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Many different companies can significantly contribute to the integrated goals and targets of the United Nations’ sustainable
development goals, such as poverty reduction by 2030. Poverty is not only about people living on less than $1.25 per day, but
more fundamentally, it is their lack of capabilities and access to participate in productive economic activities. If companies can
contribute in order to provide access and the necessary skills, then individuals will have the capabilities to achieve their
aspirations, including earning a higher income. Corporate Social Responsibility and Sustainable Development supports Sen’s
assertions that poverty can be alleviated if the capability of individuals is improved. Beyond that, this book shows that sustainable
development goals can be achieved when the company’s CSR programs and social capital development in improving people’s
capabilities are combined with necessary finance access and market access for the poor. The theoretical model developed from
the journey of Astra International, one of the largest public-listed companies in Indonesia, is replicable for other companies
aspiring to be sustainable in developing countries. The model shows a virtuous cycle between the corporate aim, CSR programs,
social capital and corporate sustainability. This volume is of great value to academics, practitioners and policy makers interested in
the themes of CSR, social capital and sustainable development of developing countries. It also appeals to professionals in industry
associations, development agencies and international organizations, as well as NGOs that are concerned with the achievement of
sustainable development goals by 2030.
In a dramatic departure from its voluntary origins, corporate social responsibility (CSR) is rapidly shifting to hold multinational
companies accountable for more than traditional shareholder performance. This CSR movement is embracing new environmental,
social and governance (ESG) frameworks that both promote global sustainability goals and enhance accountability for negative
impacts businesses can have on ‘planet and people’. This collection of essays by leading businesspeople, international civil
servants, legal practitioners, academics, and other experts offers a forward-looking and pragmatic perspective that illuminates the
major themes in this movement towards increasingly sustainable, transparent and accountable business practices. The collection
shows how CSR has evolved to account for societal pressures, environmental, climate change and human rights impacts,
international policy imperatives and the practical challenges of regulating commercial activity that transcends borders. The
chapters offer an in-depth examination of current issues including: international frameworks and multistakeholder initiatives
catalysing foundational change; the shifting emphasis on corporate imperatives to avoid harm to third parties; trends in CSR,
focused on assuring the planet's future sustainability and social stability; regulatory initiatives around the globe, including Europe,
North America, Asia and Africa; and extended accountability for activities of corporate group members and supply chains. The
pressure and business case for companies to incorporate CSR into corporate governance is intensifying with each quarter,
shareholder meeting, and regulatory agenda. The integration of CSR and new ESG frameworks into multinational corporate
strategy and operations is key to sustainable business models that can generate long-term value for the organization and all
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stakeholders. Their acceptance as cornerstones of 21st century business practice appears inevitable. Taking full account of the
imperative for companies and their lawyers to grapple with the practical and legal challenges in this area, this volume is an
invaluable and pragmatic addition to the practitioners’ toolbox at this important juncture in an ever-more dynamic field.
Globalization has changed the nature of many markets. Previously protected local industries have been forced to become more
competitive, a situation that provides both opportunities and challenges. Key among these is the challenge of implementing
responsible business practices. Corporate social responsibility (CSR) is widely recognized as a worthy commitment to ensure
sustainable benefit for both corporations and communities. CSR is also becoming an important base for businesses to build trust
and confidence in their stakeholders, with the potential to provide a competitive edge. To ensure sustainable growth opportunities,
companies should pursue the three key dimensional values of creation: Profit People Planet Well defined and strategic CSR
activities will ensure an optimum balance between social, environmental, and economic factors for sustainable profits. Hence,
CSR has to be embedded within the business strategy to provide a competitive edge in the areas of brand equity, corporate
reputation, employee retention, and environmental conservation. Although the principles of CSR are essentially the same globally,
each location still calls for different emphasis in the implementation process. Successful application of CSR principles is directly
influenced by the business understanding of its business strategy in proportion to the needs of the local community. As someone
who has implemented all the above activities successfully, author Sri Urip is well placed to discuss effective CSR strategies to 21st
century companies.
The COVID-19 global pandemic has had a profound impact on the global business community. Amidst the ongoing crisis,
countries around the world are opening up again to a business world in which both consumer behaviors and company practices
have started to change. Numerous companies are using corporate social responsibility to demonstrate their commitment to fighting
against COVID-19 and alleviating the negative consequences of the pandemic for their stakeholders; due to this, corporate social
responsibility is expected to become a core issue for managers and researchers in the post-pandemic era. Future Advancements
for CSR and the Sustainable Development Goals in a Post-COVID-19 World discusses the challenges and opportunities of
corporate social responsibility and studies the reactions to the COVID-19 global pandemic that may lead to changes in corporate
social responsibility, corporate approaches to sustainable development goals, and stakeholders' reactions to the post-COVID-19
era. This book addresses the opportunities for businesses to shift towards more genuine and authentic corporate social
responsibility that contributes to addressing urgent social and environmental challenges. Covering topics from social
entrepreneurship typologies to sustainability leaders, this book is ideal for managers, executives, entrepreneurs, business
professionals and practitioners, policymakers, academicians, researchers, and students.
Driving Corporate Social Responsibility provides an authoritative, insiders perspective on establishing strategies that drive
business goals while promoting sustainability and positive corporate citizenship across the company. Featuring leaders in this field
from major companies around the world, this book addresses key topics such as reducing the companys carbon footprint, aligning
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with relevant charities, implementing company-wide programs, communicating with stakeholders, and working across the
organization to make decisions in line with the companys values. From assessing company goals and selecting suitable causes to
engaging employees and investors, these executives share their insight on the many considerations necessary for successful CSR
strategy implementation. Additionally, these authors discuss the potential challenges of corporate social responsibility initiatives,
such as difficulty obtaining executive buy-in, failing to integrate programs with company goals, and inadequate evaluation of costs
and benefits, and give suggestions for overcoming these challenges. The different backgrounds represented and the breadth of
perspectives presented enable readers to get inside some of the leading minds in this emerging field, as these top executives offer
their thoughts on creating strategies to drive both company success and corporate citizenship.
This is the first in a two volume study of Corporate Social Responsibility and corporate behaviour from around the world, taking in
viewpoints from five continents and over ten countries. These case studies present a detailed analysis of best practice in the
corporate world in the areas of social ethics and community engagement.
A holistic perspective for navigating and exploring the CSR landscape. Strategic Corporate Social Responsibility: Sustainable
Value Creation, Fifth Edition, redefines corporate social responsibility (CSR) as being central to the value-creating purpose of the
firm and provides a framework that firms can use to navigate the complex and dynamic business landscape. Based on a theory of
empowered stakeholders, this bestselling text argues that the responsibility of a corporation is to create value, broadly defined.
The primary challenge for managers today is to balance the competing interests of the firm’s stakeholders, understanding that
what they expect today may not be what they will expect tomorrow. This tension is what makes CSR so complex and demanding,
but it is also what makes CSR integral to the firm’s strategy and day-to-day operations. The new edition includes the latest
research, new cases, a streamlined table of contents, and expanded emphasis on the legal perspective of strategic CSR. Keep
your course content up-to-date! Subscribe to David Chandler's 'CSR Newsletters' by e-mailing him at
david.chandler@ucdenver.edu. The newsletters are designed to be a dynamic complement to the text that can be used for in-class
discussion and debate. Past newsletters are archived as a freely-available resource for instructors and students at:
http://strategiccsr-sage.blogspot.com/
The chapters in this volume cover a wide range of theoretical perspectives grounded in strategy, economics and sociology, employ
various methodological approaches, and offer new arguments on the connections that exist between firms’ decisions relating to
sustainability, CSR, and the governance of their stakeholder relations.
Blending theory with practical application, this comprehensive text supports courses at the intersection of corporate social
responsibility (CSR), corporate strategy, and public policy. Part I provides an overview of the field, defining CSR and placing it in
the context of wider corporate strategy. Part II contains chapters on CSR issues related to the organization, the economy, and
society, and provides detailed case studies on a variety of well-known firms. Adopting a stakeholder perspective, the authors
explore CSR issues within the complex global business environment in which corporations operate today.
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This book addresses the environmental, legal, social, and economic aspects of corporate social responsibility in the maritime
industry. It discusses the voluntary aspects of the CSR concept and how the lines between informal and formal rules are merging
and becoming fuzzy. Further, it shows how regulation is enhancing responsibility and sustainability in the maritime industry.The
book gathers the experiences of the WMU, IMO, UN and public and private actors in developing and developed countries in the
maritime industry.
The goal of this book is to define Sustainable Value Creation in terms of a set of principles that differentiate it from existing
definitions of CSR, and from related concepts such as sustainability and business ethics. To internalize these ten principles is to
understand how the firm can respond to stakeholder needs to optimize value creation over the medium to long term. Ultimately,
this second edition book aims to reform both business practice and business education. By building a theory that redefines CSR
as central to the value creation process, the ten principles of Sustainable Value Creation redefine how firms approach each of their
operational functions, but also how these subjects should be taught in universities worldwide. As such, this book will hopefully be
of value to instructors as a complement to their teaching, students as a guide in their education, and managers as a framework to
help them respond to the complex, dynamic context that they are expected to navigate every day. This book is a manifesto for
success in today’s complex, dynamic business environment. The book is designed as an easy-to-digest, critical introductory text
to CSR. With supporting online teaching resources, it is aimed primarily at the MBA and Executive MBA market, and for CSR,
sustainability, and business ethics courses taught by instructors skeptical of existing definitions and organizing principles of CSR,
sustainability, or business ethics.
This casebook argues that corporate sustainability agendas should look beyond stakeholder demands and desires, towards
strategic opportunities to achieve social and commercial benefits simultaneously. It encourages shifting focus from a strategic
approach to a sustainable business practice. As the cases in the book highlight, it is in every company’s best interest to identify a
manageable number of sustainability initiatives whose shared benefits—for society at large and the company—are significant and
also substantially help the company strategically position itself in the competitive marketplace. Strategic sustainable business
practices can lead to shared value creation, strengthening the company’s competitiveness and establishing a symbiotic
relationship. Companies can achieve solid profits by doing good things for the environment; it is a “win-win” for society and for
business. This casebook provides examples of multi-stakeholder partnerships that aim to create sustainable enterprises. Ideal for
teaching purposes, after a brief introduction to the case method, the cases are presented with no comments or criticisms.
To fully comprehend corporate social responsibility (CSR), corporations must understand the many-sided nature of CSR. This
book provides insight into the theoretical foundation, beliefs, and expectations of the multiple stakeholders; the governance of CSR
commitment; and corporations’ strategies associated with the design, development, implementation and communication strategies
for CSR through the case study on Malaysia. The book also explains why corporations should pursue a dual economic and social
function and why it being critical to an organisation’s success. It also describes the CSR trends and influences such as
Page 4/12

Read Book Strategic Corporate Social Responsibility Sustainable Value Creation
sustainability and globalisation on the future of CSR.
This book analyzes issues related to multinational corporations, their immense economic and political influence in a globalized
world, and corporate social responsibility. It offers a unique discussion of corporate social responsibility in the emerging economies
of Brazil, India, South Africa, China, Bangladesh, Chile, and the Philippines.
This book examines and analyzes the challenges programmes for Corporate Social Responsibility (CSR) and sustainable
development are facing in global management practice. It looks at the dichotomy of a general and popular demand for responsible
and resilient management, and the counterplayers that impact the positive effect of such efforts. The book assembles latest
research looking at the root causes for this opposition, and new case studies that showcase the dilemma and possible solutions to
overcome it. Overall, the book juxtaposes short terminism within CSR programmes and longer term sustainable development, misallocation of resources and failed promises associated with CSR, and sketches pathways how CSR and sustainable development
can be directed towards the most pressing issues.
In her book, Dr Ulpiana Kocollari presents a unique contribution to the debate on Corporate Social Responsibility and
Sustainability by clearly expressing how the configuration of a firm’s social dimension can help identify inclusive corporate
governance models, define innovative management processes and reshape performance measurement systems for the evaluation
and assessment of sustainable economic, social and environmental results. Moving a step further, a firm’s social dimension is
defined within the configuration of stakeholders – resources – rewards patterns intrinsic to their interactions with their environment
and embedded in their business activities. Based on this approach, a framework is provided to guide firms in identifying
management activities grounded in and suited to their prevalent patterns, in order to support current and future strategies and
establish adequate measurement and communication tools for pursuing their mission. The book contains original theoretical and
empirical material and particular attention is paid to the principal social and environmental impact measurement models (i.e.
Global Reporting Initiative, Social Return on Investments, Social Balanced Scorecard, etc.), analysing their main features in order
to pinpoint their adequacy in assessing the social dimension and to tailor their use more closely to the specific patterns to which
they refer. Finally, a detailed application of the analysis framework, which the author has identified is proposed for Innovative StartUps with a Social Goal and for Benefit Corporations, in order to detect the patterns embedded in their social dimension and their
distinctive traits, which influence their management and measurement processes.
"This book explores the intricate relationship between marketing, organizational strategy and social responsibility, with a focus on
ethical business and CSR-oriented marketing as a driver for sales peak performance. The book focuses on the commercial sector,
which relies appreciably on ethical marketing/business to enhance sales peak performance and becomes successful in the longrun"-With the changing expectations of consumers, employees and regulators, being best in the world is no longer enough. Businesses
are now also expected to be best for the world: to be socially and environmentally responsible, sustainable and ethical. Based on
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the idea that strategic CSR offers the most holistic and effective approach to corporate social responsibility, the author presents
the key concepts, theories and philosophical approaches to CSR, along with the practical tools needed to implement this
knowledge in the real world. The book is split into three parts; the first part provides the theoretical background of CSR, the second
part examines various CSR approaches and how they can be implemented, and the third part discusses measuring and
communicating CSR. New this this edition is also a chapter titled ‘The S in CSR: Social and Global Issues’. Each chapter
contains questions for reflection & discussion, exercises, and case studies from globally recognised brands such as Ben & Jerry?s,
Google, H&M, Johnson & Johnson, Nestlé, Patagonia, Puma, Unilever and Whole Foods. The book is complemented by chapter
specific lecturer PowerPoint slides, a draft syllabus and an instructor’s manual. Suitable reading for students on Corporate Social
Responsibility modules.
In an effort to safeguard the environment, consumers have begun pressuring global businesses to create environmentally-friendly
products and sustainable business practices that promote the preservation and protection of communities and nature. To create
and maintain positive consumer relationships, new and existing businesses must enact policies that allow them to make an
effective and smooth transition toward sustainability to contribute to economic growth by creating offerings with environmental and
social value. Recent Advancements in Sustainable Entrepreneurship and Corporate Social Responsibility provides emerging
research that examines entrepreneurial strategies and business practices that can be implemented to provide eco-friendly services
to the community and that offer solutions to various social and environmental problems. Featuring coverage on a broad range of
topics such as green marketing, corporate identity, and business ethics, this book is ideally designed for CSR managers, human
resources professionals, entrepreneurs, managers, executives, corporate leaders, business professionals, academicians,
researchers, and students seeking current research on the expanding area of sustainable business practices.
Undeniably, the concept of corporate social responsibility (CSR) is not new, but there is a huge difference between understanding
the concept of CSR in developed and developing nations. In developing countries, firms have little interest in adopting CSR as a
strategy in their business goals. The best practices, techniques, and empirical studies conducted around the globe must be
discussed in detail in order to encourage the incorporation of the best CSR strategies for regionally diverse businesses. Global
Corporate Social Responsibility Initiatives for Reluctant Businesses is a critical reference source that covers the scope of global
corporate social responsibility, which has continued to increase in the last couple of decades. The book includes core aspects of
corporate social responsibility philosophy and practices in different European, North American, and Asian countries. This authored
book helps readers to understand the corporate social responsibility practices in different countries and also provides a holistic
picture of global CSR and emerging trends with the support of empirical studies. Covering topics including internationalization,
Islamic CSR, green public procurement, CSR strategy, and sustainability, this book is essential for managers, executives, human
resources managers, policymakers, academicians, researchers, students, and practitioners.
This book discusses sustainable development decision-making. Focusing on decisions to invest in wind turbine technology as part
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of a corporation’s CO2 emission reduction strategy, it presents a new evaluation framework, based on the triple bottom line
framework widely used by businesses to communicate their adherence to corporate social responsibility. This new framework
allows the evaluation of strategic corporate decisions to invest in wind turbines to mitigate global warming in the context of a
corporation’s social responsibility, and includes an objective measurement stage to add rigor to the evaluation process. The book
describes the use of measured data from wind turbine projects to both develop and validate the methodology, and also identifies
key enablers and barriers as businesses attempt to successfully integrate corporate social responsibility into their overall business
strategy. Given its scope, the book appeals to postgraduate students, researchers, and business professionals interested in the
environmental impact of corporations. Featuring case studies from Ireland, it is particularly relevant to audiences within Europe.
There is growing interest regarding the sustainability of communities. This volume offers a critical review of current trends around
Corporate Social Responsibility and sustainability activities in developing economies. It is a must have for business practitioners,
policy makers, experts in supranational organizations, academics and students.
Strategic Corporate Social ResponsibilitySustainable Value CreationSAGE Publications
The goal of this project is to detail the core, defining principles of strategic CSR that differentiate it as a concept from the rest of the
CSR/sustainability/business ethics field. It is designed to be a provocative piece, but one that solidifies the intellectual framework
around an emerging concept--strategic CSR.The foundation for these principles comes from my perspective as a management
professor within the business school. As such, it is a pragmatic philosophy, oriented around stakeholder theory, that is designed to
persuade business leaders who are skeptical of existing definitions and organizing principles of CSR, sustainability, or business
ethics. It is also designed to stimulate thought within the community of intellectuals and business school administrators committed
to these issues, but who approach them from more traditional perspectives. Ultimately, therefore, the purpose of the strategic CSR
concept (and this book) is radical--it aims to redefine both business education and business practice. By building a theory that
defines CSR as core to business operations and value creation (as opposed to peripheral practices that can be marginalized
within the firm), these defining principles become applicable across the range of operational functions. As such, they redefine how
businesses approach these functions in practice, but also redefine how these subjects should be taught in business schools.
Organizations have developed a variety of strategies for dealing with the intersection of societal needs, the natural environment,
and corresponding business imperatives. At one end of the continuum are organizations that do not acknowledge any
responsibility to society and the environment. And on the other end of the continuum are those organizations that view their
operations as having a significant impact as well as reliance on society at the economic, social, and ecological levels. This
sourcebook presents current knowledge related to what has become known as "corporate social responsibility" (CSR). Ongoing
research reveals that a variety of strategies, alliances and partnerships, and approaches are being used around the globe to
respond to issues of CSR. The aspirations of many corporations to contribute to a better world is great, but translating that
aspiration into reality remains a challenge for organizations the world over.
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In this book we capture and explore different aspects of value in corporate social responsibility (CSR). This includes the historical
development of value in CSR, how value is linked to a positive vision of the future, and how it is communicated by a range of
private and public organisations to various audiences. The book contrasts corporate strategic value with co-operative value, and
community value in the context of sustainable development. It explains how leaders’ values can drive responsible business
practice and enhance social cohesion, solidarity and resilience in fractured and unequal communities. The book asks the reader to
consider what value means in CSR for business and society, where it comes from and how it is enacted, alongside its broader
purpose and value to the community. Finally, the book presents CSR as a global project by noting how values are cultural and how
sustainability has become an urgent international priority.
By and large, corporations of the 21st century have come to realise that their obligations to societies in terms of corporate social
responsibility are fourfold: economic, ethical, altruistic and strategic. Meeting these four responsibilities is crucial to their survival in
their various markets and industries; it also requires them to rewrite their previously less socially responsible business models in
order to do so. All indications continue to suggest that it is those organisations that are perceived to be socially responsible by
stakeholders in modern markets that survive and prosper. Corporations have equally realised that by being innovative in all things
– including their CSR activities and initiatives – they will add value to the so-called bottom line, to the positive contributions they
make to society and to how they are perceived by their key stakeholders. However, many criticisms have been made of CSR in its
current form, often related to the lack of value that it generates within the enterprise and the fact that it offers only a partial and
short-term response to the full challenges of sustainable development. The time has come to shift the CSR focus away from risk
management towards a more progressive and entrepreneurial approach that seeks to create value and identify sustainable
opportunities for strategic innovation. This book aims to explore, inspire and support creative, innovative and strategic CSR.
"Innovation" in this book means new products, services and technologies and, in addition, new organisational and institutional
systems, structures and new business models that empower the organisation to advance strategically in an ever more competitive
business world. Both research and practice show that CSR has mainly been approached in terms of value protection and risk
management, where the main objective has been to protect companies' existing assets or avoid scandals. Therefore, in many
cases where CSR remains at the forefront of business activity, it does not lead to fundamental changes and is not yet integrated
as a strategic component where it could create value, generate new ideas and open new opportunities. How do corporate entities
shift their attention from risk management to value creation? This is the key question that this book attempts to answer, both
theoretically and empirically as well as through real case studies and experiences. With contributions from a crème de la crème of
scholars from 12 countries, Innovative CSR gathers together a cornucopia of innovative practices that will be essential reading for
academics and practitioners alike.

This edited volume aims to intimate and orient readers on the current state of corporate governance and strategic
decision making a decade after the global financial crises. In particular, it sheds more light on the current state of affairs
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of corporate governance mechanisms, codes, and their enforcement as well as novel issues arising. The ten constituent
chapters contained herein are authored by seasoned academics with research interests in the areas of corporate
governance, strategic management, and sustainable management practices. It provides up-to-date theoretical and
empirical evidence of such corporate governance issues as corporate governance codes, corporate fraud, quality of
earnings, strategic decision making, corporate social responsibility, sustainable management, and sustainable growth
strategies. Irrespective of the diverse nature and span of the topics included, this edited volume is divided into three
sections and structured to read as a unit.
This book offers practical advice for building organizations with social responsibility and sustainability organically built in –
based on two-way communication between human resources (HR) and public relations (PR) departments working
together as an organizational conscience touchstone benefiting People, Planet, and Profit.
This upper-level textbook offers an original and up-to-date introduction to issues in corporate social responsibility (CSR)
from a global perspective. Written by an international team of experts, it guides students through key themes in CSR
including strategy, communication, regulation and governance. Balancing critiques of CSR with a discussion of the
opportunities it creates, it includes chapters devoted to critical issues such as human rights, anti-corruption, labour rights
and the environment. Pedagogical features include customised case studies, study questions, key term highlighting,
practitioner pieces and suggestions for further resources. The book is also complemented by a companion website
featuring adaptable lecture slides, teaching notes for cases and links to related resources. Tailored for upper-level
undergraduate and postgraduate courses on corporate social responsibility, sustainability and business ethics, it is also
relevant to non-business courses in political science, international relations and communications.
The decisions a corporation makes affect more than just its stakeholders and can have wide social, environmental, and
economic consequences. This facilitates a business environment built around the practical regulations and transparency
necessary to ensure ethical and responsible business practice. Corporate Social Responsibility: Concepts,
Methodologies, Tools, and Applications is a vital reference source on the ways in which corporate entities can implement
responsible strategies and create synergistic value for both businesses and society. Highlighting a range of topics such
as company culture, organizational diversity, and human resource management, this multi-volume book is ideally
designed for business executives, managers, business professionals, human resources managers, academicians, and
researchers interested in the latest advances in organizational development.
Strategic Corporate Social Responsibility, Fifth Edition is a comprehensive CSR text with a strong emphasis on strategy.
Balancing theory and practical applications, the text is divided into two parts. The first half of the text provides an
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overview of the field, stakeholders perspective, CSR as a strategic filter, and how to implement CSR effectively. The
second half of the book uses more than 20 cases to illustrate the organizational, economic, and societal issues
surrounding CSR. The engaging cases capture contentious debates across the spectrum of CSR topics that culminate
with a series of questions designed to stimulate further investigation and debate.
Based on the idea that strategic CSR offers the most holistic and effective approach to corporate social responsibility, the
author presents the key concepts, theories and philosophical approaches to CSR, along with the practical tools needed
to implement this knowledge in the real world.
This book critically analyzes the role of corporate social responsibility (CSR) in achieving sustainable development in
emerging economies. It brings together recent developments, effective frameworks, business models, and strategies
adopted by companies and looks at how they contribute to sustainable business growth. The volume discusses diverse
themes such as green marketing for promoting sustainable development; digitization and sustainability concerns;
communication strategies for CSR; ethical standards in Indian advertising; microfinance as an instrument for achieving
sustainable development; the role of CSR in the Skill India initiative; and CSR activities of Indian listed companies. It also
provides solutions to challenges in achieving sustainable development goals at local and global levels. Drawing on indepth case studies, the book will be an essential read for corporate professionals, students, and researchers of CSR,
management studies, development studies, business studies, economics, environmental studies, green marketing, and
sociology. It will also be relevant for policy makers, NGOs, public and private sector corporations, and consultants in
sustainability reporting, business ethics, and sustainable development.
This monograph focuses on the level of management culture development in organizations attempting to disclose it not
only with the help of theoretical insights but also by the approach based on employees and managers. Why was the term
"management culture" that is rarely found in literature selected for the analysis? We are quite often faced with problems
of terminology. Especially, it often happens in the translation from one language to another. While preparing this
monograph, the authors had a number of questions on how to decouple the management culture from organization's
culture and from organizational culture, how to separate management culture from managerial culture, etc. However,
having analysed a variety of scientific research, it appeared that there is no need to break down the mentioned cultures
because they still overlap. Therefore, it is impossible to completely separate the management culture from the formal or
informal part of organizational culture. Management culture inevitably exists in every organization, only its level of
development may vary.
Efforts to establish the measurement and control of sustainability have produced notable tools, but those instruments lack
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applicability in practice. Increasing the level of standardization of such tools also seems difficult to achieve, because the
contexts surrounding the focal organizations differ considerably. Therefore, what we need is a systematic,
interdisciplinary assessment of how to measure and control sustainability, so that we can establish an essential definition
and up-to-date picture of the field. Measuring and Controlling Sustainability attempts to provide such an assessment in
17 chapters, organized into four main topic sections: (a) organizations and social value creation: Concepts,
responsibilities, and barriers; (b) accounting, measurement, performance, and diffusion of social value; (c) practical and
managerial insights from real-life cases; and (d) choices, incentives, guidance, and ethics. This research anthology
provides a comprehensive collection of cutting-edge theories and research that will further the development and
advancement of measuring and controlling sustainable efforts in theory and managerial practice.
Corporate Sustainability & Responsibility (CSR) - incorporating corporate responsibility, sustainable development, business ethics and
corporate citizenship - has become a widely taught subject in business schools and practiced in companies around the world. Presented here
is a comprehensive textbook that introduces students and practitioners to CSR theory and practice, looking at the past, present and future.
The text includes 25 case studies and over 60 sets of discussion questions (nearly 200 questions), which allow teachers, students and
practitioners to reflect on the presented content and to discuss, debate and dig deeper into the issues. The text itself is written in a highly
readable style, without sacrificing academic rigour (there are over 200 references cited). The result is an inexpensive, accessible and
searchable introduction to a management discipline that has become critical to the future of business, written by one of the world's leading
authorities on the subject.
Blending theory with practical application, Strategic Corporate Social Responsibility, Third Edition is a comprehensive CSR and strategy text.
As such, it supports courses taught either as standalone electives or as core components of the business school curriculum across all
discipline areas. Integral to the book’s unique format is its mix of theory and practical application divided into two parts. After five chapters
that provide an overview of the field, core concepts, and practical challenges, the second half of the book illustrates the extensive and
dynamic nature of CSR via 21 detailed issues and case-studies. The cases capture contentious debates across the spectrum of CSR topics
that culminate with a series of questions designed to stimulate further investigation and debate.
With the changing expectations of consumers, employees and regulators, being best in the world is no longer enough. Businesses are now
also expected to be best for the world: to be socially and environmentally responsible, sustainable and ethical. Based on the idea that
strategic CSR offers the most holistic and effective approach to corporate social responsibility, the author presents the key concepts, theories
and philosophical approaches to CSR, along with the practical tools needed to implement this knowledge in the real world. The book is split
into three parts; the first part provides the theoretical background of CSR, the second part examines various CSR approaches and how they
can be implemented, and the third part discusses measuring and communicating CSR. Each chapter contains questions for reflection &
discussion, exercises, and case studies from globally recognised brands such as Ben & Jerry’s, Nestle, Marks & Spencer, TOMS Shoes,
LEGO, Coca-Cola and McDonald’s. The book is complemented by chapter specific lecturer PowerPoint slides, which can be found here.
Suitable reading for students on Corporate Social Responsibility modules.
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This book explores the overlapping interests of corporate responsibility and sustainable development, specifically focusing on the dynamics of
social change, sustainability governance and evaluation, and creating social value. Corporate Responsibility and Sustainable Development:
An Integrative Perspective draws on ideas and research relevant to both concepts, highlighting the interdependent nature of corporate
strategy and policymaker ambition. The authors seek to capture that any evaluation of responsibility for sustainable development demands
multiple lenses. They propose an integrative understanding to tackling global challenges around sustainable development and focus on four
themes: contextualisation; perspectives on social change; sustainability governance and evaluation; and creating social value. Overall, the
book takes an evaluative approach, using these themes as lenses for engaging with global challenges, which encourages reflection and
informed action. Written by two highly experienced authors, this book integrates short case studies and chapter questions throughout the text,
in order to reinforce learning and help readers reconcile ideas presented with real world issues. It will be an essential resource for tutors and
advanced undergraduate and postgraduate students of business, governance and corporate governance, corporate social responsibility
(CSR), sustainability and sustainable development, stakeholder theory, business ethics, and politics.
Corporate social responsibility (CSR) continues to grow as an area of interest in academia and business. Encompassing broad topics such as
the relationship between business, society, and government, environmental issues, globalization, and the social and ethical dimensions of
management and corporate operation, CSR has become an increasingly interdisciplinary subject relevant to areas of economics, sociology,
and psychology, among others. New directions in CSR research include advanced 'micro' based investigations in organizational behaviour
and human resource management, additional studies of environmental social responsibility and sustainability, further research on 'strategic'
CSR, connections between social responsibility and entrepreneurship, and improvements in methods and data analysis as the field matures.
Through authoritative contributions from international scholars across the social sciences, this Handbook provides a cohesive overview of this
recent expansion. It introduces new perspectives, new methodologies, and new evidence from a range of disciplines to encourage and
facilitate interdisciplinary research and global implementation of corporate social responsibility.
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