empirical analysis and case 

studies what draws a brighter picture of the research.  

2.4.1 Literature Studies and Document Analysis 

 

Literature analysis was conducted to obtain essential information about the supportive 

theories of the corporate social responsibility concepts. The priority by analysing literature is 

given to academic – empirical papers, extracted from web databases and Aalborg University‟s 

library. In addition, the particular focus was given to the original authors of the concepts, 

approaches. However, variety of supplementary papers were analysed in order to build a clear 

understanding of the theories used.   
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The following literature sources were used: 

 Books related to the topic 

 Reports and documents published by organizations (UN, particular companies) 

 Documents/ Directives by European Union 

 Newspaper articles  

 Scientific publications 

 Reliable/Official websites of companies 

 

Literature analysis was assessed as necessary and essential throughout the report for finding 

the answers to the research questions, mentioned in Chapter 1. 

2.4.2 Case Studies 

 

In relation with the basic methodological approach of the project it was decided that case 

studies method is feasible and relevant for answering the main research question.  Case 

studies are increasingly used in many social science disciplines including psychology, 

political science and economics as well. (Kunda, 2010). Particularly for this project the case 

study were composed for exploratory and descriptive purposes. In fact, it supports the 

theoretical foundations of the thesis as well as draw relationship between a practice and 

academic world.  

The selection of the cases for investigation was based on the focus areas underlying the main 

problematic question as well as sub - questions. For example, the main research question 

highlights the particular interest of emerging markets; moreover some of the sub-questions 

raise the dimension of practical implementation of CSR. For this reason, multiple case studies 

were performed. Firstly, for based on the analysis made previously in the report, the practical 

focus areas of CSR were indentified. Further, the example of social business concept was 

introduced by using Grameen Bank‟s case. This example was considered as relevant for this 

particular case because it represents the dimensions necessary for further investigation.  

2.4.3 Validation of Sources 

 

As it was mentioned previously the priority throughout the research process were given to the 

publications of the original authors of the theories, concepts, approaches applied. The reason 

underlying such choice is avoidance of information asymmetry. The validation of sources is 
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based on personal judgment. However, a broad analysis of literature creates higher level of 

reliability of sources and helps to avoid one-sided point of view.    
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3 The Body Part of the Project 

3.1 Literature review 

To get the bright picture about the CSR and theories where CSR components are used, 

different empirical papers were analyzed, such as: articles. They were investigated in very 

specific way: name of the source, title of the article, samples from the article. It was essential 

to see what kind of information articles give, because it is very necessary to answer to our 

problem statement in the most relevant and clear way, so that is why “findings” part was also 

included in the table.  

Review of the literature was stated as an essential and indispensable method used in the report 

in order to find the answers to our problem statement and to get more understandable picture 

about the theories of the corporate social responsibility.  

3.1.1 History of CSR 

 

The history of social and environmental concern about business is as old as trade and business 

itself. For instance, in Ancient Mesopotamia around 1700 BC, King Hammurabi introduced a 

code in which builders or farmers were killed if their negligence caused the deaths of others, 

or major inconvenience to local citizens. In 1622, unsatisfied shareholders in the Dutch East 

India Company started issuing complaints complaining about management secrecy and “self-

enrichment”. 

With industrialization, the impacts of business on society and the environment assumed an 

entirely new dimension.  

The “corporate paternalists” of the late nineteenth and early twentieth centuries used some of 

their wealth to support philanthropic ventures. The French firm Michelin is one of the best 

example of this phenomena: as a substitute to the state itself, the company built schools, an 

hospital and accommodations for its workers in Clermont-Ferrand, the manufacturing town. 

By the 1920s discussions about the social responsibilities of business had evolved into what it 

could be recognized as the beginnings of the “modern” CSR movement.  

In 1929, the Dean of Harvard Business School, Wallace B. Donham, commented within an 

letter to NorthWestern University: 

 

“Business started long centuries before the dawn of history, but business as we now know 

it is new - new in its broadening scope, new in its social significance. Business has not 
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learned how to handle these changes, nor does it recognize the magnitude of its 

responsibilities for the future of civilization.” 

 

Almost seventy five years later, these words were verified. Although today we face some 

novel concerns about the role of business in society, many of the issues are not very different 

to those which were stated in the 1920s. Moreover, due to the globalization phenomena, and 

the constant increasing of networks and information sources, people are more aware of those 

different issues than their predecessor. Meanwhile, the dimension of the actual mistakes also 

reaches a new highest degree of importance, in accordance to the world scale.  

3.1.2 EU definition 

 

In 2001, in a first report, The European Commission has previously defined Corporate Social 

Responsibility (CSR) as “a concept whereby companies integrate social and environmental 

concerns in their business operations and in their interaction with their stakeholders on a 

voluntary basis” (European Comission, Green Paper - Promoting a European framework for 

Corporate Social Responsibility, July 2001). 

The EU definition specifies social and environmental concerns as the prime areas of 

responsibilities for companies to deal on a voluntary basis while following their economic 

purpose. CSR is about the voluntary decision of companies to ...contribute to a better society 

and a cleaner environment by managing their impacts on society within the economic, social 

and environmental areas. 

In October 2011, the EU Commission published a new report. Aware that the recent economic 

crisis and its social consequences have damaged consumer confidence and levels of trust in 

business, they have decided to promote the CSR concept and establish an action plan. They 

have focused public attention on the social and ethical performance of enterprises. By 

renewing efforts to promote CSR now, the Commission aims to create conditions favourable 

to sustainable growth, responsible business behaviour and durable employment generation in 

the medium and long term (European Comission, (October 2011). “A renewed EU strategy 

2011-14 for Corporate Social Responsibility) 

Firstly, the report explains why “Addressing CSR is in the interests of enterprises and in the 

interests of society as a whole”. For the first one, because CSR obliges company to deal with 

all the stakeholders, they would better anticipate changing societal expectations and thus 

enables them to build long-term employee, consumer and citizen trust as a basis for 
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sustainable business models. Higher levels of trust in turn help to create an environment in 

which enterprises can innovate and grow. For the second one, CSR offers a set of values on 

which to build a more cohesive society and on which to base the transition to a sustainable 

economic system. 

The EU Commission redefines CSR as “the responsibility of enterprises for their impacts on 

society”. Furthermore, “enterprises should have in place a process to integrate social, 

environmental, ethical, human rights and consumer concerns into their business operations 

and core strategy in close collaboration with their stakeholders, with the aim of: maximising 

the creation of shared value for their owners/shareholders and for their other stakeholders 

and society at large; identifying, preventing and mitigating their adverse impacts.” 

The aim is both to enhance positive impacts – for example through the innovation of new 

products and services that are beneficial to society and enterprises themselves – and to 

minimize and prevent negative impacts. The Commission insists on the fact that CSR is “the 

integration of social and environmental concerns within business operations means that CSR 

is not just philanthropy. The emphasis is on how enterprises do their daily work; how they 

treat their employees, how they produce goods, how they market them, and so on. CSR is not 

so much about what enterprises do with their profit, but how they make that profit”. 

In this report, we have the confirmation CSR is a mix of social, environmental, economic 

aspects as other theories have said. But the report introduces the notion that the development 

of CSR should be led by enterprises themselves and that public authorities should play a 

supporting role through a smart mix of voluntary policy measures and, where necessary, 

complementary regulation, for example to promote transparency, create market incentives for 

responsible business conduct, and ensure corporate accountability.
2
 

3.1.3 The Shareholder Value Theory  

 

The Shareholders Value Theory firstly was presented by Milton Friedman in New York 

Times magazine‟s article “The social responsibility of business is to increase its profits” in 

1970. Within the last decades the theory has been discussed and commented in various 

academic papers but in order to keep the authenticity of it only the original Friedman‟s article 

is going to be used as a source in the following section.  

                                                 
2
 “Communication on EU Policies and Volunteering: Recognising and Promoting Crossborder Voluntary 

Activities in the EU” COM(2011)568. 
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The essential idea of the theory is to present the relationship between society and business. 

The article focuses on social responsibilities of business and the business role. Author 

emphasizes his approach to it by saying: “Only people can have responsibilities. A 

corporation is an artificial person and in this sense may have artificial responsibilities, but 

"business" as a whole cannot be said to have responsibilities, even in this vague sense” 

(Friedman, 1970). In addition to this the only objective of business expressed is:  “to make as 

much money as possible while conforming to the basic rules of the society” (Friedman, 1970).  

The theory puts society and business totally aside from each other. Consequently, it argues 

that social responsibility is aside from a free market concept and has qualities of socialism 

doctrine: “This is the basic reason why the doctrine of "social responsibility" involves the 

acceptance of the socialist view that political mechanisms, not market mechanisms. “ 

(Friedman, 1970) On the contrary, the relation between liberalism, the right to choose, goes as 

a supportive argument of the theory: “The stockholders or the customers or the employees 

could separately spend their own money on the particular action if they wished to do so.” 

(Friedman, 1970). Philosophical assumptions underlying the Shareholder Value Theory might 

be originated in the seventeenth century in the work of John Locke, where he assess the 

society as a sum of individuals with preferences and private property as an absolute right, 

only limited by very few legal regulations, which secures the rights of individuals. “. There 

are no values, no "social" responsibilities in any sense other than the shared values and 

responsibilities of individuals” (Friedman, 1970). 

To sum up, the theory of Shareholder Value emphasize the importance of individual to decide 

about the allocation of private resources. The additional value created by private business 

belongs to shareholders and pursuits the individual choice of being responsible in a view of 

society. Moreover, profit maximization is the main objective of business which leads the 

wealthier shareholders and this process is the only legitimate thing for enterprise to do.  

3.1.3.1 Application of the Shareholder value theory – “Gazprom”. 

 

To begin with, Gazprom it is listed by Forbes as number 15 among the largest corporations in 

the world (The World's Biggest Public Companies, 2011). Moreover, the company is in top 5 

of world‟s oil/gas companies. The primary operations include extraction and distribution of 

natural gas in Asia, Europe, Asia Pacific and The North America. The clients of Gazprom 

include both: private and public companies. In some countries as Ukraine natural gas is the 

essential natural resource which is very broadly used in production of energy and peoples 
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civil life as well. The extraction process of gas is focused in Northern part of the Russian 

federation. The area is rarely resided but on the other hand it has very sensible natural 

environment. High levels of environment pollution are the part of the company‟s operations.  

Consequently, environmental responsibility is the focus of CSR in such kind of the company. 

In addition, Gazprom publishes their contribution to local communities and various social 

initiatives. Consequently, the company emphasizes the following focus areas of social 

responsibility: 

Gazprom to Children 

According to the official data (Gazprom to Children, 2010) the company has allocated around 

16billion RUB (395million Euros) during the period 2007 – 2011. This project is the biggest 

out of the whole company‟s social initiatives projects portfolio. The way of implementation 

includes support of educational system, healthcare (physical activity centers for children) and 

other similar charitable processes. 

Supporting Cultural Projects 

Similarly as previously group of the social projects support to the culture is implemented by 

charity. Gazprom financially supports various art exhibitions, classical music concerts, 

festivals ant etc. Couple of the projects is supported every year. (Supporting cultural projects, 

2010) 

Supporting Sports 

The following area of social responsibility has the same ways of implementation as before 

mentioned. Sport is very popular in The Russian Federation; thus Gazprom particularly 

express their contribution to ice-hockey. Support to the biggest teams and children 

development in this branch of sport is highlighted on a regular basis.  

Students 

As it was mentioned before the company supports educational projects, therefore it has been 

established special grant programs for talented students in Russia. 

 

Finally, looking from the critical point of view it is enough evidence to say that Gazprom 

follows the business approach described by (Friedman, 1970)– Shareholders approach. 

However, the company presents themselves as being socially responsible, but on the other 

their operations are spread all over the world and in contrast the social projects are 

implemented only in Russia. All in all, the described business approach might be assessed as 

being potentially not appropriate in the future; particularly talking about society‟s 

expectations out of the company.   
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3.1.4 Stakeholder Approach  

 

Firstly, it is very important to distinguish stakeholders from shareholders. Even thought that 

there is no precise definition of stakeholders, frequently it is said that the definition includes 

all the individuals or groups of individuals who has direct or indirect interest in an 

organization (Stakeholder, 2011). In other words, it is employees, creditors, suppliers, 

shareholders, managers, customers, communities, financiers etc. In contrast, shareholder is 

just the owner of company‟s shares. 

The approach was introduced and developed back to 1984 by Edward. R Freeman in his book 

“Strategic Management: A Stakeholder Approach” The author revised and adopted the theory 

to business conditions in his further empirical papers. However, the basic idea of this theory is 

creation of economic, social and ecological value for all stakeholders (Freeman R. , 2004). 

The theory argues that it the value creation process cannot be looked to any of the 

stakeholders in isolation; their interest has to go together. In addition, the managerial task 

underlying this theory is finding the common interest of all the individual groups of 

organization. Freeman has showed the relevance of the stakeholder theory to different 

concepts and he linked it with other related theories. For example, it has been applied to 

corporate governance and organizational theory as well as to social responsibility and social 

performance.  

The centre of the shareholder theory is value creation process. (Freeman R. E., Strategic 

Managemen A Stakeholder Approach, 1984). In particular the author sees the theory as 

creation the value only to its stakeholder and no one else. Moreover, the theory puts CSR 

aside from business. Freeman describes his work as being a business and not social theory. 

(Freeman R. E., Company Stakeholder Responsibility: A new approach to CSR, 2006). In 

addition in his paper he redefines the acronym CSR as being Corporate Stakeholder 

Responsibility and not Corporate Social Responsibility. 

To sum up, the focus area of shareholder theory is value creation process to all of its 

stakeholders. It emphasize that the main managerial task of business is to find the common 

interest of all individual groups and to create social or economic value to all of them. In other 

words all the separate elements of business such as ethics, culture, responsibility, 

sustainability and profit maximization should be the overall process and all of these elements 

should be considered as relevant. In addition to this, business is responsible only against its 

stakeholders. However, society and local communities are taken as stakeholders in this 
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concept. Consequently, that means that regarding the theory company is responsible to society 

in some degree as well. 

3.1.4.1 Stakeholders approach -  J.P.Morgan Chase 

 

J.P. Morgan Chase takes place on the top of Forbes the World‟s biggest public companies 

(The World's Biggest Public Companies, 2011). In addition, it is one of the most influential 

financial enterprises in entire world. The bank has its subsidiaries in more than 100 countries 

in 6 continents. J.P. Morgan is a leader in wholesale financial services and serves one of the 

largest client franchises in the world. Their clients include corporations, institutional 

investors, hedge funds, governments and affluent individuals. (Country Sites, 2011) 

The company presents themselves as being socially responsible company and contributing to 

society. J.P.Morgan Chase business approach is based on commitment that benefits to their 

clients, employees and shareholders.
3
 In the latest sustainability report in has been 

emphasized that the main company‟s focus areas in terms of CSR are: Social Finance; 

Environment; Community Development; Engagement. 

Social Finance 

In particular, J.P.Morgan Chase highlights their efforts in financing social projects. It appears 

in supporting NGO‟s, social enterprises and other non – profit organizations.  However, this 

focus area is not that wide as it might be seen from a very first view. Even though, that 

company addresses their commitment to global poverty problems and importance in 

supporting people living below the level of poverty, the only program which has been 

introduced by J.P.Morgan Chase is the establishment of sponsorship with Grameen 

Foundation‟s Bankers without Borders. The money invested to this program is equal to 

3millions USD within 3 years (Social Finance, 2011). Moreover, the emphasis of social 

finance at J.P.Morgan is mostly The United States of America. In this country, they have 

introduced special financing programs for affordable housing with relatively low interest rate.  

Environment 

The responsibility and commitment to environmental issues at this company are seen as 

indirect. J.P.Morgan Chase has introduced some specific products and financing programs in 

terms of environmental responsibility. One of the main issues seen by this company is 

renewable resources. According to the sustainability report 2010 (Corporate-Responsibility, 

                                                 
3
  J.P. Morgan .2010. “Chase Corporate Responsibility Report”. 
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2010) the company has invested over 3,5billion USD in wind power projects. However, it has 

been done only in the United States of America. 

Community Development 

This particular field of CSR at J.P Morgan Chase is partly related with social finance. The 

greatest efforts have been put into development of particular products which would allow 

easier access to finance housing in US. On the contrary, no information, about supporting 

communities in other countries, appears in the sustainability report.  

Engagement 

Employee‟s participation in CSR programs is highly encouraged at JPMorgan Chase. In 

addition it is based on volunteering principle. Some of the employees every year take place in 

various volunteer project all around the world. Consequently, it benefits to local communities 

and has a positive social impact. However, the scale of such projects is relatively low 

compared with a size of a company. In fact, it is less than one percent of employees who 

participates in such initiative. 

It is very hard to access the whole CSR division at J.P. Morgan Chase objectively by only 

basing it on secondary data such as sustainability report or information on web sources. On 

the other hand, it is enough to say that the approach to CSR at this company has a lot of 

qualities of stakeholder theory, which has been described previously in this report. Firstly, the 

emphasis is put on few stakeholders groups and not just shareholders; in fact, employees and 

customers are assessed being equally important. Secondly, the company in some degree sees 

themselves apart from other external parties such as global society as whole. It might be 

argued by the fact that J.P. Morgan Chase as the biggest multinational corporation in the 

world focuses their activities of CSR in the most advanced markets such as USA. Thirdly, the 

social responsibility in this company is understood as operating business in ethical way and 

being responsible only against its stakeholders. All the above mentioned approaches and 

attitudes are represented in stakeholder‟s theory by E. Freeman. 
4
 

To sum up, it is enough evidence to argue that J.P Morgan Chase operates in an approach of 

stakeholder‟s theory. Moreover, in spite the fact that the company operates in more than 100 

countries all over the world the main focus area in terms of activities and CSR particularly 

remains well advanced countries and not the emerging markets.  

                                                 
4
 (1984) Freeman R. E., Strategic Managemen A Stakeholder Approach. 
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3.1.5 Carroll’s pyramid 

 

 

Figure 3-1 Carroll's Pyramid (Carroll, Corporate Social Responsibility – Evolution of a Definitional Construct, 1999) 

 

Carroll model is called “The pyramid of Social Responsibility. The model was introduced to 

world in 1979. It consists with 4 levels, such as: Philanthropic responsibilities, Ethical 

responsibilities, Legal responsibilities and Economical Responsibilities. The key phrases 

about each levels are:  Philanthropic responsibilities- Be a good corporate citizen, Ethical 

responsibilities-Be ethical, Legal responsibilities- Obey the law, Economical Responsibilities- 

Be profitable. (Carroll, Business and Society: Ethics and Stakeholder Management, 2006) 

 Level number one (Economical Responsibilities) is the foundation for the all model, 

the base on which all other levels rest. This level has some components, such as: importance 

to perform in a way consistent with the maximizing earnings per every share; importance to 

be committed to being as profitable as it can be possible; the importance to keep your 

competition on the right track, maintain your strong competitive position; importance to 

maintain the high level of the operational efficiency; importance that the successful firm could 

be defined as one that is consistently profitable.  

 Level number two (Legal Responsibilities) Law is society`s codification of the right 

and wrong, you have to always play by the rules. The same as the level number one, this level 

has also essential components, such as: importance to perform in the way consistent with 

expectations of the government and the law of the particular country; importance to obey all 

the different national and supranational (Supranational, 2011) laws and regulations; 
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importance to be a law-abiding corporate citizen; importance for the successful company to be 

defined as one that fulfils its legal obligations; importance to provide all the goods and 

services that at least have the  minimal legal requirements.  

 Level number three (Ethical responsibilities) This level stands for the obligation to 

do what is right, just and also fair, to avoid the harm. The key components here are: 

importance to perform in a way that consistent with the expectations of the social mores and 

the ethical norms; importance to recognize and respect new or developing moral/ethical 

norms that were adopted by the society; importance to prevent ethical norms from being 

compromised in order to achieve corporate goals and aims; importance to of the good 

corporate citizenship being defined as doing what is expected morally and ethically; 

importance to recognize that corporate integrity and ethical behaviour go beyond mere 

compliance with laws and regulations. 

 The last level, number four (Philanthropic responsibilities). This level describes 

the contribution of the resources to the community and the improvement of the quality of life. 

The components in the level are: importance to perform in a way consistent with a 

philanthropic and charitable expectations of the society; importance to assist the fine and 

performing arts; importance of the managers and employees to participate in the voluntary 

and charitable activities within the local communities; importance to provide the assistance to 

the public and the private educational institutions; importance to assist voluntarily the projects 

that will escalade a community`s “quality of life”. 

The Carroll`s theory describes the three Moral types of the managers and stakeholders: a) 

immoral managers; b) amoral managers; c) moral managers. 

Immoral managers can be described and characterized by different factors. For example, 

managers those decisions, actions and behaviour suggest an active opposition to what is 

deemed to be right and ethical. These managers care only about their or the their 

organization`s profitability and success; they also may circumvent the legal issues; the 

strategy of the immoral manager is to exploit the opportunities for the personal or 

organizational gain at any cost. 

Amoral managers can be described as the neither immoral nor moral managers, but they are 

not sensitive the fact that their everyday business decisions may have a harmful effect on the 

others. This type on managers may have the lack of an ethical perspective in their 

organizational lives. Mainly their orientation is to the “letter of the law” as their ethical guide. 

Also it can be a sub category-unintentional amoral manager.  
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Unintentional amoral managers can the categorized as the managers who unintentionally 

amoral in the behaviour. They tend to see the ethical issues are for their private lives, but not 

for their business lives, where different rules apply. They tend to believe that business activity 

resides outside the sphere to which moral judgments can apply.  Amoral managers here may 

not consider a role for ethics in a business. 

The Moral management ethical norms that stick to the high standard of right behaviour are 

employed. Moral managers not only conform to be accepted and high levels of professional 

conduct, they also lead on issues of the ethical behaviour. The law for them seems as a 

minimal guide to the ethical behaviour. The “spirit of the law” is more important than the 

“level of the law”. The objective is to operate well above what the law commands the 

company to do. The moral managers want to be profitable and ethical in any way, they use 

ethical principles to base their judgments upon the justice and rights and when ethical 

dilemmas apply to the moral managers and moral companies will tend to assume leadership in 

their companies and industries.  

The Caroll`s model includes Three Moral Types in a orientation to the stakeholders, including 

stakeholders themselves, employees, customers and local community. The concept of social 

responsibility may change from time to time, the pyramid model gives the framework for 

understanding the evolving nature of the company`s economic, legal, ethical and 

philanthropic performance.  

3.1.5.1 Carroll’s pyramid – Nike (NIKE-Carol's Pyramid, 2006) 

3.1.5.1.1 Feedback about “Nike” 

Nike is the champion in the sport and apparel industry, this brand is well-recognized in every 

corner of the world. Nike has very efficient manufacturing facilities, Nike is able to outsource 

their products to be manufactured overseas and thus is able to achieve the economies of scale 

and economies of scope. Nike has very strong cost control caused by the outsoursing the 

manufactured good, no dedicated manufacturing lines, low cost manufacturing, independent 

contracting factories and Nike is one of the World`s first “Virtual Corporations”. The 

marketing part of the company is also well controlled by pouring all the saved money into this 

sector. The company is well promoted by the celebrities endorsements; brand identity is well-

build. Nike has differentiation strategy and company is fashion driven. 



33  

 

3.1.5.1.2 The accident 

In 1997 tragedy happened with the 23-years old woman in Vietnam; she died while making 

sneakers. She was trimming synthetic soles in a Nike contracting factory, hers co-worker 

machine broke down, spraying metal parts across the factory floor and one of these parts got 

into her heart, women died instantly.  

This situation showed major problems that Nike has, such as: 

 Labour conditions; 

 Ages of workers; 

 Wages. 

Nike was very criticized on all these issues, and their response to it was : “ We are not 

responsible, because we do not manufacture the shoes”. They truly believe if they do not 

manufacture the goods, they are not in charge. 

After this situation appeared, we can conclude that Nike company has big problems with the 

lack of understanding, regarding the stakeholders analysis; they have disconnection between 

the company, that is influencing the brand image and brand awareness; they have failure in 

the public relations, and obviously the poor labor standards. 

While analyzing this situation the questions that pops- up:”Is Nike an ethical corporation?” 

After this accident it can be easily seen that Nike kept arms length distance with their 

stakeholders, also their research finding were flawed, the proper access Nike facilities were 

denied. Nike failed to respond to the media claims and all those failures caused the major 

contracts were lost. 

But the alternatives can be always found, for example: leave the countries with the low wages 

and poor working conditions; evade the criticism through denial or deflection and changing 

the business practices. 

All the solutions have their pros and cons, for instance, if Nike will leave the countries with 

the low wages and poor working conditions they may avoid the negative publicity accosiated 

with operating in overseas plants, but on another hand, the cost of production will increase 

dramatically, competitors may gain an advantage, also incur of the costs of moving current 

operations.  

Evade the criticism through the denial or deflection. Pros of it: very little effort required, 

issues may disappear overtime and retain cost advantage by the operating overseas. The cons 

of it: negative press will continue, sales and stock price will decrease, more employees may 

be laid off, loss of celebrity contracts may appear.  
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If Nike will decide to change their business practices the good side about it is that it will help 

to improve the brand image, regain the customer confidence and employee satisfaction, 

increase in productivity and sales. But the negative side is the involvement of the financial 

costs and extensive negotiations with the entire relevant stakeholders. 

According to the Caroll`s model, deferent decisions were analyzed in order to change the 

situation with the NIKE case. Such as: protecting the Nike`s image through the code of 

conduct; developing and coordinating very strong linkages with country and factory 

managers; taking the proactive approach towards becoming social responsible; understanding 

why children work and allowing opportunities for growth and advancement;  ensuring the 

transparency and accountability. After analyzing the NIKE issues it is clearly seen that 

company even if the company was presented on the emerging markets, they did not obey the 

code of conduct, which is fundamental, this has to be certainty improved and changed.  

Another case is the fairness of the wages, are the wages fare enough in Indonesia and 

Vietnam? Should the wages be increased?  

To answer all those questions the survey was made, and it showed that 91% of employees in 

Indonesia reported as being able to support themselves, 82% of workers again in Indonesia 

could save their wages or contribute it every month to their families. So, by increasing the 

wages will help to escalade the minimum standards or, what is more important, it will help to 

develop life-long skills.  

In order to implement those changes company has to focus on the stakeholder management : 

to indentify the key stakeholders, to understand their different needs, to work very close in 

order to find the common solutions(find common interests, that will help to develop corporate 

and social policies). 

It is also important to mention why stakeholders are so essential for the company. Mainly 

stakeholders place something to risk, supply critical resources, and they hold the sufficient 

power to affect the performance of the enterprise.  

Nike has different stakeholders, such as: governments, employees, investors, shareholders, 

lenders, customers and users, different unions, regulatory authorities, their joint venture 

partners and alliances, local communities and citizens, supply chain associates and private 

organizations.   

If the right managing of the stakeholders sector will be applied then the outcome from it will 

be: keeping all the stakeholders informed on the regular basis, well-informed relationship, the 

stakeholder management will be recognized as the core management.  
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Caroll`s pyramid shows that legal and ethical responsibilities should always taken into 

consideration and it does not matter if it is emerging market or developed. Right now they 

have very low priority, which is very destructive.  

 

To begin with, the development of the CSR concept has been presented in the first part of this 

chapter (3.1.1), consequently older approaches has been described in sections 3.1.2, 3.1.3 and 

3.1.4. However, there exist some later definitions describing CSR.  Therefore, following parts 

of the chapter presents currently introduced social responsibility theoretical concepts.  

3.1.6 Triple bottom line and the 3P concept 

 

John Elkington tried to measure sustainability during the mid-1990s by defining a new 

framework to measure performance in corporate America (Elkington, 1997). This accounting 

framework, called the triple bottom line (TBL), went beyond the traditional measures of 

profits, return on investment, and shareholder value to include environmental and social 

dimensions. Elkington was sceptical of the current CSR concept and suggested that businesses 

need to measure their success not only by the traditional bottom line of financial performance 

& profit, but also by their impact on the broader economy, the environment and on the society 

in which they operate.  

3.1.6.1 Triple bottom line 

 

By questioning the modern capitalism, Elkington pointed out the question: “Can companies 

have a long-term sustainability without taking in account the both aspects social and 

environmental?”. The roots of Elkington‟s discussion go back to fundamentals of capitalism. 

There is an important change in governance: international companies acquire more and more 

power while governments see their role becoming less influential. Consequently, business 

gets a more central and important position and has to be responsible of their actions. He 

comes to the conclusion that companies have to rethink their capitalism in a sustainable way. 

To force companies to account for these factors, Elkington tried to imagine a number of 

measures that should appear in the balance sheet of companies. Indeed the TBL is a 

framework that incorporates three dimensions: social, environmental and financial. This 

differs from traditional reporting frameworks seen before because it includes ecological (or 

environmental) and social measures.  
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Elkington based his reflection on 7 revolutions to explain the shift between the old and the 

new business trends in the 21
st
 century in his book Cannibals with Forks: The triple bottom 

line of 21st century business.  

 

Figure 3-2 seven sustainability resolutions 

 

 Markets 

“Revolution 1 will be driven by competition, largely through markets.” Elkington makes 

reference to his statement on the growing influence of companies. He explains that the 

growing number of business and the liberalization of markets wille generate even more 

competition where the attitude “zero impact” will have to be replaced by innovative strategy.  

 Values 

“Revolution 2 is driven by the worldwide shift in human and societal values.”  Elkington says 

that an emergence of a renewed set of values appears. We are tending in a to a world where 

quality replaces quantity and a long term reflection becomes an obligation. 

 Transparency 

“Revolution 3 is well under way, is being fuelled by growing international transparency and 

will accelerate [...]business will find its thinking, priorities, commitments and activities under 

increasingly intense scrutiny.” In this part Elkington focuses on the fact that companies can no 

longer keep secrets with the current development of technology. Business actions become 

more and more visible. Thereby, sustainability reporting becomes an important tool to give a 

clear and good image of the company. 

 Life-cycle technology 

“Revolution 4 is driven by and – in turn – is driving the transparency revolution.” In this 

point, Elkington explains that events like Chernobyl or Nike caused a shift, so companies 

have to focus on the acceptability of the procedure of production, rethink the full value-chain 

and not only focus on performance. 
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 Partners 

“Revolution 5 will dramatically accelerate the rate at which new forms of partnership spring 

up between companies, and between companies and other organizations.” Elkington insists 

that building partnerships to establish the TBL is an obligation. But if building trust 

relationship is becoming crucial, get this loyalty is a great challenge. 

 Time 

“Time is money. But, driven by the sustainability agenda, Revolution 6 will promote a 

profound shift in the way that we understand and manage time.”  Two dimensions of time are 

underlined here. On one hand, companies have to act as quickly as possible. On the other 

hand, the long-term view requires attention. 

 Corporate governance 

“Revolution 7 is driven by each of the other revolutions and is also resulting in a totally new 

spin being put on the already energetic corporate governance debate.” Elkington insists that 

the TBL integration could be done only if corporate governance stops focusing on process or 

product design but also on the business ecosystem. 

To conclude this part of his analysis, he declares that legislation has a crucial role in helping 

companies respond to the 3P triangle that Savitz has developed few years later. He insists that 

taxation should be developed in this way, to be sure that companies would take care to these 

revolutions and set up some measures to show the economic, social and environmental truth. 

3.1.6.2 3Ps Concept 

 

The TBL dimensions are also 

commonly called the three Ps: 

people, planet and profits (Savitz, 

2006). Developed on the work of 

Elkington, 3Ps suggests some ideas 

to measure the global impact of 

society on the world. Savitz takes 

up the idea of Elkington that the 

only economic performance is not 

sufficient and need to integrate the 

social and environmental 

dimensions and the sustainability of Figure 3 3P's Concept 
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the company is only possible if these three aspects are combined. For each dimensions he 

gives some factors in his book The Triple Bottom Line. 

 "People" (human capital) pertains to fair and beneficial business practices toward 

labour and the community and region in which a corporation conducts its business. A TBL 

company conceives a reciprocal social structure in which the well-being of corporate, labour 

and other stakeholder interests are interdependent. 

With time managers realized that the single bottom line concept is not adequate to survive in 

the market as all the players in the market were able break even and mark profits. Therefore 

they decided to differentiate themselves with the concept called “double bottom line” which 

included a “people” component in addition to profits of the business venture. The “people” 

includes the employees of the organization and the community in which the organization 

operates. The organization should be able to treat their employees well and keep their 

employees satisfied to retain them and make use of their skills. And also the business should 

satisfy its stakeholders such as general public build their goodwill and reputation which will 

in turn bring them sales and unique identity in the market place. The process of satisfying 

community can be done in ways such as engaging in charities and providing sponsorships and 

so on. Most companies engage in CSR activities to make sure they serve the people well.  

Ideas of social measures: 

 Unemployment rate 

 Female labor force participation rate 

 Median household income 

 Relative poverty 

 Percentage of population with a post-secondary degree or certificate 

 Average commute time 

 Violent crimes per capita 

 Health-adjusted life expectancy 

 

 "Profit" is the economic value created by the organization after deducting the cost of 

all inputs, including the cost of the capital tied up. It therefore differs from traditional 

accounting definitions of profit. In the original concept, within a sustainability framework, the 

"profit" aspect needs to be seen as the real economic benefit enjoyed by the host society. It is 

the real economic impact the organization has on its economic environment. 
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This is the starting point of the concept of bottom line where the managers only focused on a 

single bottom line. The emphasis was basically on the bottom line of the income statement 

which indicated the profit level of the company. In other words the company should be 

economically performing well by generating adequate income to cover up expenses and 

generate profits for shareholders. In the past when a manager said his main concern is the 

bottom line of the business his concern was solely on increasing the profits of the 

organization. This single bottom line concept is an outdated concept in the modern world 

where there are additions to this concept to fit into changes in the environment. 

Ideas of economic measures: 

 Personal income 

 Cost of underemployment 

 Establishment churn 

 Establishment sizes 

 Job growth 

 Employment distribution by sector 

 Percentage of firms in each sector 

 Revenue by sector contributing to gross state product 

 

 "Planet" (natural capital) refers to sustainable environmental practices. A TBL 

company endeavours to benefit the natural order as much as possible or at the least do no 

harm and curtail environmental impact. A TBL endeavour reduces its ecological footprint by, 

among other things, carefully managing its consumption of energy and non-renewables and 

reducing manufacturing waste as well as rendering waste less toxic before disposing of it in a 

safe and legal manner. 

This is the latest addition to the bottom line concept which says that company should be 

concerned not only on profits and people but also about the environment in which operates. 

The environment should be protected in order to achieve sustainability as without an 

environment to operate there will not be businesses existing. The concepts such as green 

production, recycling, reusing and green marketing are emerged support the component of 

planets in the triple bottom line concept. 

Ideas of ecologic measures: 

 Sulfur dioxide concentration 

 Concentration of nitrogen oxides  
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 Selected priority pollutants 

 Excessive nutrients 

 Electricity consumption 

 Fossil fuel consumption 

 Solid waste management 

 Hazardous waste management 

 Change in land use/land cover 

The bottom line and the 3Ps concept add the idea of social and environmental importance in 

the business process to other CSR concepts. To go even more further, these both concepts 

suggest some measures to really show the value of company beyond the economic value. 

Application of the Triple bottom line theory and 3Ps. 

The triple bottom line concept introduces the two dimensions People and Planet in addition of 

Profit. One of the most relevant example of company which really takes care, is Apple. The 

famous hi-tech manufacturer indeed is concerned about the impact of its products on the 

environment and working conditions of employees. 

3.1.6.2.1 Planet (Apple and environment, 2011) 

 

Apple focuses on the environment impact of all the process of the value chain and not only on 

facilities. The company established the importance of each step of the process in term of 

greenhouse gas emissions and it appears that 98% of these emissions are related to products. 

 

Figure 3-3 Apple - Environmental footprint 

 

Through this analysis, Apple has rethought its products to limit their impact on the 

environment. They design their products to:  

 Use less material: the development of smaller, thinner and lighter products offer 

the possibility of using less material to produce and generating fewer carbon 

emissions. 
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 Ship with smaller packaging: 

engineering experts have 

developed new product 

packaging which are slimer 

and lighter. These packagings 

not only reduce materials and 

waste but also the emissions 

during transportation. 

 Be free of toxic substances: the 

firm considers the 

environmental impact of all materials used to produce products. From the glass, 

plastic and metal in their products to the paper and ink in their packaging. Apple 

focuses also on the elimination of environmental harmful substances in products. 

 Be recyclable as possible: Apple has taken some measures to increase the lifespan 

of their products. If the product is longer lasting, it saves our money, produces less 

waste, and increases the lifespan of the product. Apple also set up a program of 

recycling whose goal is to recycle old product for a new use. 

 And be as energy efficient as possible: Apple‟s products exceed the United States 

Environmental Protection Agency‟s Strict ENERGY STAR guidelines for 

efficiency. 

In addition, although it represents only 2% of gas emissions, Apple has taken several steps to 

reduce emissions produced by their facilities worldwide by using renewable energy, energy 

efficient technologies and public transportation system for employees. 

Thereby, while the revenue grew by 74% since 2008, the greenhouse gas emissions of the 

firm grew by 57% by focusing on the product and not only on facilities impact. 

3.1.6.2.2 People (Apple, 2011) 

 

If the environmental dimension is very important in the CSR policy of Apple, the social 

aspect is not set aside. Apple is committed to driving the highest standards of social 

responsibility throughout our supply base. We require that our suppliers provide safe working 

conditions, treat workers with dignity and respect, and use environmentally responsible 

manufacturing processes wherever Apple products are made. If we refer to the website of the 

company and especially to the report on the social responsibilities of suppliers, “Apple is 

Figure 3-4 Apple - Evolution of packaging 
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committed to driving the highest standards of social responsibility throughout our supply 

base. We require that our suppliers provide safe working conditions, treat workers with 

dignity and respect, and use environmentally responsible manufacturing processes wherever 

Apple products are made.” (Apple and environment, 2011) 

Apple imposes a code of conduct for its suppliers with a number of social criteria to respect as 

shown in the table below. 

 
Figure 3-5 Apple - Measures in the supplier code of conduct 

 

Apple focuses on main aspect like: 

Expanding Training to Employees: more than 300,000 workers have been trained on 

occupational health and safety, work-related injury and disease prevention, worker rights, and 

local labor laws; and more than 6000 supervisors and managers have also been trained on 

their responsibilities to protect workers. In the same time, Apple offers to supplier‟s 

employees classes in English language and in technical skills through the Supplier Employee 

Education and Development (SEED). An internal survey has shown an increase in the 

confidence in their rights since the launch of social responsibility training. For example, in 

2009 only 59 percent of workers indicated that they would send feedback without any 

concern, while in 2010 the number rose sharply to 93 percent. 

Protecting Foreign Contract Workers: To prevent abuses in recruiting process, Apple engaged 

with government agencies, NGOs, and peer companies in Southeast Asia to educate its 

suppliers on how to improve their recruiting practices, as well as on their legal and ethical 

obligations to foreign workers 

Preventing Underage Labour: Apple does not tolerate any instance of underage labour. 

Whether the firm discovers active workers or historical cases (workers had either left or had 

reached legal working age by the time of the audit), they classify these as core violations. 
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Apple demands immediate corrective actions, including returning the underage workers to 

school, financing their education, and improving management practices to prevent future 

occurrences. 

Requiring Conflict-Free Sourcing of Extractives: Apple‟s commitment to social responsibility 

extends to the source of raw materials used in the manufacturing of our products. Apple 

requires its suppliers to use only metals that have been procured through a conflict-free 

process and from sources that adhere to our standards of human rights and environmental 

protection. 

Apple communicates a lot through its website about the responsibility of the firm concerning 

the environment and social responsibilities of its suppliers. But it is impossible to find 

information about the company itself. Otherwise, we can have the sensation that Apple 

protects its products of critics (like child labour). People should have a good image of the 

brand. But if we look further, Apple does not try to help population. Apple participates in the 

education of their employees but what about the rest of the population? Apple does not want 

to work with suppliers of raw materials from areas of conflict. But would not it be easier to 

help people get out of these conflicts by controlling the production sites instead of turning 

their back? Apple is the company that takes into account the three dimensions of the Bottom 

Line and in this way meet the two major expectations of the society “be environmentally 

responsible” and “treat employees well”, but it applies the principle for the company itself and 

its employees and thus does not shine on the entire population. 

3.2 Literature review table.  

 

In order to show all the theories together to see the strong parts of them and the weak parts as 

well, table below was made. It includes such relevant information like: Year when theory was 

implemented, the motive that is behind the theory, where theory is used in the real life and the 

criticism of the particular theory. 

 



44  

 

 Year Motive underlying Practice( strategic 

application in 

MNC`s) 

Criticism(weaknesses) 

Shareholder 

value 

theory 

1970 The main idea of the theory 

is to show correlation 

between the business and 

society. This theory puts 

aside the society and 

business; the social 

responsibility is aside from 

the free market concept. The 

additional that was created 

by the private business 

belongs to the shareholders 

and detect the individual 

choice of being responsible 

in a view of society.  

Gazprom example. 

The main idea how 

CSR is 

implemented in this 

company is that 

Gazprom is 

focusing just on the 

environmental 

issues while 

ignoring other 

dimensions such as 

economical or 

social. 

Shareholders value theory is 

focused only on the price and 

profit, excluding the environmental 

and social opinion. Theory does not 

apply on the global scope.   

Stakeholder 

value 

theory 

1984 The stakeholder theory is 

involving groups of 

individuals like employees or 

suppliers, who have direct or 

indirect interest in 

organization. The core of the 

theory is value creation 

process to all the 

stakeholders, because their 

interests have to do together, 

in order to create social and 

economic value. Ethics, 

culture, responsibility, 

sustainability, and profit 

maximization, all those 

In J.P. Morgan case 

it is easily seen that 

also some 

important 

dimensions of CSR 

are missing such as 

economical in the 

same way 

forgetting about the 

environmental.  

The main tricky part in the 

stakeholder value theory is that 

sometimes it is very hard to find the 

common goal in the interests of the 

company. Employees want higher 

wages but the management wants 

to cut the costs.  
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processes should be 

considered as relevant ones.  

Carolls` 

pyramid 

1979 Carolls pyramid consists of 4 

different levels: ethical, 

legal, economical, 

philanthropic. Pyramid 

model gives a framework for 

understanding the evolving 

nature of the company`s 

economic, legal, ethical and 

philanthropic performance. 

Model describes three moral 

types: stakeholders, 

employees, customers and 

local communities. Also 

theory says about the 

different types of 

stakeholders: immoral 

managers, amoral managers, 

moral managers.  

Nike example 

shows that social 

dimension is hardly 

violated, what 

basically pushed 

the level of their 

reputation sharply 

down.  

The theory says that organizations 

have to cover the expectations of 

the civil society to secure the 

legitimacy, but also to anticipate 

and promote the desirable changes 

and implementations in a business-

society relationship. The 

responding to the society, what it 

demands is much more than just 

deciding what to do. Limitation of 

the theory is that it fails to provide 

any guidance how to apply and 

operate the responsibilities that 

managers has to embrace. 
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Triple 

bottom line 

Middle 

90`s 

Business gets more cental 

and important position and 

has a responsibility of its 

actions, companies have to 

rethink their capitalism in a 

sustainable way. TBL and 

the 3Ps concept add the idea 

of social and environmental 

importance in the business 

process to other CSR 

concepts. Both concepts 

together show the value of 

the company beyond the 

economic value.   

Apple application 

of the theory shows 

that company cares 

about the 

environment. They 

are trying to invent 

new products 

which will be less 

harmful for the 

environment.  

TBL can be misleading theory 

because it fails to live up to its 

promises. Attempts to calculate the 

net social or environmental 

performance is likely run direct into 

just what that separates the 

financial management from the 

social management and 

environmental impacts 

management. An easy example of it 

can be –“How big the donation has 

to be to cover the sexual 

harassment in the company?” So on 

the one hand, it can be good idea to 

invest money in the TBL concept 

building in the company, but on 

another hand, if something 

emotional happens in the company 

based on the social basis, company 

cannot measure the amount of 

donation to the weak side. There is 

a gap between money and social 

issues.  
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After analyzing all the theories it is easy to see that every theory has limitations and critic 

parts, so it makes sense and shows that CSR concept is not perfect and has a huge gap. 

Companies just want to show that they care about the society when on another hand they are 

just getting huge profit out of it. Another situation is when companies had “accidents”, for 

example: not obeying the code of conduct and in order to recover their reputation companies 

start to build the CSR policies and use it as control of the risk.  

CSR could be defined in five different dimensions such as: social, environmental, stakeholder, 

economic dimension and voluntariness. But as it is seen from the examples of the different 

theories; not the company is applying those dimensions. The dimensions are very contradicted 

by their nature, some of them it is very easy to apply to the company, another it is hard. 

Another problem is that these 5 dimensions are global concepts, but not specially applied for 

the new, emerging markets. Dimensions cannot be applied to the same company in the same 

way, this is not a framework, and has to be used every time in not similar way.  

Trough the literature review it was analyzed the different theories and which one of them are 

commonly used by companies and how. 
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3.3 CSR in practise - the expectations gap of society and companies 

 

In previous chapter was presented practical implementation of CSR policies in reference to 

particular theoretical business approaches. The following part, aims to give a deeper and 

wider presentation of corporate responsibility application in the business world. For this 

reason, the analysis of world‟s top 20 companies has been conducted.  Moreover, following 

the research questions, mentioned in the chapter no.1, the expectations of the society were 

presented for the purpose of identifying the potential problem between the divergence in 

attitudes towards CSR in companies and in social environment.  

3.3.1 What are expectations of society 

 

If CSR has emerged, it is to meet the expectations of society. Indeed the society is a full 

participant in the current economy. Thus to understand better the gap we must define their 

expectations. According to a survey of (Penn Schoen Berland, 2010), in conjunction with 

Burson-Marsteller and Landor, we can point out several key findings about general public‟s 

expectations: (Perception of CSR, 2010) 

 Social responsibility remains important to consumers despite the recession.  

 More than 75% of consumers say that responsibility is important for each tested 

industry. 

 Social responsibility remains a differentiator for products and brands.  

 55% are more likely to choose a product that supports a certain cause when 

choosing between otherwise similar products.  

 Some industries have taken a hit in terms of consumer perception of their 

responsibility in the last year.  

 Consumer perceptions of the Healthcare industry have dropped most significantly 

–perhaps because of added scrutiny of congressional debate –though CSR experts 

often rank healthcare companies as performing well.  

 Some consumers are willing to pay more for products with added social benefits, 

despite the recession.  

 38% of respondents still plan to spend the same or more on products or services 

from socially responsible companies, compared to 2009.  

 Communications about social responsibility have significant impact on favourability 

and purchase intent, though they don‟t consistently break through. 
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 75% of those who have read about a company‟s social responsibility agenda on its 

website say it made them more likely to purchase products or services from the 

company in the future –but just 13% of all respondents have done so.  

If more than half of interviewed people do not know the meaning of CSR, the results are 

really different from the theories. 

 

Figure 3-6 survey - Definition of CSR 

 

People define CSR as the concept through which companies should give back to the local 

community (money or investment or any kind of help). A typical example is Carlsberg in 

Copenhagen, who built for example a museum. People believe that companies have to 

redistribute wealth to help people instead of enriching shareholders and they have to do it on 

their own. It was found here the definition about Carroll (philanthropy, donations to the 

community) and also the definition of European Commission‟s report (voluntariness). 

When you ask people what do you think companies should be doing today to be considered 

“socially responsible”, here are the results: 
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Figure 3-7 Survey - What people expect 

 

Results are a little surprising and contrast with the definition. We could expect to find answers 

about the "philanthropic" dimension first (as the definition of CSR) but there are other 

dimensions of the concept which appear: environment and social (ethic) dimensions. What 

appears here is really the feeling that companies should be transparent and produce without a 

footprints on the environment, respect it and respect the community. 

 

According to this study, it can be concluded that CSR is an important buying criterion for 

people. Therefore CSR could be a source of profit for companies if they really apply the 

concept. People read more about the company's activities in this way and they really want that 

companies take part in the development of society by respecting of course the social 

conditions of work, respecting the environment but also helping people in a daily need and 

not just through donations or charity but through investments to communities and 

improvements in general living standard.  

The five dimensions which were outlined in the first part are all in the expectations of the 

community. It is therefore very important that business takes care about each of them and we 

can identify a first gap between literature and society expectations: on the one hand theories 

speak only about one or two dimensions and on the other hand society includes five 

dimensions as a whole. 
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3.3.2 CSR at 20 biggest companies 

 

Now we will see how some companies are dealing with these expectations and concepts and 

what are the CSR policies and the focus areas of the 20 biggest companies in the world 

according to Forbes. (The World's Biggest Public Companies, 2011) 

As we have already seen in the first part, there is a gap between the conceptual definitions, 

how companies apply CSR framework and what society expect of MNC‟s. Therefore, it can 

be said that MNC‟s have to find a new solution and a new approach towards CSR policies and 

its implementation. However, it exist the question of motivation and what could lead 

companies to be more socially responsible. In other words, how social programs could be 

beneficial to emerging markets and corporations at the same time.  

Consequently, the analysis of this issue is going to be performed. To remain competitive, 

firms, big and small, realize that they must take CSR into consideration, thereby meeting the 

expectations of the investors, employees, consumers, business partners, and communities 

become extremely important for the successful and sustainable development of business. This 

is particularly challenging for firms in transitional and developing countries such as Africa or 

Middle East. With a broader introduction of CSR and business ethics concepts and its 

relevance for staying competitive in the global knowledge based economy, there is a real 

danger that transitional economies and developing countries, unless they address these issues 

in a timely and systematic way, could face the risk of social and political unrest thus 

jeopardizing the development of a market economy and even democracy.  

CSR must be conceived as an on-going long-term undertaking; an integral part of corporate 

competitiveness. The real challenge is how to make CSR a competitive asset. Many 

companies are adopting CSR practices just for their self-interest. It should not be confused 

with short-term crisis management. 

The purpose of doing this is to draw a picture of the practical implementation of CSR policies. 

Moreover, it provides a justification to the sub-question “How CSR is implemented by 

companies? / What dimensions and approaches are used by companies currently?”  

Accordingly, following the methodological approaches (Chapter 2) the analysis was 

performed. 

Firstly, as the main field of this investigation it was considered the focus on the most powerful 

companies the world, for this reason official homepages of the companies were used as a 

primary source of information. Further, according to the research design of the project the 

analysis provides a subjective evaluation of the CSR policies at the particular MNC‟s. Lastly, 
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in order to structure the analysis the dimensions of interest were extracted, consequently the 

summary of findings regarding each dimension is provided bellow in this section. For more 

detailed summary of each company please refer to the appendix no. 3. 

 

Industry 

The industry in which the companies operate was considered as relevant because as it was 

seen in the theoretical approaches of CSR the implementation of the social projects may differ 

from industry to industry. For this reason, after the performance of the analysis in can be 

concluded that the biggest world companies are concentrated in the industry of Finance – 

Banking and natural resources – oil – gas operations. In particular it can be assessed as very 

relevant for the project because a lot of emerging markets are wealthy in this way.  

 

Countries of operations 

Generally speaking all of the analysed MNC‟s do operate in plenty of different countries. 

Moreover, their activities are implemented in emerging markets as well. In particular, it 

appears in the industry of oil and gas operations. For example, previously in this chapter 

analyzed company Gazprom operates in Ukraine, Kazakhstan, Uzbekistan and etc, while the 

company Petrobas is the leading company in the Latin America. However, the financial sector 

companies do operate in emerging markets too. For instance, J.P.Morgan Chase or HSBC 

holding, operate in Middle East countries as well as in African region. All in all, it can be 

concluded that the biggest world companies are 100% multinational. Therefore, the 

implementation of social responsibility projects should appear in the global environment as 

well.   

 

Countries, where CSR project are implemented 

On the contrary to the countries of operations, after the analysis was made it can be concluded 

that trans-national corporations do have their social projects implemented in lower 

international scale than their operations. Moreover, the clear link between the country of 

company‟s origin and it is social projects regions can be drawn. For example, before 

mentioned company, J.P.Morgan Chase, originally has been established in USA and the 

analysis showed that the main focus of its general CSR policy is USA.
5
.Similar situation is at 

the majority of the analyzed MNC‟s. For this reason, it can be assessed that international 

                                                 
5
 J.P.Morgan Chase Sustainability report 2010 
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implementation of CSR programs at the world‟s biggest companies is at relatively low scale 

compared to the scale of activities. 

 

Business Approaches towards CSR 

Talking about the theoretical business approaches which are applied by the companies, it can 

be concluded that the majority of companies has the similar business philosophies to 

Stakeholders theory. (Freeman R. E., Strategic Managemen A Stakeholder Approach, 1984) 

This theory was described previously in chapter 3, however the aim qualities of it is that the 

companies are responsible to all of its stakeholders, including shareholders, employees, 

suppliers, communities etc. On one hand it appears that such approach presents company as 

socially responsible but on the other hand, the scale of CSR implementation remains 

relatively low, particularly contribution to the societies of the emerging markets. 

 

To sum up, the findings of the CSR analysis at world‟s biggest companies it can be said that it 

is enough empirical evidence to assess that not all the multinational corporations do have 

appropriate CSR programs. Moreover, the interest in the emerging markets in the way of 

implementing social projects is low compared with the size of the companies. Therefore, the 

conclusion, that the problem of the gap between society‟s expectations and business is real 

and it may cause various conflicts as well as reduce the attractiveness of general business 

environment in the world. Companies do not really take care about the five dimensions as the 

community wants, do not pay attention to emerging markets, and prefer to focus on markets in 

which they are already established. So we see appear here the necessity to find a concept that 

both takes into account all dimensions of CSR but also which is beneficial for all. 

3.3.3 Conclusion about the gap between society and companies 

 

Finally, this part shows that if CSR can be a tool of creating profits for companies and a 

means of preserving the environment of the company, we can also see a lack of harmonization 

between all expectations. This gap is due to several aspects: 

- The community takes into account the five dimensions while companies apply one or 

two maximum 

- The motivation of companies is mostly marketing and are part of a short-term strategy 

while it would be much more to gain by putting in place long term strategies 
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- Companies need to think about both the „why‟ and the „how‟. Companies are gaining 

reputational and competitive advantage, market growth, and/or strong localised supply 

chains. The question that needs exploring is how the costs (mainly short term) of 

adapting core business stack up against the benefits (mainly long term). 

- The community wants to have good conditions for everyone, but companies are 

generally limited to developed countries and do not include emerging countries which 

still represent a significant portion of the planet.  

We find this trend in the criticism of literature. The concepts discussed in the first part are 

just overall concepts and are not specific to emerging markets. They are not adapted to the 

demands of these markets and do not take into account the potential that companies can 

find. In this way we will in the next part trying to find concepts that are best suited to 

these markets and that both meet the requirements of enterprises, but also people. 
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3.4 Useful Theoretical views 

 

Most of the corporations that are considered leaders in CSR policy are traditional advocates of 

free trade and open markets. Yet they are moving towards CSR strategies that require 

business activity to manage markets, control suppliers and deny consumers freedom of 

choice. 

In the latter case, this can produce results where the lowest-priced products may not be 

available to low income consumers in particular markets. That concern does not seem to 

feature in the CSR policies proposed by NGOs in wealthy economies. It should also ring 

alarm bells if these strategies are carried into developing economies where concern to raise 

living standards and eradicate poverty is a national goal. This raises ethical questions. If CSR 

is supposed to demonstrate concern for leading social issues in the community in which a 

business is operating, it needs to be sensitive to local concerns. 

The business should not ignore that Emerging Markets have become and will continue to be 

the fastest growing markets in the world for quite some time. So are global corporations 

attuned to CSR needs in Emerging Markets? 

As we have already seen in other parts, CSR concepts are only global concepts and society 

apply them in developed countries or very limited in emerging markets. We have then to find 

new concepts which are made for emerging markets. We will see in this chapter three 

different concepts: Creating Shared Value of M. Porter, Bottom of the Pyramid of Prahalad 

and finally the social business framework of M. Yunus. And we will analysis what kind of 

concept is the most appropriate for emerging markets. 

3.4.1 Creating Shared Value 

 

The following part in this chapter is going to present and evaluate the concept – Creating 

Shared Value. During the literature review this approach was considered as relevant for the 

project, in fact, the role of it the thesis is to provide an alternative business approach, which 

would give an input for answering the main research question by providing alternative 

dimensions of corporate social responsibly. The concept is considered as particularly relevant 

to the project because of its root assumptions about the need to rethink business and restore 

legitimacy of it. The same assumptions underlie the problematic of this project. In addition 

CSV is defined as distinctive way of understanding CSR and it is different from traditional 

philanthropies; for this reason it extremely feasible for the research. 
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3.4.1.1 The presentation of the concept 

 

The idea of shared value was initially explored in a December 2006 HBR article by Michael 

E. Porter and Mark R. Kramer, “Strategy and Society: The Link Between Competitive 

Advantage and Corporate Social Responsibility.”]
6
 Michael E. Porter, very well-known 

business professor who previously presented such models as generic value chain or five forces 

analysis (Michael M. Poter Biography, 2010).  CSV cannot be called as a framework because 

there is specific action plan how it can be implemented, thus, it can be described as 

conceptual idea of business. The author goes beyond the general understanding of capitalism 

and business by saying that it is time to rethink currently applied business philanthropies. The 

concept of shared value – which focuses on the connections between societal and economic 

process – has the power to unleash the next wave of global growth. (Porter E., Michael and 

Kramer R., Mark, 2011). By summarizing the concept, the idea is pretty simple – the concepts 

aims to show that companies can benefit by contributing to societal imitative. The example 

about establishment of wellness center is given. It says that it would contribute to the 

company in a way of healthier employees and higher work efficiency at the same time it 

contributes to the society by creating healthier society in general. (Porter E., Michael and 

Kramer R., Mark, 2011) In relation to that, the figure bellow (figure no. 3-8) identifies the 

connections where the connection between societal initiatives.    

 

Figure 3-8 The connections between productivity and social initiatives 

                                                 
6
 Porter M., (2011) Creating Shared Value, Harvard Business Journal 
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3.4.1.2 Application of the concept 

 

As it was presented before, the concepts of CSV is relatively new; therefore, the applied case 

of this concept is hardly found. However, looking from the critical point of view, this concept 

has similar qualities as the stakeholder‟s theory, which has been previously in the project. 

Both of it brings a similar dimensions of CSR. For example, both emphasize the focus on 

employees and suppliers; however, the difference is that stakeholder‟s theory is more abstract 

than CSV concept. Thus, the way of creating shared values is defined as: 

 By reconceiving products and markets 

 By redefining productivity in the value chain 

 By enabling local cluster development (Porter E., Michael and Kramer R., Mark, 

2011) 

From above we can notice the relationship between the theories and frameworks developed by 

Michael Porter earlier in his career. In particular, it is generic value chain and the theory of 

clusters. For this reason, the application of CSV is related with those theories. The importance 

of clusters at the process of creating shared value is expressed by stating that business cannot 

operate independently without the communication with governments and social groups. 

(Porter E., Michael and Kramer R., Mark, 2011). To sum up, even though that there is no 

company, which particularly has applied the concept of CSV some qualities are seen from the 

linked theories. 

3.4.1.3 Difference between CSR and CSV  

 

As one of the main arguments presented by the author is that creating shared value concept is 

different from CSR concept. The key differences are presented in the figure no.3-9. It 

highlighted that the essential difference between to concepts is the purposes of applying it. In 

fact, CSV emphasize the importance of incorporating societal programs into companies‟ value 

chain, while CSR focuses more on externalizing the same initiatives. 
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Figure 3-9 Relationship between CSV and CSR concepts. Source: (Porter E., Michael and Kramer R., Mark, 2011) 

 

3.4.2 The bottom of the pyramid 

 

First time the phrase “bottom of the pyramid” was used by the president of U.S Franklin D. 

Roosevelt in April of 1932 during his speech “The Forgotten Man.” (New Deal, 2010) 

In 2005 book written by Professor Prahalad was introduced to the world, called “The fortune 

at the bottom of the pyramid” (The Fortune at the Bottom of the Pyramid: Eradicating Poverty 

through Profits, 2004). But before this book Professor Prahalad was working on several 

articles that were also written about the bottom of the pyramid concept: in January 2002 it 

was “The Fortune at the bottom of the Pyramid” with Stu Hart, and in September 2002 article 

called “Serve the World Poor”
 
(Serving the Word's Poor, Profitably, 2002) with Allen 

Hammond. 

The concept of the bottom of the pyramid was introduced to move the attention to the 4 

billion poor people who are unserved, in countries such as: India, Bangladesh, Pakistan. 

This group of the countries was recently ignored by the private sector, but the bottom of the 

pyramid theory shows that it can become the new market for the international companies.  

 It is important to mention that people are very different in those countries, the levels of the 

literacy and rural and urban mix, income levels cultural and religious differences are making 

big sense. Bottom of the pyramid is the kaleidoscope where different perspectives are 

represented. The main goal of the BOP is to ensure the rich, that is the top of the pyramid, and 
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make sensitive or aware to those who are less fortunate. The main reason for it was the stating 

who are the people whom we can call the bottom of the pyramid, those who live on less than 

2$ per day, or those who earn more than 2$ per day but still in poverty without a normal 

access to the daily goods a services, such as: water.  

Another limitation of the theory is described in the recent studies made by the Economist 

(Burgeoning bourgeoisie, 2009) it was stated that the half of the world can be defined as the 

emerging middle class. ( The population who are living on the amount from 2$ to 13$ at 

2005. The income they spend on the education, health, transportation and etc. According to 

some estimations market includes 2.6 billion people and this amount is rising. For example, 

the emerging middle class in Asia is expected to the 60% of the global middle class. 

Nowadays many companies talk about the BOP markets as the emerging consumer markets or 

emerging markets. The consumers from the emerging markets show the high level of value 

and high level of loyalty to the managers in the big firms who spent the time and their 

resources to be aware of this opportunity.  

Companies have trend to look for the markets in the emerging economies and not selling to 

the wealthy middle class consumers, but preferring the low income families. There is big 

number of examples of companies who are making profits from the bottom of the pyramid-the 

majority is the low-income consumers in India. (Serving the Low-Income Consumer: How to 

Tackle This Mostly Ignored Market, 2010) Benefit to the poorest families is the opportunity 

to access different products and services. On the other hand, the benefit for the business is 

new sustainable market with new revenues and new customers who will try the offered 

product of the company as they become wealthier.  

The bottom of the pyramid concept served as a catalyst to help to companies look at the world 

poorest in a new light. In some ways it reinvented the concept of the social entrepreneurship.  

The bottom of the pyramid shows 4 billion poorest people in the world, they can not access 

the global market, so they have to pay more for the products and services. Big companies do 

not see them as the important market, but in fact, this group actually represents the biggest 

market opportunity in the world, if companies can offer affordable products and services more 

efficiently. The pyramid of global wealth shows four tiers with the different incomes.
 (The Global 

Weath Pyramid, 2011)
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Figure 3-10 The global wealth pyramid (The Global Weath Pyramid, 2011) 

 

 Most of nowadays companies are based on the upper tier. The main idea of the “fortune of 

the pyramid” that professor Prahalad describes is reverse of the pyramid to get companies to 

meet the needs of the worlds` poorest. This means not seeing the poorest as victims, but as 

entrepreneurs able to work in the most difficult circumstances and value driven consumers. 

The focus is on the inclusive capitalism which creates mutually beneficial partnerships based 

on thrust and respect. Until the poor can access the global economy they will not have a real 

chance for the sustainable development. Logically, there is no revenue that companies can 

make in development countries but in reality there is. Companies that benefit are able to shift 

to the lower cost production models with smaller margins and mass-adoption. 

To access the opportunities of the bottom of the pyramid companies have to combine low 

costs, quality, susatainability, probibability and rethink how to go to market.  

Unilever has done this successfully and achieved more than 6 billion dollars annually from 

these markets and in the process helped to create millions of small-scale enterpreneurs 

providing people with affordable world-class products. Generally the poor lack capital can not 

access traditional roots like banks because they don‟t have any collateral this means that they 

pay huge amounts of interest to local money landers, making it almost impossible to generate 

opportunities to create wealth. If lending organizations are able to consider local customs and 
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networks they can provide cost effective opportunitites for the poor to generate sustainable 

incomes.  

Global companies are not good at accessing local markets in the rural areas, but there are 

creative local companies, that are building distirbution models to reach these areas. For 

example, in Afrika it was a global telecomunications company that introduced networks to the 

large coastal cities, but it were the local companys that were able to expand these services to 

reach millions of rural poor by using existing local distirbution networks. This not only 

provides income for the companies, but also much needed service for the poor rural 

communities. To generate wealth from the bottom of the pyramid companies can not rely on 

the same concepts and business models that are used for the developed markets, they need 

products specifically for the poor, with profit based on the big volumes, not big margins, this 

means the new business production models have to scaluable and easily localized. For 

example, Unilever realized that the poor do not buy embulk drom the supermarkets, so they 

created single-used packets for the local markets. Because they are bying smaller amounts on 

the daily basis, products have to be with the high quality to be successful. Unilever realized 

that they need a high quality, low cost product, distributed through the local markets to achive 

success in developing countries.  

To develop an organized markets companies have to work in partnership in powering the poor 

through the access to buying power better choise and opportunities can threaten existing local 

power structures and opposition can develop quickly. Companies that build a local base with 

the political support stand for the much better chance for the long-term success. Creating a 

correlation with non-government organizations, community leaders and local authorities is 

important. These partnerships can leverage local knowledge and insights to help develop 

sustainable businesses. Working through local partners is important, because companies have 

to integrate local pactises in thheir business. Understanding existing pactices can also lead to 

new inovative products and services. Its is the big companies that need to lead to new 

partnerships, bulding new markets recuire capital to build infrastruture. Companies can use 

their experience to build capacity and transfer knowledge. Companies act as a bridge to unite 

these new partnerships and they are on the great position to transfer any new innovation back 

to the tier one markets.  

Bottom of the pyramid is a path to reduce the poverty, increase the living standarts and build 

the bright future, but unfortunatelly this is only a piece of the big development puzzle, the 

world can not solve all the poverty questions with using just this concept. But it shows the 

dignity and choise factors that should be considered when company is providing the products 
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and services to the poorest people of the world. The concept shows that sometimes compies 

have to go beyond the production and sales of goods.  

Nowadays it is important to consider the corporate honor of the world,because it reflects of 

the results of the corporations if they behave responsibly and ethically, with the right feeling 

of service and idea of serving the poorest of the world. Focusing on the bottom of the pyramid 

helps to build long-time relationship and long-time investment that will be paid back in the 

end. The concept of BOP shows that the social responsibility must be developed, also it shows 

that business is not just about the profit and money, it is also about the people, people who are 

in need. In our life profit maximization can not be the only guiding goal for the companies. 

For all the multinational companies building business at the bottom of the pyramid is an 

uncharted theritoy with the huge potential. (The Global Weath Pyramid, 2011) 

3.4.3 Social business 

 

In this section of the project it is going to be elaborated on new approach of business called - 

Social Business. The following part consists only of the theoretical description of the 

concepts, while chapter no. 3.4 provides a deeper analysis of it by analysing the real cases.  

3.4.3.1 The presentation of the concept 

 

Social business was first defined by Nobel Peace Prize laureate Prof. Muhammad Yunus. In 

his definition, a social business is a non-loss, Non-dividend Company designed to address a 

social objective within the highly regulated marketplace of today. It is distinct from a non-

profit because the business should seek to generate a modest profit but this will be used to 

expand the company‟s reach, improve the product or service or in other ways to subsidize the 

social mission (Social business, 2011). However, this definition could be wider by including 

any business which is more focus on social than financial objectives in its activity. 

The beginning of building social business started from the fall of Soviet Union in 1991, as 

free markets have swept the globe.  Free- market economics has taken basis in China, South-

east Asia, South America, Eastern Europe and even the former Soviet Union. The can be seen 

remarkable technological innovation, scientific discovery, educational and social progress. 

Nowadays, almost a generation after this period fell a sense of disillusionment is setting in.  

Even though, capitalism is thriving. Businesses continue to grow, global trade is booming, 

multinational corporations are spreading into trade markets in the developing world and the 

former Soviet bloc, technological advancements continue to multiply. However, not 
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everybody is benefiting from it. According to global income distribution, 94 percent of the 

world income goes to 40 percent of the people, while the other 60 percent must live on only 6 

percent of the world income. It means that half of the world lives on two dollars a day or less, 

while almost a billion people live on less than one dollar a day (Yunus, Creating a World 

Without Poverty: Social Business and the Future of Capitalism., 2009). To solve social, 

economic and environmental problems that have long plagued humankind, for example 

hunger, homelessness, disease, pollution, ignorance etc. there was created a new type of 

business called - Social Business. It is realizing the idea for a new form of capitalism and new 

kind of enterprise based on the selflessness of people. In other words it could be called as 

“The new kind of Capitalism that serves humanity‟s most pressing needs”. (Yunus & Weber, 

Building Social Business: the new kind of capitalismthat serves humanity's most pressing 

needs, 2010) 

In current economic system, there are two dominant approaches for organizations. The first 

one is companies of the private sector that sell products or services in order to make profit. 

However, there are important issues in the society which are not addressed by this sector 

because they do not offer profit making opportunities. This leads to government intervention 

into this business and create legal and institutional frameworks to advance the common good 

and to protect the interest of other or weaker society‟s members.  When both the markets and 

governments reach their limits, charities should fill the gap between these two parts (Social 

Business, 2010). 

Nevertheless, there is a problem that the system does not work properly and not socially 

enough. The poverty is still growing. Governments and charities willing to decrease it, but 

there is lack of efficiency and innovativeness of the private sector. This is another reason why 

social business was created in order to solve social problems. 

 

There were proposed seven main principles of social business by Prof. Muhammad Yunus 

and co-founder of Grameen Creative Lab Hans Reitz. It shows the new values and objectives 

of the business:  

 Business objective is to overcome poverty, or  other problems such as education, 

health, technology access, and environment, which threaten people and society and  

not focus on  profit maximization 

 Financial and economic sustainability 

 Investors is getting back  only their investment amount  and no dividend is given 

beyond investment money 
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 After investment amount is paid back, the profit of the company is kept for expansion 

and improvement 

 Environmentally conscious 

 Workforce gets market wage with better working conditions 

 Do it with a joy (Social Business, 2010) 

 

These principles shows that all business should think more socially and not only about the 

profit. By clear focus on decimating the poverty combined with all these principles and 

economic sustainability could create a good model for a company with incredible growth 

potential in the market.  By following it companies could create an entirely new kind of 

business.  As it was mention before until now running a business has always been self-

focused, founded for the purpose of making money. By creating these principles unlike 

traditional business, social business operates for the benefit of addressing social needs that 

enable societies to function more efficiently. Social business provides a necessary framework 

for tackling social issues by combining business know-how with the desire to improve quality 

of life. Therefore instead of being self-focused social business is all about others. (Social 

Business, 2010). 

3.4.4 Conclusion of useful theoretical views 

 

As we have seen before, there are some gaps in the current CSR literature review. The aim of 

this part was to find some concepts which could contribute in the weakness of present CSR 

concept. In this way we have decided to analyse three different concepts to give solutions to 

implement CSR and to fill this gap: 

 Creating Shared Value. Creating Shared Value is an approach to CSR based on the 

interdependence of corporate success and social welfare, highlighted in Harvard 

Business Review in 2006 (Porter E., Michael and Kramer R., Mark, 2011). The 

essence of the Shared Value approach is there: Bad actions ultimately hurt the 

businesses perpetrating them. 

 Kramer and Porter underline the importance of stakeholders, of the environment of 

the ethical aspect and explain that if the company want to have sustainability, she 

has to take care to all the aspects. The criticism that can be made here is that 

Kramer and Porter ignore the motivation of companies and the voluntariness. If a 

shared value policy is actually good for your business, so of course you'll go that 
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way. But when this policy actually does not also advance corporate goals but is 

simply the right thing to do, then businesses are reluctant to commit. 

 

 Bottom of the pyramid refers to the market comprising billions of poor consumers. 

Prahalad (Prahalad, 2004) argues that companies investing in innovation to reach BOP 

consumers can deliver profits and reduce poverty. Some goods and services directly 

enhance livelihoods or productivity (finance, health care) and some are more routine 

consumers goods, offered at affordable prices.  

 The Bottom of the pyramid framework underlines the importance of the economic 

aspect. By investing, you reduce the poverty and thus improve the standard of 

living. By improving the standard of living, you improve purchasing power and 

thus you increase your sales in these markets. Here we find the economic, social 

and ethical aspects. Voluntariness could be driven by the possibility of increasing 

profits. But by making products more accessible, you have to make sacrifices and 

most of the time, it will be at the expense of environment. For example, if you 

create cheaper yogurts, packaging will probably be not recyclable and quickly 

pollute the environment. 

 

 Social business is described by Muhammad Yunus (Yunus, Creating a World Without 

Poverty: Social Business and the Future of Capitalism., 2009) as business that makes 

profits but reinvests them in the business, whose primary purpose is to help the poor. 

Similarly, „social enterprise‟ describes any non-profit, for-profit or hybrid corporate 

form that utilises market-based strategies to tackle a social and/or environmental need.  

 Social business makes sense because it is not profit maximizing, therefore it has no 

fundamental reason to pollute, harm, or exploit the environment or its labourers. 

Obviously, not every problem can be solved immediately, but this concept offers a 

viable alternative to traditional business models and we meet all the different 

aspects except the voluntariness. However this concept is only at the beginning. It 

is very difficult to get a feedback on its effectiveness because it‟s a concept which 

is effective in the long term and is not in place for many years. 

These concepts below are used by different organisations and companies that all build on the 

idea of harnessing core business for development impact. 

Each model combines commercial and social value and is a good complement to the present 

CSR. 
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The similarities and distinctions are useful to understand, because the implications for how 

models can be further developed by business and partners are quite different. We must 

therefore understand the real needs of emerging markets and find a harmonization between all 

these concepts to really apply it in reality. But before that, we will analyze how a concrete 

example, which used the Social Business framework (Probably the most complete framework 

we have met so far), already in place in recent years, can help us to define a new complete 

concept. 
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3.5 Case study 

 

The following chapter of the thesis are going to be focused on the case study. The aim of 

applying this method is to provide a deeper investigation of multidimensional business 

approach as well as to extract other practical manners, which are necessary for further 

research process. After discussing the potential theories, it is going to be describe how a 

practical example of the theory can be taken into account in the broad literature of it. And 

how it can be materialized in practical strategic application. For this reason, it was decided to 

present and analyse Grameen Bank and Grameen Danone Food Limited companies. These 

enterprises were considered as extremely feasible and contributing examples for answering 

the main research question. In particular, it was caused by the region where social business 

concept was implemented and the way how it was done.    

3.5.1 Grameen Bank 

 

In the rapidly changing business world, many concepts emerge, evolve and decline at a pace 

faster than their own evolution. There are many examples of such cases. Previously it was 

mention that most of the companies to become successful are focusing only on the profit and 

forget about social part. This has led to the development of new business concept that showed 

the business from different angle; where the business would be running to earn profit in order 

to solve a social problem. And one of the best examples are going to be presented following 

in this chapter. 

 The “Grameen Bank” as an Experimental Project was founded in 1976, when newly 

independent country of Bangladesh was in a terrible state because of destruction caused by 

the Pakistani army combined with floods, droughts and monsoons that create a desperate 

situation for millions of people. Moreover, the famine came to the country. Depending on the 

situation, Professor Muhammad Yunus, found increasingly difficult to teach elegant theories 

of economics and felt the emptiness of traditional reasoned that if financial resources can be 

made available to the poor people on terms and conditions that are appropriate and reasonable 

and according to him: "these millions of small people with their millions of small pursuits can 

add up to create the biggest development wonder." While considering this social problem in 

such developing country, he has developed microfinance and had created nearly 30 

organizations designed to alleviate poverty. 
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M. Yunus and his organization created microcredit programmes extend small, low-interest 

loans to very poor people for self-employment projects that generate income, allowing them 

to care for themselves and their families. Despite its low interest rates and lending to poor 

individuals, Grameen Bank stays sustainable and 98% percent of its loans are repaid, it means 

higher than other banking systems (Aubuchon, 2008). Considering this fact the Bank showed 

how it could be successful and beneficial for both society and itself. Below it is stated the 

main objectives that helped to built a strong organization. 

The Grameen Bank Project came into its operation by following these objectives: 

 The bank focused on extend banking facilities to poor men and women; 

 It eliminate the exploitation of the poor by money lenders; 

 Create more opportunities for self-employment for unemployed people in rural 

Bangladesh; 

 It bring the disadvantaged and mostly the women from the poorest households, within 

the fold of an organizational format which they can understand and manage by 

themselves;  

 reverse the age-old vicious circle of "low income, low saving & low investment", into 

virtuous circle of "low income, injection of credit, investment, more income, more 

savings, more investment, more income" (A Short History of Grameen Bank, 2012) 

 

In October 1983, the project of Grameen Bank was transformed into an independent bank by 

government legislation. Nowadays, Grameen Bank is owned by the rural poor whom it serves. 

Even though borrowers of the Bank own 90% of its shares it is still sustainable and only 10% 

is owned by the government. (A Short History of Grameen Bank, 2012) 

This Bank has a huge success during its process. As it was mention in Chapter 3.2.2 CSR 

must be conceived as an on-going long-term undertaking. The real challenge is how to make 

CSR a competitive asset. The Grameen Bank found out how to implement this theory and 

adopted it not for their self interest as many companies do. It took years for the Bank to build 

a strong organization and to become successful. Until October, 2011, it has 8.349 million 

borrowers, 97 percent of whom are women. With 2,565 branches, GB provides services in 

81,379 villages, covering more than 97 percent of the total villages in Bangladesh 

(Introduction to Grameen Bank, 2011 ). Moreover, the borrowers compose 94% Stakeholders 

of the Bank (A Unique Model of Social Business Enterprise, 2010). All these figures enhance 

the fact that regarding our focus on emerging markets, this Bank shows how the organization 
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could materialized the theory in practical strategic application and become socially and 

financially beneficial. 

According to the aim of this bank, it has a positive impact on its poor. The poor borrowers has 

been documents in many independent studies as an example and carried out by external 

agencies including the World Bank, The international Food Research Policy Institute (IFPRI) 

and the Bangladesh Institute of Development Studies (BIDS) (Introduction to Grameen Bank, 

2011 ). Moreover, it has spread its successful model throughout the world. 

Although, the concept and its models have been used all over the world with much success, it 

still gathers significant criticism stating that in reality, it is charging the poor with the interest 

rate as much as normal. The reason why it could attract negative publicity could be that there 

is some confusion regarding its true meaning, that not all the companies could understand it 

correctly and use it in the right way. At the same time, the connection of microcredit and its 

various gaps could make some people easily assume that this is another fashionable concept 

that was designed to cheat the poor. However, to define the conclusions, it is imperative 

analyse the concept in details. According to the information about the Grameen Bank 

provided above it can be seen that these presumptions could be explained as not reasonable 

enough. And the results show that the success of this Bank remains sustainable during long 

term. 

3.5.2 Grameen Danone Foods Limited 

 

Grameen Danone Foods Limited is A Unique Model of Social Business Enterprise as lying  

in its following mission and objectives. It could also be used as a good example for the 

companies as successful company with huge growing potential that focus on society more and 

follow the principles of social business. 

The first multinational social business was launched in 2006. It was created with an initial 

capital of $1 million, when Grameen Group and The French dairy company Danone went into 

a joint venture to create a yogurt fortified with micro-nutrients to decrease malnutrition for the 

children of Bangladesh. According to the region that the bank focus on, this case show how 

the theory concern CSR could be implemented in successful way. Grameen Danone Foods 

Ltd‟s mission is to reduce poverty by a unique proximity business model that will provide 

daily healthy nutrition to the poor of Bangladesh. Grameen Danone Foods is the first 

investment supported by „danone.communities‟, an investment fund, created to support 

businesses that aim to be sustainable, but make social and societal goals their objective 
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(Grameen Danone Foods Ltd, a Social Business in Bangladesh, 2010). This is the main 

objective that companies should consider while implementing CSR model.  Grameen Danone 

Foods has placed social and environmental concerns at the heart of its business model. 

Although the company has to be profitable – profits from the first plants are needed to finance 

the construction of new plants – the success of the project above all be judged on non-

financial criteria: the number of direct and indirect jobs created improvements to children's 

health, protection of the environment etc. (A unique community-based model, 2010). 

Below, in Figure 3-11 you can see the model of Grameen Danone Foods Limited and the way 

it followed and became successful and profitable organization by using social business 

principles. 

 

Figure 3-11 Grameen Danone Food Limited Model (Grameen Danone, 2010) 

 

The first plant of this organization started its production in 2006. As it was mentioned before 

organization‟s social mission is to address malnutrition, by providing products, containing 

many of the nutrients missing in an impoverished child's diet and providing these products at 

a price affordable to everyone.  The main product, yogurt is produced with solar and bio gas 

energy and is served in environmentally friendly packaging. Moreover, Grameen Danone has 

impact on people‟s lives not only by improving their health.  The benefits exist along the 

whole value chain. In the beginning the milk for the yoghurt is purchased from small farmers. 

All the production is designed in a way to give working places as many people as possible. To 



71  

 

increase the sales in a social way, sales ladies distribute the yoghurt door-to-door and receive 

a 10% provision. All the yoghurts were been unsold are taken back to the warehouse. In total, 

Grameen Danone is responsible for the creation of about 1,600 jobs within a 30km  around 

the plant. The company is following all the aspects of the social business and thinking about 

environmental sustainability as well.  They are using solar energy for heating up the water 

which is used for cleaning the installation and preheating water for the main boilers. As it was 

mentioned before the packaging of the yoghurt is fully biodegradable (Grameen Danone 

Foods Ltd., 2010). During the year 2007, the investment fund danone.communities, proposed 

a mutual fund that would raise $135 million and pay an interest rate of 3% to 4% annually. It 

allows financing the expansion of social business in Bangladesh and also new start of social 

business that fight malnutrition and poverty in emerging countries. Danone-Grameen joint 

venture brought about a merger of the values of Grameen Bank and Danone Foods (Updates 

on a Social Business: Grameen Danone, 2009) 

In the beginning Grameen Danone Foods Limited was created as a 50%- 50% joined-venture 

company. After venture fund danone.communities was created in 2007 the capital increase by 

50 000 000 BDT, in addition to Grameen reinvesting 50 000 000 BDT. According to it, in the 

Figure 3-12 can be seen the current capital structure of   Grameen Danone Foods Limited. It 

shows that the biggest shareholder of the company is Grameen for 87 5000 000 BDT, that is 

50% of whole capital, and it is collectively comprised of: Grameen, Byabosa Bikash, 

Grameen Kalyan, Grameen Shakti, Grameen Telecom. The second shareholder is 

danone.communities that has 29% of capital and it is 50 000 000 BDT. The rest 21% that is 

37 50 000 BDT belong to Danone Asia Pte. Limited (Grameen Danone Foods Ltd, a Social 

Business in Bangladesh, 2010). 

 
Figure 3-12 Current capital structure of Grameen Danone Foods 

Limited (Grameen Danone Foods Ltd, a Social Business in 

Bangladesh, 2010) 

 

 

Until 2010 Grameen Danone Foods have followed 

their objectives and tried to maximize its local 

social impact and made it sustainable by reaching 

economic profitability. This gave the results that 

around 700 ladies in the country are getting an 

additional income of 50 to 100 tk per day by selling 

products door to door. Even it is limited, it 
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contributes to improve their living and self-conditions. Moreover, another impact of Grameen 

Danone Foods, is that 370 micro farmers around the plant are selling daily to the company at 

a fixed price, without having to go to the market. Considering this, it improves their income 

by approximately 40%. 

So far Grameen Danone has directly created 117 jobs (Grameen Danone Foods Ltd, a Social 

Business in Bangladesh, 2010).  According to these figures, the organization is reaching one 

of its goals to help the society and local communities in poor countries and emerging markets.  

Within the next 10 years the organization is planning to expand by establishing 50 more 

plants and creating several hundred distribution jobs. Moreover, the Danone Communities 

Fund has been created to support this endeavour. At the beginning of 2007 the independent 

NGO the Global Alliance for Improved Nutrition (GAIN) launched a trial designed to test the 

benefits from a regular consumption of the yoghurt (Grameen Danone Foods Ltd., 2010) 

Therefore Grameen Danone Foods contributes to the achievement of the Millennium 

Development Goals by the United Nations to end poverty. 

Even though, as it was a joint venture and Grameen is one of the parts from its inception, 

critics were sceptical about this organization sustainability as well. It was doubt about how 

long it would be able to run operations for society benefit on their own, without maximizing 

profits as in regular business. It is also a business, but the principle is what makes it unique, 

and it is very important to keep the sustainability for every company. But this company 

showed a strong example how it could be beneficial and help for society. According to 

Danone Group (Group DANONE, 2006) the strength in its success lies in the fact that it is a 

business not a charity program and if it is a business, it is sustainable. (DANONE, 2006) 

3.5.3 Conclusion of case study 

               

After analysing cases of Grameen Bank and Grameen Danone Foods Limited it can be 

highlighted the objectives and strengths of the both organizations that made it successful and 

reputable. Both cases showed the successful activity by implementing social business model 

and CSR and how can both help to society‟s development and also have a substantial financial 

feedback. 

The Grameen Bank has built a strong organization that showed the right way of implementing 

theories for improving social problems in poor countries more than focusing on the basic 

objective in all business. There could be mentioned three reasons why the Grameen Bank is 

successful in its activity. Firstly, Professor Muhammad Yunus, has become a global 
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figurehead for microcredit and has attracted donations, support and attention to both Grameen 

and poverty. Furthermore, the Bank functions like a profitable business with non-profit goals. 

This is very important from society point of view. Grameen relies on savings generated at 

each outlet to raise loan capital that is lent to borrowers at low interest rate. Moreover, the 

spread on each loan is used to fund expansion. Lastly, the borrowers are empowering of 

Grameen as it compose 94% Stakeholders of the Bank.  All in all, the information provided in 

the chapter could be reached the conclusion that it has had a profoundly positive impact on 

the socio-economic condition of Bangladesh that is reaching one of the most important 

objective of social business.  

 Considering Grameen Danone Food Limited the success lies in the respective strengths of its 

founding partners. Separately from providing nutrition at affordable prices to the poor rural 

population, this joint venture helped to create independent businesses and several hundred 

jobs in different spheres. And according to our problem field it could bring the answer how 

the theory could be beneficial. Grameen Danone Foods Limited has been making hard effort 

to meet its objectives in providing affordable nourishment to children in local communities 

while creating employment opportunities in the local sector and emerging market. Since the 

business model of this company is based on proximity, local communities have been engaged 

and expand, due to multi-local deployment plan on a national scale, local populations in a 

diverse range of sectors benefits through direct and indirect involvement.  

In other words it could be also mentioned that by improving the standard of living in societies 

of emerging markets, the companies could also improve purchasing power and thus it increase 

their sales in these markets and it could be defined as social and economic development as 

well and keep the sustainability of it. 

Taking into consideration the analyzed information of both cases and according to our goal of 

this part it can make the research of this project to come with more clear solution for the 

problematic field. 
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3.6 Proposed framework of multi-dimensional CSR concept 

 

Based on the findings of previously in made investigation in this thesis it can be argued that 

the current approaches towards CSR are not really applicable in the multicultural 

environment. For this reason, the need of finding the concept, which would be more feasible 

and would satisfy the expectations of society members and MNC‟s, exist. 

As one of the key findings of the research process is consequently extracted five main 

dimensions of CSR:  

 Social dimension  

 Environmental dimension  

 Stakeholder dimension  

 Economic dimension  

 Voluntariness  

However, the examples of practical implementation social programs at the world‟s biggest 

companies showed that currently the majority of the business uses one or two focus 

dimensions in their CSR programs. For example, the company Gazprom focuses on 

environmental issues and ignores the other dimensions such as economical or social. 

Meanwhile, J.P.Morgan Chase highlights the contribution throughout the economical 

dimension by putting environmental issues behind.  However, unique examples, which 

brought a brighter picture of use of several different dimensions, were presented. The case 

study chapter showed how companies such as Grameen Bank use business approach which 

allows reaching different dimensions of CSR trough each other. In other words, how social 

dimension can be linked with economic dimension and vice-versa. Thus, the following 

chapter aims to provide a deeper analysis of the multidimensional concept, which would help 

to find an answer to the main research problematic question. This part of the project is divided 

into different sections, which represents different issues which MNC‟s should consider while 

implementing CSR programs in emerging markets. 

 

In order to consistently improve the CSR concept and make it really attractive, MNC‟s have 

to change the perception they have of themselves and their global environment. To be really 

effective, corporate social responsibility should not be seen has a list of measures to apply in 

order to achieve the strategic objectives, but considered as core framework serving as a base 

for all the strategic decision, which is the fundamental missing point of all the theories 

previously elaborated. In other words, instead of employing CSR as a tool, CSR should be 

perceived as a set of funding values on which the strategy of the company is built, with the 
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concern of development on a long term perspective. This imply also to reconsider the long 

term perception. Regarding the deep and extended impact of the multi-national companies, it 

is not relevant (even if it is still the case in the practice) to consider the long term vision in 

years but decades would be more appropriated.  Figure no. 3-13. Represents the proposed 

framework, which regarding the investigation done would be feasible for emerging markets.

 

Figure 3-13 The presentation of the framework 

 

The voluntariness dimension, when it is used, bring much more credibility to the company 

rather than the basic application of legal policies, and is a strong criteria of differentiation for 

the consumer. So, not considering only their self enrichment, the firms would develop a sort 

of win-win relation which would be beneficial both for them and societies on a long term 

perspective. In addition, this comply with the original goal of a firm which is making profit, 

even if the repartition of those ones is different. However, the major obstacle of this 

framework is probably that voluntariness is not enough and at this stage, the regulating power 

of governments might be used to support the CSR model. 
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In order to use that framework properly, it is then necessary to evaluate the different 

variations of those dimensions, and applying them in a concrete manner, in accordance with 

the specific situations encountered. 

3.6.1 Identification of the prior dimensions of particular regions  

 

As it was mentioned before five different dimensions can be extracted from the general CSR 

concept. However, there is a question about the importance scale of those dimensions in 

different regions. In other words, if social, environmental, economic and other dimensions are 

equally relevant in spite of country. For clarification of the idea let‟s divided world into two 

different groups – developed regions (Europe, USA, Australia etc.) and developing regions 

(Africa, Middle East etc.). Consequently, the priorities table can be composed. (Refer to table 

no 3.1 bellow) 

The field of CSR 

Region of Focus 

Developed Countries (USA; 

Western Europe Scandinavia, 

Australia etc) 

Developing Countries (Africa, 

India, Nepal, Bangladesh, 

Ukraine, Eastern Europe) 

Social Healthcare sector in USA, 

Racism in western Europe and 

Scandinavia.  

Respect of labour and human 

rights, gender discrimination. 

Weak infrastructure.  

Economic Uncertainty of economic 

stability in Europe.  

Low general living standard, 

divergence the levels of income 

between different society layers. 

Environmental Air and water pollution in 

Europe, USA and Australia.  

Lack of clean water, pollution in 

the big cities. 

Table 3-1 The Priorities table regarding the regions 

 

The table above was composed on the basis of currently happening processes in the regions. 

For example, Sovereign Europe Debt Crisis (BBC News Business, 2011), or environmental 

problems in Australia (McInnes, 2011). Even though, that it considerers very general 

overview it is enough evidence to summarize that different regions have different priority 

areas which should be represented in the implementation of CSR policies at MNC‟s.  

Consequently, it leads to the approach “think globally – act locally”. The thesis previously 

presented that currently the majority of MNC‟s focuses on relatively global policies of CSR 
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by putting the cultural and economical differences and priorities of societies aside (Refer to 

chapters. 3.1; 3.2, 3.3).  

Talking about the emerging markets in particular, it can be assessed that the essential 

priorities of society are improvements in general living standards and infrastructure. 

Therefore, the focus of MNC‟s should be addressed in these dimensions as well.  

3.6.2 The application of the framework 

 

Based on all above, the general guidelines for MNC‟s how CSR programs could be 

implemented in emerging markets could be extracted and summed up as following: 

Field of interest The ways of improving the fields of interest 

Sustainability 
 Air & Water pollution 

 Reduce solid waste 

 Improve sanitation 

Labor and Human rights 

 

 Increase employment 

 Respect Human rights 

 No child Labor but school 

Governance 

 

 Improve transparency and corruption 

 Working in partnership for social project 

 Financial benefits for companies (less taxes for example) 

Community Support  Education programs  

 Investment in infrastructure 

Economic development 

 

 Support economic growth 

 Increase living standards 

 Eradicate poverty 

Health 

 

 Improve health services 

 Help for campaign against diseases (Malaria, HIV…) 

Table 3-2 The ways to address CSR programs in reference to the focus areas of societies 
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4 Conclusion 

 

The starting point of this report was that Corporate Social Responsibility has to be “something 

good for everyone” and not only businesses in developed countries. Based on the global 

financial crisis in Europe and the fall of the current capitalism system, we defined our 

problematic as follow: How CSR could benefit both to TNC‟s and the societies of the 

emerging markets.  

The first thing to do was to define the concept of CSR. We have analysed different theories 

including shareholders, stakeholders, Carroll‟s pyramid, Triple bottom line and 3Ps. We have 

seen that it is very difficult to give a clear and precise definition of the concept of CSR. But as 

it is written in the report of the European commission, a global definition could be “the 

responsibility of enterprises for their impacts on society”. The European Commission insists 

on five dimensions which characterize CSR: 

- Social 

- Environmental 

- Stakeholder 

- Economic 

- Voluntariness 

These five dimensions have to be met to have a functional concept of CSR, but any theories 

use all of them at the same time and with the same importance. And as confirmed by the 

examples that we have taken to illustrate these theories, none is sufficient. Despite some 

evidence that companies are making efforts in this direction, we had to find a model to better 

match emerging market. The first gap was illustrated here: there is only global concept in the 

common CSR literature. 

 

In a second time, to be sure that CSR could benefit to TNC, we wanted to analyze 

expectations of the society and compare them with companies‟ measures. The gap between 

the two parties could be a source of discontent and loss of trust in companies. This analysis 

confirmed that the society paid attention to the five components that we defined and that CSR 

was even an argument for consumers to purchase. By extending this analysis to the 20 largest 

MNC and how they implement CSR measures, we find that very few of them have real 

strategies in this way and when they implement certain measures, they focus only on one or 

two dimensional view and apply it only in areas where they are already established. The 
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second gap was illustrated here: companies, despite the benefit they can have, apply only 

partially concepts and very locally. 

Using these two first gaps identified, we saw the need for new conceptual models to improve 

the present CSR definition. Thus, we analyze three new concepts: CSV, BOP and SB. These 

concepts are clearly social orientated and gave us important clues to define our concept and 

that perhaps we needed to review the dimensions defined above.. We have seen that this is 

possible especially with the example of Danone / Grameen. Moreover, these concepts 

introduce the idea of “by investing, you reduce the poverty and thus improve the standard of 

living. By improving the standard of living, you improve purchasing power and thus you 

increase your sales in these markets”. However, none of them uses the five dimensions that 

have been defined. The final gap was illustrated here: we have to find a concept with social 

oriented, based on Grameen example and which use suitable dimensions to satisfy both 

companies but also people of emerging markets. 

Emerging markets have immediate needs that are different from developed countries. The five 

dimensions we had identified were related to developed markets. It was therefore necessary to 

redefine them to meet better the needs of existing markets in the short term. The goal is of 

course that their needs change and become the same as those in developed markets. 

 

We can summarize the decisions we have taken with the table in part 3.6. To successfully 

raise the standard of living, it is necessary that companies play the game. Shareholders should 

understand that it is in their interest to recirculate the money they have earned by investing in 

a first step in primary needs on emerging markets. As emerging markets are huge markets, 

they will have a feedback on the long-term and it would be in a win-win situation. 

The problem remains in the opportunistic nature of human beings and nobody knows if firms 

will invest in CSR on these markets or if the shareholders will prefer to invest their profits in 

anonymous financial investments but which are profitable in the short-term even if it means 

destroying even a little more the economic system. 
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5 Appendixes 

5.1 Appendix no 1 (Structure of the project) 
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5.2 Appendix no 2 (Literature review) 

Literature review 

Source Title Sample Findings 

Maon, F., Lindgreen, A., & Swaen, V. 

2010. International journal of management 

reviews, 10,1111, 20-38 

Organizational stages and cultural phases: a critical 

review and a consolidative model of CSR 

development 

Critical review of the stakeholder 

conceptualization and proposition of a 

consolidative model for adopting a phase-

dependent approach 

Stakeholder theory basis. cultural and moral 

aspects. Practical implementation of CSR 

Chung-Hua, S.,Yuan, C. 2009. Journal of 

Business Ethics, 88:133–153 

Ambition Versus Conscience, Does Corporate Social 

Responsibility Pay off? 

The Application of Matching Methods 

A study analyzing the relation between CSR 

and profit maximization through four 

measurement methods 

social aspect. link between CSR and profits 

tends to be positive regarding matching 

methods. Mathematic/Metric approach 

Karnani, A. 2010. The Wall Street Journal, 

www.wsj.com 

The Case Against Corporate Social Responsibility Discourse arguing against the social 

responsibility of firms, based on a basic 

capitalistic perception. 

Social aspect. CSR could exist only when public 

and corporate interests are aligned. 

Ramasamy, B., Yeung, M. 2009. Journal 

of Business Ethics  88:119–132 

Chinese Consumers’ Perception 

of Corporate Social Responsibility 

A survey analyzing Chinese perception of 

CSR through a questionnaire filled by 257 

representative consumer's 

Carroll’s pyramid. Chinese more supportive of 

CSR than US and EU, especially on the 

economic aspect 

Lindgreen, A., Swaen, V., & Wesley, J. 

2009. 

Journal of Business Ethics 85:303–323 

Corporate Social Responsibility: 

An Empirical Investigation of U.S. 

Organizations 

Analysis of a survey of 401 American firms stakeholder theory. Social aspect. Various 

practices regarding to the different clusters 

Nelling, E., Webb, E., 2009. Rev Quant 

Finan Acc (2009) 32:197–209 

Corporate social responsibility and financial 

performance: the ‘‘virtuous circle’’ revisited 

Longitudinal study examining the causal 

relation between CSR and financial 

performance 

Stakeholder theory. No evidences between 

financial performances and CSR. Social aspect. 

Barnea, A., Rubin, A., 2010. Journal of 

Business Ethics 97:71–86 

Corporate Social Responsibility 

as a Conflict Between Shareholders 

Testing of the hypothesis that CSR 

investment are determined by sel-interest of 

firm's insiders 

Shareholder theory. Social and financial 

aspects. CSR is mainly used to promote self-

interest of managers and shareholders 

http://www.wsj.com/
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Vlachos, P.A. 2011. 

http://works.bepress.com/pavlosvlachos/4 

Corporate Social Responsibility: Attributions, 

Loyalty and the Mediating Role of Trust 

This study investigated whether consumers’ 

perceptions of motives influence their 

evaluation 

of firms’ CSR efforts 

Stakeholder theory. Economic and social 

aspect. Distrust of consumers. 

Scholtens, B., 2009.  Journal of Business 

Ethics  86:159–175 

Corporate Social Responsibilityin the International 

Banking Industry 

Designing and application of a framework to 

assess corporate social responsibility with 

30 internationalbanks. 

sustainable development. Economic, 

technological, environmental, social & ethic 

aspects. Banks improved consistently their CSR 

level between 2000 & 2005 

Jackson, G.,  Apostolakou, A., 2010. 

Journal of Business Ethics 94:371–394 

Corporate Social Responsibility in Western 

Europe: An Institutional Mirror 

or Substitute? 

Study of the influence of different 

institutional environments on CSR policies of 

European firms. 

Stakeholder theory. Economic, environmental 

and social dimensions. CSR is more a 

substitute rather than a mirror of existing 

institutions/legislations 

Reverte, C.,Journal of Business Ethics 

(2009) 88:351–366 

Determinants of Corporate Social 

Responsibility Disclosure Ratings 

by Spanish Listed Firms 

Empirical study of 46 Spanish firms through 

the CSR disclosure practices 

Stakeholder theory. Legitimacy notion. Media 

exposure is the most relevant concept to 

explain corporate rate of CSR investments 

Turker, D., 2009. Journal of Business 

Ethics 89:189–204 

How Corporate Social Responsibility 

Influences Organizational Commitment 

Survey of 269 Turkish professionals 

analyzing how CSR affects 

the organizational commitment of employees 

based on 

the social identity theory. 

Stakeholder theory. Survey led in Turkey. 

Employees and customers such as initiators of 

CSR. 

Chatterji, K., Levine, I., & Toffel, W., 2009. 

Journal of Economics and Management 

Strategy, volume 18, 1:125-159 

How well do social ratings actually measure CSR? Analysis of the way that most of the widely 

used ratings (KLD) provide transparency 

about environmental performance of firms. 

Stakeholder Theory. Social and environmental 

impacts. Transparency and accuracy of 

measuring tools for CSR. 

Rettab, B., Ben Brik, A., & Mellahi, K., 

2009. Journal of Business Ethics 89:371–

390 

A Study of Management Perceptions 

of the Impact of Corporate Social 

Responsibility on Organisational 

Performance in Emerging Economies: 

The Case of Dubai 

Through 280 firms operating in Dubai, this 

study examines the link between CSR 

activities and organisational 

performance. 

Focus on emerging countries. CSR and 

organisational performance: economic, social 

and corporate reputation. CSR investments 

don't compromise competitiveness of 

companies in emerging countries. 
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Rupp, D., Williams, C., & Aguilera, R., 

2009. 

Increasing Corporate Social Responsibility through 

Stakeholder Value Internalization (and theCatalyzing 

Effect of New Governance): An Application of 

Organizational Justice, Self-Determination, and 

Social Influence Theories 

Study of the integration of CSR values within 

the firms through a psychological 

perspective. 

Stakeholder framework. Social aspect. 

Structure of the firms (more or less regulatory) 

consistently determine the level of CSR 

Larsen J., Jensen J. (2009), Nordic Social 

Science Urban and Housing Research 

Conference 

Why would firms engage in urban regeneration 

projects? 

Investigation of companies attitude towards 

engagement in neighbourhood regeneration 

trhough 2 danish cases. 

Caroll's pyramid. Corporate social responsibility 

is very often a matter of self-interest whereas 

local engagement - Company should develop 

their engagement in local life 

Okoye A., Journal of Business Ethics 

(2009) 89:613–627 

Theorising Corporate Social Responsibility as an 

Essentially Contested Concept: Is a Definition 

Necessary? 

This article examines criteria to discover if 

CSR is an essentially 

contested concept and in that case, to 

construe if such a change in perception will 

resolve the definitional 

crisis of the concept. 

EU Definition - The definition of CSR is only 

given by how and why companies applied it 

Holder-Webb L., Cohen J., Nath L., Wood 

D., Journal of Business Ethics (2009) 

84:497–527 

The Supply of Corporate Social Responsibility 

Disclosures Among U.S. Firms 

Exploration of the CSR disclosure practices 

of a size- and industry-stratified sample of 50 

publicly traded 

U.S. firms, 

Triple bottom line - Focus on social aspect as 

leverage - CSR depends of shareholders 

Marin L., Ruiz S., Rubio A., Journal of 

Business Ethics (2009) 84:65–78 

The Role of Identity Salience in the Effects of 

Corporate Social Responsibility on Consumer 

Behavior 

Drawing on social identity 

theory, a model of influence of CSR on 

loyalty is developed and tested using a 

sample of 400 consumers. 

Social aspect - consumers will reward firms for 

their support of social programs - suggests a 

scale for measuring customer feedback to 

motivate companies 

Godfrey P., Merrill C., Hansen J., 

Strategic Management Journal, (2009) 

The relationship between CSR and shareholder 

value: an empirical test of the risk management 

hypothesis 

Application of the risk management model to 

the CSR activities through a test using an 

event study of 178 negative legal/regulatory 

actions. 

Shareholder theory. Investment aimed at 

secondary stakeholders, represents a potential 

method of creating value for shareholders in the 

face of certain types of negative events 
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Castaldo S., Perrini F., Misani N., Tencati 

A., Journal of Business Ethics (2009) 

84:1–15 

The Missing Link Between Corporate Social 

Responsibility and Consumer Trust: The Case of 

Fair Trade Products 

Investigation of the link between the 

consumer perception that a company is 

socially oriented and the consumer intention 

to buy products marketed by 

that company. 

Fair Trade - Social Aspect - People trust in CSR 

of companies only if the products sold by that 

company comply with ethical and social and the 

company has an acknowledged commitment to 

protect consumer rights and interests 

Bhattacharya C.B., Korschun D., Sen S., 

Journal of Business Ethics (2009) 85:257–

272 

Strengthening Stakeholder–Company Relationships 

Through Mutually Beneficial Corporate Social 

Responsibility Initiatives 

Proposition of a conceptual 

model that explains how CSR provides 

individual stakeholders with numerous 

benefits (functional, psychosocial, 

and values) 

Stakeholders benefits through functional, 

psychosocial and values measures 

Rosa Rovira M., Lehmann M., Zinenko A., 

(2011) 

In times of Integration: Can there only be one? Study focusing on international organisations 

and future standards for CSR and more 

globally, for a sustainable development 

agenda. 

EU Definition - Role of international standards 

organisations - Partnerships have to been found 

to go forward 

Petersen H., Vredenburg H., Journal of 

Business Ethics (2009) 90:1–14 

Morals or Economics? Institutional Investor 

Preferences for Corporate Social Responsibility 

Study analyzing whether social responsibility 

had any bearing on the decision making of 

institutional investors. 

Stakeholder - social financial aspect - there are 

specific variables that affect the perceived value 

of the organization, leading to decisions to not 

only invest, but whether to hold or sell the 

shares, and therefore having a consequential 

impact on the capital market’s valuation. 
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5.3 Appendix no 3 (Top 20 Forbes CSR) 

 

Forbes 

rating 
Company Industry 

Is CSR 

implemented

? 

Which field/dimension of CSR 

Countries (Is it 

operating in 

emerging 

markets?) 

Countries where CSR 

is implemented 
Othe commments 

1 
JPMorgan 

Chase 
Major Banks Yes 

Social finance, enviriment, 

engagement, community 

development. Donations, 

Charity. Doing bsiness in ethical 

way. The contribution to its 

stakeholders. 

Over 100 

Countries all 

other the 

world.The 

company 

operates in EM's 

USA in focus, some 

other contries in a small 

scale. Not Emmeging 

markets in  particular. 

The interesing is that the company 

operates in more than 100 countries and 

CSR is implemented in very few. 

2 
HSBC 

Holdings 
Major Banks Yes 

Enviroment, Supporting 

Communities, Contributing to 

economies. 

86, yes the 

company 

operates in EM's 

All the comtinents EM's 

as well 

The stakeholders approach. Howerver, 

the focus is Europe. Investment to 

communities 70% Europe. Contribution 

to EM's is not that high. 

3 
General 

Electric 
Conglomerates Yes 

Healthcare, environmental 

technolgies, finance. 

The company 

operates in over 

100 countries 

worldwide 

including EM's. 

Worldwide,but mostly 

focus on USA. 

The stakeholders approach.Appliance for 

bottom of pyramid.Business ethics. 

4 
ExxonMobi

l 

Oil & Gas 

Operations 
Yes 

Environment and safety, 

community 

development,foundation, 

support programs, social 

projects. 

In most of the 

world’s 

countries includin

g EM's. 

Focus mostly on USA, 

Asia and Africa. 

Following etichal standards, takes a 

disciplined approach to business 

continuity planning and emergency 

preparedness,contributions to nonprofit 

organizations. 



86  

 

Bibliography 

(2006), G. D. Groupe DANONE (2006). Launching of Grameen Danone Foods - A Social 

Business Enterprise. Paris,. 

(2010). Retrieved December 26, 2011, from New Deal: 

http://newdeal.feri.org/speeches/1932c.htm 

A Short History of Grameen Bank. (2012). Retrieved December 19, 2011, from Grameen 

Bank: Bank for the poor: http://www.grameen-

info.org/index.php?option=com_content&task=view&id=19&Itemid=114 

A unique community-based model. (2010). Retrieved December 27, 2011, from Grameen 

Danone Foods: http://www.danone.com/en/what-s-new/focus-4.html 

A Unique Model of Social Business Enterprise. (2010). Retrieved January 2, 2012, from 

GRAMEEN DANONE FOODS LIMITED: http://www.adbi.org/files/sultan_microfinace.pdf 

AFP. (2008, Septembre 9). Lehman Brothers in freefall as hopes fade for new capital. 

Retrieved Janvier 3, 2012, from Google News: 

http://afp.google.com/article/ALeqM5iB5zn0q4MyPe4UpwVXIT03heWOEA 

Apple and environment. (2011, July). Retrieved December 30, 2011, from Apple Web site: 

http://www.apple.com/environment/ 

Apple. (2011). Apple Supplier Responsibility Report - Progress Report.  

Apple. (2011). Facilities Report - Environmental Update.  

Apple Supplier Responsibility. (2011). Retrieved December 30, 2011, from Apple Web site: 

http://images.apple.com/supplierresponsibility/pdf/Apple_SR_2011_Progress_Report.pdf 

Apple. (2010). The story behind Apple's environmental footprint.  

Aubuchon, R. S. (2008, January/February). The Microfinance Revolution: An Overview. 

Retrieved December 2011, from 

http://research.stlouisfed.org/publications/review/08/01/Sengupta.pdf 

BBC News Business. (2011, 12 09). Timeline: The unfolding eurozone crisis. Retrieved 12 

17, 2011, from http://www.bbc.co.uk/news/business-13856580 

Brennan, S. a. (2005). Brennan, S., and J. Withgott. 2005. Environment - the science behind 

the stories, ed. C. et al Bridges. San.  

Burgeoning bourgeoisie. (2009, February). Retrieved December 30, 2011, from The 

economist: http://www.economist.com/node/13063298 

Carroll, A. (2006). Business and Society: Ethics and Stakeholder Management.  



87  

 

Carroll, A. (1999). Corporate Social Responsibility – Evolution of a Definitional Construct.  

Carroll, A. (1991). The Pyramid of Corporate Social Responsibility: Toward the Moral 

Management of Organizational Stakeholders.  

Cheltenham. Corporate Social Responsibility in the 21st Century: Debates, Models and 

Practices Across Government, Law and Business. Edward Elgar Publishing. 

Commission, E. (2006). mplementing the partnership for growth and jobs: Making Europe a 

pole of excellence on Corporate Social Responsibility.  

Connell, S. (1997). Empirical-analytical methodological research in environmental 

education: Response to a.  

Corporate-Responsibility. (2010). Retrieved December 15, 2011, from J.P. Morgan Chace & 

Co: http://www.jpmorganchase.com/corporate/Corporate-

Responsibility/document/2010_CR_AR.pdf 15 

Country Sites. (2011). Retrieved December 13, 2011, from J.P. Morgan: 

http://www.jpmorgan.com/pages/jpmorgan/country 

Crane, A. (2007). Corporate Social Responsibility. Vol. 1.: Theories and Concepts of 

Corporate Social Responsibility.  

Dahlsrud, A. (2008). How Corporate Social Responsibility is Defined: an Analysis of 37 

Definitions.  

DANONE, G. (2006). Launching of Grameen Danone Foods - A Social Business Enterprise. 

Launching of Grameen Danone Foods - A Social Business Enterprise. Paris. 

Elkington, J. (1997). Cannibals with Forks: The triple bottom line of 21st century business.  

European Comission. (October 2011). A renewed EU strategy 2011-14 for Corporate Social 

Responsibility.  

European Comission. (July 2001). Green Paper - Promoting a European framework for 

Corporate Social Responsibility.  

Freeman, R. E. (2006). Company Stakeholder Responsibility: A new approach to CSR.  

Freeman, R. E. (1984). Strategic Managemen A Stakeholder Approach.  

Freeman, R. (2004). The Stakeholder Approach Revised.  

Friedman, M. (1970, September 12). The social responsibility of business is to increase its 

profits. 

Garner, B. A. (2009). Black's Law Dictionary. West Group. 

Gazprom to Children. (2010). Retrieved December 12, 2011, from Gazprom: 

http://www.gazprom.com/social/children/ 



88  

 

Grameen Danone. (2010, June). Retrieved January 2, 2012, from Grameen Social Business: 

http://www.grameensocialbusiness.org/index.php?option=com_content&view=article&id=96

&Itemid=94 

Grameen Danone Foods Ltd, a Social Business in Bangladesh. (2010, May). Retrieved 

December 15, 2011, from 

http://www.muhammadyunus.org/images/stories/in_the_media/GDFL_BP_210510.pdf 

Grameen Danone Foods Ltd. (2010). Retrieved December 16, 2011, from The Grameen 

Creative Lab: http://www.grameencreativelab.com/live-examples/grameen-danone-foods-

ltd.html 

Horrigan, B. (2010). Corporate Social Responsibility in the 21st Century: Debates, Models 

and Practices Across Government, Law and Business. UK & Northampton: Edward Elgar 

Publishing. 

Ingeman Arbnor & Bjorn Bjerke. (2009). Methodology For Creating Business Knowledge 3rd 

Edition.  

Introduction to Grameen Bank. (2011 , November 20). Retrieved December 20, 2011, from 

Grameen Bank : Bank for poor: http://www.grameen-

info.org/index.php?option=com_content&task=view&id=16&Itemid=112 

Investopdia. (2009). Definition - Stakeholder. Retrieved 12 17, 2011, from 

http://www.investopedia.com/terms/s/stakeholder.asp#axzz1gLmdVupK 

Yunus, M. (2009). Creating a World Without Poverty: Social Business and the Future of 

Capitalism.  

Yunus, M. (2009). Creating a World Without Poverty: Social Business and the Future of 

Capitalism. PublicAffairs. pp. 320. 

Yunus, M., & Weber, K. (2010). Building Social Business: the new kind of capitalismthat 

serves humanity's most pressing needs. United States: PublicAffairs. 

J.P.Morgan Chase Social Finance. (2011). Retrieved 12 15, 2011, from J.P.Morgan Chase: 

http://www.jpmorgan.com/pages/jpmorgan/about/responsibility/socialfinance 

J.P.Morgan Chase. (2010). Sustainablity Report.  

Jain, S. C. (2006). Emerging Economies and the Transformation of International Business. 

Edward Elgar Publishing. 

Kuada, J. (2010). Research Methodology - A Project Guide for University Students.  

Kunda, J. (2010). Research Methodology a Project Guide for Uninversity Students.  

Kuznets, S. (1955). Economic growth and income inequality. American Economic Review, 

49: 1-28. 



89  

 

McInnes, H. (2011, 11 12). Top 5 Environmental Issues in Australia. Retrieved 12 15, 2011, 

from http://www.articlesbase.com/environment-articles/top-5-environmental-issues-in-

australia-1243525.html 

Michael M. Poter Biography. (2010). Retrieved December 2011, from Harvard Business 

School: http://drfd.hbs.edu/fit/public/facultyInfo.do?facInfo=bio&facEmId=mporter 

NIKE-Carol's Pyramid. (2006, September). Retrieved December 22, 2011, from Scribd: 

http://www.scribd.com/doc/60141360/6/NIKE-Carol%E2%80%99s-Pyramid 

Penn Schoen Berland. (2010). Perceptions of CSR.  

Perception of CSR. (2010, April). Retrieved December 2011, from Penn Schoen Berland: 

http://www.psbresearch.com/press_pubs/in_the_news.aspx  

Porter E., Michael and Kramer R., Mark. (2011). Creating Shared Value. How to reinvest 

capitalism - and unleash a wave of inivation and growth. Harward Business Review , 62-77. 

Prahalad, C.K (2004) The Fortune at the Bottom of the Pyramid" Wharton School Publishing 

Renou, F. (2009, Avril 2009). Ces entreprises plus puissantes que des pays. Retrieved Janvier 

3, 2012, from Journal du Net: http://www.journaldunet.com/economie/magazine/enquete/les-

multinationales-dont-le-chiffre-d-affaires-depasse-des-pib/le-chiffre-d-affaires-de-siemens-

depasse-le-pib-de-la-libye.shtml 

Savitz, A. (2006). The Triple Bottom Line.  

Serving the Low-Income Consumer: How to Tackle This Mostly Ignored Market. (2010). 

Retrieved December 30, 2011, from Atkearney: 

http://www.atkearney.com/index.php/Publications/serving-the-low-income-consumer.html 

Serving the Word's Poor, Profitably. (2002, September). Retrieved December 27, 2011, from 

Harvard Business Review: 

http://210.212.115.113:81/AK.Dey/OperationsMgmt/OM_Cases/ITC_Collection/ITC_HBRC

ase.pdf 

Social Business. (2010). Retrieved January 02, 2012, from Yunus & Youth tube : 

http://www.yytube.net/index.php?option=com_content&view=category&layout=blog&id=35

&Itemid=80%20%E2%80%93%2002/01/2012 

Social business. (2011, December 22). Retrieved December 27, 2011, from Wikipedia. The 

free encyclopedia: http://en.wikipedia.org/wiki/Social_business 

Social Finance. (2011). Retrieved December 13, 2011, from J.P. Morgan: 

http://www.jpmorgan.com/pages/jpmorgan/about/responsibility/socialfinance 

Stakeholder. (2011). Retrieved December 18, 2011, from Investopedia: 

http://www.investopedia.com/terms/s/stakeholder.asp#axzz1gLmdVupK 



90  

 

Stern, D. (1996). Economic growth and environmental degradation: the environmental 

Kuznets curve and sustainable development. World Development, 24, 1151-1160. 

Supporting cultural projects. (2010). Retrieved December 13, 2011, from Gazprom: 

http://www.gazprom.com/social/supporting-cultural-projects/ 

Supranational. (2011). Retrieved December 16, 2011, from Investopedia: 

http://www.investopedia.com/terms/s/supranational.asp#axzz1fqfvcDaz 

The Fortune at the Bottom of the Pyramid: Eradicating Poverty through Profits. (2004, 

August). Retrieved December 26, 2011, from Knowledge Wharton: 

http://knowledge.wharton.upenn.edu/article.cfm?articleid=1020 

The Global Weath Pyramid. (2011). Retrieved December 30, 2011, from Global Weath 

databook: http://thestatedtruth.com/wp-content/uploads/2011/06/13.png 

The World's Biggest Public Companies. (2011, April). Retrieved December 12, 2011, from 

Forbes: http://www.forbes.com/global2000/ 

Trichet, J.-C. (26 November 2007). Speech by President of the European Central Bank, Tenth 

L. K. Jha Memorial Lecture, . Reserve Bank of India, Mumbai. 

Updates on a Social Business: Grameen Danone. (2009, June 11). Retrieved January 2, 2012, 

from Next billion: http://www.nextbillion.net/blog/updates-on-a-social-business-grameen-

danone 

 

 


