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Abstract. The 21st-century social and political environment has continued to evolve and heightens the demand
for organisations to provide accountability for the sustainability operations of their businesses. Accordingly,
organisations are committing to diverse strategic efforts to provide disclosures on their social and environmental
actions to the society and environment where they operate. Corporate social responsibility (CSR) has received support
and criticism since its emergence in the corporate realm. This paper aims to portray CSR as beyond mere symbolic
legitimacy and propose a corporate-society symbiotic existential framework. The research approach is a critical
literature analysis and conceptual framework devel opment. The results show that the corporate and the society co-exist
in a reciprocal relationship. Thus, the implication is that some CSR may be more than symbolic legitimacy with
potential benefits derivable from committed transparent and pragmatic CSR, which can encourage companies to shift
away from symbolic CSR tendencies. The paper recommends the need for organisations to operationalise CSR
practices and policy as this has a propensity to enhance corporate legitimate standing, which will assist in reducing
business risks and enhance the potential for profit in the long run. In addition, this discourse may be helpful for
business schools in their academic studies about CSR and legitimacy theory and would also assist in CSR regulatory
initiatives. The value of the paper hinges on the proposed novel framework for corporate-society symbiotic existence,
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normative CSR.
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Konains HrBakse
VYuisepcumem Jlimnono, m. Ilimepcoype, Iliedenno-Agpurancoxka Pecnybonixa

KopnoparuBHa coniajibHa BiANOBIAAJbHICTD, IEPEeBaru 3a MexaMu
JIETITUMHOCTI. CHUMOIOTHYHA CTPYKTYpa

Anomayin. Coyianvre ma nonrimuute cepedoguwe 21-20 cmonimms npodogicye pozsusamucst ma Ri0GUULYe GUMO2U 00
opeaHizayiti wodo niozgimuocmi y cghepi cmano2o po3gumky. Bionogiono, opeanizayii 30608’ a3yromsca ooxnaoamu
PIBHOMAHIMHUX CMPAMESTUHUX 3YCUTL, WOD PO3KpUBAMU neped CYCRIIbCMEOoM IHpopmayilo npo ceoi coyianbHi ma
exono2iuni Oii 6 cepedosuwi, de gonu npayoioms. Kopnopamuena coyianena sionosioarsnicme (KCB) ompumana
nIOMPUMKY ma KpUmuky 3 MOMeHmY il noseu é cgepi xopnopamuenozo ynpagninus. L{s 0ocniosxcenns mae na memi
npedocmasumu KCB sax woce make, wo uxo0ums 3a medxci npocmoi CUMBONIYHOT 1e2imUMHOCMI, | 3anponoHysamu
CUMOIOMUYHUT eK3UCTNEHYIAIbHULL KAPKAC 83AEMOBIOHOCUH MIJC KOPROPAYIAMU | CYCRiNbCcmeoM. J{ochiOHuybKuil nioxio
noaseac 8 KpUmuyHOMY auanisi aimepamypu ma po3pooyi KoHyenmyaibHoi ocrnosu. Pesynemamu noxasyroms, wo
KOpnopayis ma cyCniibCmeo CRIGICHYIOMb Y 63AEMHUX CMOCYHKAX. Takum yunom, maemvcs Ha yeasi, wjo desaka KCB
Modice Oymu OLIbUL HIHC CUMBONIUHOI 1e2IMUMHICIIO 3 NOMEHYIIHUMU 8U200aMU, OMPUMAHUMU 810 8I00aHOI nPo30poi
ma npaemamuunoi KCB, axa Mmoodice cnoHykamu KOMRaHii @iditimu 6i0 CUMBOIIYHUX MeHOeHyiu. Y cmammi
PeKoMeHO08aH0 opeanizayism gecmu 6 O0ito npakmuxy ma nonimuxy KCB, ockinbku ye mae menoeHyito 00 NOCULEHHs.
KOpNopamueHo20 3aKOHHO20 CIAmycy, Wo 00NOMoice 3MeHWUmuy 6isHec-pu3uKy ma niosuwums nomeHyianl npudymxy
6 0082cocmpoxosii nepcnekmusi. Kpim moeo, yetl ouckypc mooce Oymu KOpucHum 0is Oi3HeC-WKIiA Y iXHIX akaoeMiuHux
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®iHaHcK Ta onoAaTKyBaHHA

0ocniodcenHax ma meopii Jne2imumMHOCMI, A makoxjc oonomodxce 6 IHiyiamueax wooo peeynosanna KCB.
Opucinanvhicms OOCTIONCEHHS NOIA2AE 8 MOMY, WO ABMOPOM 3ANPONOHOSAHO HOBY OCHOBY CUMOIOMUYHOZO ICHYS8AHHS
MIdHC KOPpROpayieio ma cyCchinbCmeom, AKa 3adesneuye nopsaook OeHHull 0Jia MAuOYmMHIX 00Ci0NHCeHb ma ix po3uupeHHs.
Lla cmpykmypa modice npuzgecmu 00 0A2amopas’08020 MOOeTO8AHHA 8 MAUOYMHIX O0CTIONCEHHAX KOPNOPAMUBHO20
VAPABNIHHA, A MAKONAC MOACE OONOMOSIU SMEHUUMU PO3PUS MIdHC Npasoeoro ma HopmamusHoro KCB.

Knrouosi cnoea. xopnopamusna coyianvua eionogioanvricme, npasosa KCB, nopmamuena KCB, nepesazu nosa
Je2IMUMHICTINIO, CUMOIOMUYHEe ICHYBAHHS, Meopis 1e2iMUMHOCI.

1. INTRODUCTION

Corporate social responsibility is an amalgam of
business practices, including social and environmental
proclivities that enhance improved sociad and
environmental conditions of the business community and
environment. When al is said and done, whether it is
lega or normative corporate social responsibility, a
somewhat contestable issue is that the fundamental aim
of establishing the business enterprise is to make a profit
(Alberti & Varon Garrido, 2017). Accordingly, the
corporation will pursue those activities and/or
responsibilities (be they lega or normative) that it
considers pivotal to achieving the ultimate corporate goal
(either in the short or long run) — these activities include,
among other things, CSR.

Perhaps it might be very appropriate to begin this
brief discourse on corporate socia responsibility by
recalling the famous Milton Friedman's essay popularised
as “The Friedman's Doctrine” — with its renowned verses,
which include, amongst others, “the one and only one”
versein the following excerpt:

“There is one and only one social responsibility
of business—to use its resources and engage in activities
designed to increase its profits so long as it stays within
the rules of the game, which is to say, engages in open
and free competition without deception or fraud”
(Friedman, 1970, p. 8).

Friedman's doctrine has sparked numerous debates
since its publication in the New York Times in 1970.
One striking characteristic of the diverse debates is that
both the critics of the doctrine and supporters agree at a
point in time that the business enterprise ought to make a
profit. The most binding form of CSR is the legal CSR —
as an instance, the tax obligation, yet the corporation
must make a profit before paying any tax obligation; the
tax obligation can be seen in the balance sheet row item
(profit before taxation) (Ponnu & Okoth, 2009).
Rationally, any form of social responsibility may be
contingent upon the availability of the means to service
the socia responsibility; for the business enterprise, the
means to engage in CSR is through profit. Hence, similar
to the tax obligation example, the business may be said to
violate its socia responsibility only if it makes enough
profit and refuses to attend to its social contract.

Some literature has criticised the burgeoning
corporate social responsibility aphorism as an apparent
legitimacy strategy, as some companies may be lacking in
proven, pragmatic commitment to justify the rhetorical
disclosures of social responsibility (Machado et 4d.,
2021). The uncertainty regarding whether companies live
their numerous socia responsibility claims has led to the
concept of greenwashing, which describes some fictitious
corporate green claims that lack authenticity in green

practices (Balluchi et al., 2020). Even though corporate
social responsibility is awidely applied concept, which is
interpreted and used in different perspectives by different
companies, the fundamental purpose of corporate social
responsibility is to conduct business operations within
socialy acceptable norms, in an environmentaly
sustai nability ambit and yet economically (CFl, 2023).

The 21st-century socia and political environment has
continued to evolve and heightens the demand for
organisations to provide accountability for the
sustainability operations of their businesses. Therefore,
given society and al corporate stakeholders' demand to
be socially responsible, businesses are committing an
enormous amount of time and space to report
significantly on their social and environmental practices.
This show of adherence to social responsibility is a strong
recognition on the part of business that the voice of
stakeholders matters for the sustained operations and
profitability of business in a constantly growing climate-
conscious business environment. Consciousness about
humans, the interconnectedness between a heathy
environment of business, healthy communities, and
healthy products and services provided by business
continues to suffuse the entire political, social, economic
and wider consumerism system. The diverse
sustainability awareness provided by both government
and non-government organisations may not cease as the
entire global community yearns for a safer environment
that guarantees their present survival and the survival of
future generations. The yearning also pervades the
survival of fauna and flora that provide natural remedies
and fresh air to humans and, hence, the entire ecosystem's
intertwined existence and symbiotic relationship (Ellouze
et a., 2008).

Accordingly, corporate social responsibility is
intricately entwined with the entire advocacy for a
greener climate — either through pollution avoidance,
remediation, adaptation and/or mitigation actions and
responsibilities.

Accordingly, this report may have danted more
toward the external environment as some organisations
see robust socia responsibility reports as an avenue of
seeking society's legitimacy as an ethical company.
However, there is no gainsaying that some companies
may have been pragmatically committed to credible
socia responsibility behaviour rather than mere rhetoric.
This commitment by the corporation stems from the fact
that (amongst other reasons) the corporation has
recognised that being socially responsible begets an
assortment of benefits to the organisation.

Therefore, there is a symbiotic relationship between
the company and society when society positively
patronizes a company that takes care of society, which
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thus begets some revenue for the corporation in
satisfaction of the objectives of the firm. Thus, it can be
said that a pragmatic corporate social responsibility by
the corporate is a give-and-take survival strategy. Ceteris
paribus, the society will give back to the company that
gives to society — hence, a symbiotic and cyclica

relationship exists between the business and society —
which may contribute to a sustainable business
environment that both the business and society yearn for.
A schematic symbiatic relationship can be visuaised in
Figure 1.

Figure 1. A cyclical symbiotic relationship between the corporation and society

Source: author’svision.

2. RESEARCH OBJECTIVE

Within the time of Friedman’s doctrine of the 1970s,
the focal contention about social responsibility then
revolved around a fundamental point, namely what the
corporation owes society; little attention was paid to a
corollary inquiry, such as what the corporation benefits
from corporate socia responsibility. This paper aims to
weave these opposing ends of the question and, in the
end, to propose a framework. Therefore, the key objective
of this paper is to examine the potential benefits of
corporate social responsibility and, in doing so, to
highlight that CSR may be more than mere symbolic
legitimacy; there can be benefits derivable from
committed transparent and pragmatic CSR, and this can
encourage companies to shift away from any symbolic
CSR tendency as the gains implicit from transparent CSR
may be long-lasting for the business enterprise. Hence, in
the end, the paper's sub-objective is to propose the
framework, namely the corporate-society symbiotic
existential framework. The framework provides a picture
of corporate symbiotic benefits to and from society,
which thus elevates CSR beyond mere symbolic
legitimacy. Rather, CSR can be pivota to a mutual and
sustained co-existence between the corporate and society.

3. RESEARCH METHOD

This paper is conceptual and inclines on legitimacy
theory. Its methodological slant is on the development of
a conceptua framework “corporate-society symbiotic
existence framework”. In formulating the framework, the
paper relies on critica analysis of extant literature to
untangle and sieve out important contentious issues
embedded in the somewhat buzz word “corporate social
responsibility”. The author tries to reinforce that although
criticisms exist regarding the legitimacy demeanour of
some corporate regarding CSR, but there is a reason to
believe that some corporate do engage in pragmatic CSR
as part of corporate strategy (Szécs et a, 2020).

4. RESULTS & DISCUSSION

4.1 Emergence of Corporate Social Responsibility
—aBrief

There are many diverse opinions in the scholarly
accounts regarding the emergence of CSR; some point to
the bracket between 1900 and 1960 (Heald, 1970). Others
narrate CSR events between 1800 — 1914 (Husted, 2015);
Crane et al. (2008) indicate it came into the mind of
business around the 1940s. Wells (2002) points to the
bourgeoning around the 1920s emanating from the need
to grow the American economy.

“It has to be said, there is no shortage of history to
dwell on in the debate about CSR even if those who write
about the subject rarely acknowledge as much” (Crane et
al., 2008, p. 4).

The concept of CSR has come of age and has
metamorphosed from philanthropism to a sine qua non
for business success (ACCP, 2023). The contemporary
corporate socia responsibility movement is rooted in
corporate philanthropy traceable back to Andrew
Carnegie — an affluent businessman who persuaded
affluent people to support social needs, a movement he
popularised in his “Gospel of Wealth”. Carnegie' s Gospel
of Wedth inspired another affluent man, John D
Rockefeller, who followed in the footsteps of Carnegie by
donating more than half a million dollars (ACCP, 2023;
Carnegie, 2022). This was developed more through the
founding of the Cleveland Foundation in 1914
by Frederick Goff — a then-renowned Cleveland banker
who innovated philanthropy and thus provided the first
known community  foundation in  Cleveland.
Thefoundation collected gifts from several donors on
behalf of the community. It was able to assess diverse
needs and, after that, provide relevant responses to the
different needs of the community (ACCP, 2023).
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4.2 1sCSR aMere Symboalic L egitimacy?

The legitimacy theory asserts that the business has a
social contract (even if unwritten) between the business
and community expectations. On the one hand, If the
business operations, activities, or services comply with
the community expectations, the business gains corporate
legitimacy in the community’s perception. On the other
hand, if the community perceives the company as in
violation of the social contract, it creates an existentia
threat because the community may rescind the socia
contract, which may make it difficult for the business to
operate within the community (Rochayatun & Kholifah,
2021; Al, 2020; Nurhayati et a., 2016). The idea of
fabricated CSR reporting has emerged in the scholarly
literature. Companies may publish phoney social
responsibility reports to attract legitimacy whilst lacking
committed, transparent socia responsibility. Based on
some criticisms about legitimacy and greenwashing,
Onemay wonder if ubiquitous greenwashing and/or
rhetoric about CSR may completely mean that CSR is a
mere legitimacy. The answer is somewhere on a
continuum between profit motive and social concern.
This is not the case; despite some existence of symbolic,
phoney and/or greenwashing CSR reporting, scholars
concur on transparent CSR. In this regard, Mahmud
(2019) provides the following balanced summary
regarding issue of CSR and legitimacy, which
underscores the key aim of this current paper:

“To various researchers from business and economics,
the idea of gaining organizational legitimacy triggersfirms
to publish Corporate Social Reporting (CSR). It is found
that most organizations pursue only symbolic management
of their legitimacy and publish fabricated CSRs. However,
some organizations with a true sustainability approach
offer transparent information and adopt substantive
legitimacy management. Therefore, sweeping conclusions
derived from legitimacy theory would not be wise’
(Mahmud, 2019, p. 1).

4.3 Are There Benefitsfrom CSR?

Friedman's (1970) doctrine may evade some known
criticism if his doctrine is positively viewed and further
put under a positive discussion and semantic analysis.
This thought arises because his doctrine's catchphrase,
“The Social Responsibility of Business Is to Increase Its
Profits’ (Friedman, 1970, p. 1), has garnered levels of
truism as scholars have, through credible empirical
research findings, proved that corporate social
responsibility increases profit and/or finances of the
business enterprises that engage in socia responsibility.
Granted that Friedman may have had other purposes in
mind for his doctrine, but when viewed deeply based on
practica reality arising from business engagement in
social responsibility and the concomitant gains therefrom,
some of the criticisms of Friedman's doctrine could be
toned down.

Numerous empirical research findings have
uncovered that corporate socia responsibility begets
(amongst others) the following for the business: positive
image and good reputation, cost reduction, improved
profitability, increased market share, low cost of capital,

®iHaHCKM Ta oNOAATKYBaHHA
good relationship with the business community,
government recognition, etcetera. Accordingly, scholars
have avowed that CSR fosters a good corporate
reputation, and others concur that CSR is a veritable
recipe for building a good reputation (Carlise et a.,
2005; Brammer & Payelin, 2004). Rhou and Singal
(2020) found a significant reduction in the cost of
operations for firms that engage in environmental-rel ated
aspects of CSR, such as energy conservation. Cost
reduction is also reported in fashion companies that
engage in effective CSR (Perry & Towers, 2013). In their
study of value-enhancing capacity implicit in corporate
social responsibility, some scholars have recorded
improved profit derivable from CSR (Malik, 2015;
Asemah et a., 2013). Khan and Majid (2013) highlight
that CSR significantly affects market share and
profitability. This is corroborated by Enderle and Tavis
(1998), who opine that consumers' perceptions regarding
CSR deficits in a company may be very damaging to a
business's capacity to make a profit and retain or improve
its market share (Enderle & Tavis, 1998). Corporate
engagement in committed corporate socia responsibility
improves and maintains good corporate relationships with
the community (Siregar, 2021). Corporate socid
responsibility provides a measure of national government
recognition and attracts international recognition of the
company that engages in selfless CSR (Cao et al., 2015;
Hemphill, 2013). Low cost of capita is reported by
previous research in firms that practice CSR; for instance,
El Ghoul et al. (2011) found that firms with enhanced
corporate social responsibility scores experience a
significant reduction in cost of capital. Furthermore,
Harjoto and Jo (2015) concur that legal CSR reduces the
cost of capital and increases corporate value. Whilst the
normative genre of corporate social responsibility may
refer to what the corporation ought to do to society to
remain alegitimate corporate citizen, legal CSR connotes
the aspects of CSR that are legally mandatory for the
company — a typical example is the corporate tax
responsibility, and health and safety of workers. Hence,
prior research findings indicate that a strong judiciary
helps bring some CSR aspects within legal ambits such
that the corporation becomes legally bound. Although
legally bound, good compliance bestows aspects of
CSR'’s good image on the compliant companies (Harjoto
and Jo, 2015).

Overall, M. (2015) formulated a summary of the
value capabilities of CSR asfollows:

“Protecting different stakeholder interests results in
different benefits, such as product market benefits (loyal
customers, product diversification, extended market
share, and the creation of brand equity), capital market
benefits (increased market returns, lowered cost of
capital, and decreased information asymmetry & risk),
employee benefits (increased employee morale, job
satisfaction, and employee productivity), regulatory
benefits (reduced litigation costs, positive media
coverage, and favourabl e treatment from regulators), and
operational benefits (better managerial skills, enhanced
operating efficiency, improved corporate branding, and
reputation). All these benefits derived by superior quality
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CSR performance help improve firms profitability and
economic value both in the short and long-run” (Malik,
2015, p. 426).

Based on the preceding discussions, it becomes clear
to decipher that there are benefits beyond mere symbolic
shows of CSR. When the corporation invests
transparently in society, society gives back in return to
the corporate existence, which thus assists in actualising
the ultimate objective of the firm. Accordingly, the paper
proposes an original framework titled “corporate-society
symbiotic existence”, the author conjectures that none of

G)rporate esponsibility to environment] \

[Responsibity to human rights]
[Responsihility to philanthropy]
[Resonhility to social needs|

[Corporate assistance with water]
[Corporate assistance with food)]
[Corporate assistance with employment]
[Corporate assistance with health]
[Corporate assistance with education]
[Recognition of indigenous communities]
[etcetera..]

SOCIETY RECEIVES FROM BUSINESS

&

1

/

the entities — society or the corporate may exist
exclusively without each other. Therefore, the symbiotic
give-and-take and existential relationship is presented in
Figure 2. Future researchers may add and/or modify the
framework. It aso provides a ground for quantitative
modelling using the variables on each side of the
symbiotic relationship; hence, many models may emerge
when subjected to quantitative CSR. The relationship in
Figure 1 may also lead to many models of logical and
philosophical extension of this discourse, such as relating
it to aspects of legal CSR and aspects of normative CSR.

BUSINESS RECIEVES FROM SOCI ETN

[profit]

[cost savings]

[Improved market share]
[Government recognition]
[International recognition]
[Community relationship]
[Brand recognition]

[Brand reputation]

[Brand image]

[Low cost of capital]

[Market valug]

[Customer reponse and loyalty]
[Talented employees)
[Reduction in regulatory burden]
[Easy access to funding]
[etcetera..]

/

Figure 2. A Framework for Corporate-society Symbiotic Existence
Source: author’s framework with contents sourced from various literature.

5. IMPLICATIONS

This paper highlights that whilst phoney CSR may
exist, but CSR may be more than mere symbolic
legitimacy; there can be benefits derivable from
committed transparent and pragmatic CSR, and this can
encourage companies to shift away from any symbolic
CSR tendency as the gains implicit from transparent CSR
may be long-lasting for the business enterprise.
Thisdiscourse may be helpful for business schools in
their academic studies about CSR and legitimacy theory.

The paper proposes an origina framework for
corporate-society symbiotic existence, providing an
agenda for future research study and expansion.
Thisframework may lead to multiples of quantitative
CSR and corporate governance modelling.

6. CONCLUSION

This paper set out to evaluate the literature to submit
that corporate socia responsibility may exist beyond
mere symbolic legitimacy and that committed CSR may

benefit the business enterprise. Based on the literature,
the paper deciphers that a corporation and society exist in
a symbiotic existential relationship. The society supports
a business that cares for the interest of the society, which
trandlates to profit. Accordingly, business enterprises
pragmatic corporate social responsibility may be
analogous to a give-and-take survival strategy. Therefore,
in the ceteris paribus, society will give back to the
businessthat givesto society.

Hence, the paper proposes a symbiotic relationship
framework that exists between the business and society.
The paper recommends the need for organisations to
operationalise CSR practices and policy as this has a
propensity to enhance corporate legitimate standing,
which will assist in reducing business risks and enhance
the potentia for profit in the long run. The paper aso
provides an agenda for further research to explore the
application of the proposed corporate-society symbiotic
existence framework.
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