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Abstract

Corporate social responsibility (CSR) has gained enormous recognition and growth among acdemicians and corporations. Business entities are expected to fulfill social responsibility aprt from their usual profit intended activities. Corporations are expected to advance social well-being which in turn can lead to business success. The current study reviews the existing literature to asort various definitions of CSR and analyzing studies on the impact of CSR on financial  performance and consumer response.

Corporate Social Responsibility 

Introduction 

Corporate social responsibility (CSR) has gained great recognition in contemporary academic and corporate world. The advancement of the practice can be linked to the growing awareness among corporations on the role they should play in the society apart from engaging in profit making activities.  The existing literature indicates a number of advantages accrued by corporations which are socially responsible. For instance, Hsu K-T (2012) notes that aspects such as corporation's reputation and brand image are highly determined by the ability of a firm to fulfill social.responsibility. Besides, McWilliams et al., (2006) argues that CSR holds an essential and integral  portion in fulfilling differentiation as well as maintaining positive customer relations. Given these advantages, it is theoretically and practically essential to review and examine the existing literature on  CSR. This research focuses on the various definitions of CSR and the beneficial outcomes that firms can accrue from fulfilling social responsibility, with a specific focus on financial performance and customer respons.

Literature Review
Definition of CSR 

Various studies and authors have defined corporate social responsibility from diverse perspectives. For instance, Dahlsrud
(2008) gave a comprehensive definition of the practice after screening 37 definitions given in various studies. The research yielded various groups and dimensions of CSR  according to the definitions examined, that is, environmental, social, and stakeholder perspectives.Freeman argued that business entities have responsibilities to individuals and groups which can be influenced by businesses or influence them. Besides, Khouly and Rostami (2008) posits that business should be responsible to all its stakeholders such as communities, investors, owners, government, suppliers and competitors. 

 Impact of Corporate Social Responsibility to Financial Performance

The impact of Corporate social responsibility on Financial performance of businesses show divergent views. Even though continuous research has tried to establish the relationship between CSR and financial performance, the literature is still inconclusive. Sekon &Kathuria (2019),carried out a study to establish the impact of corporate social reaponsinility on three indicators of financial performance, that is, Return on equity, return on Assets and Net Profit Margins. The findings of the study depicted that CSR may be negative with Return on Assets and Net profit margins. Besides, it established that CSR may relate negatively with return on equity. Kapoor & Sandhu (2010) examined the impact of corporate social responsibility on financial performance and entities growth. The authors found that CSR was positively correlated to a firm's profitability and insignificantly related to a firm's growth. These findings were consisted with the findings of Murtaza et al., (2014) that corporate social responsibility is positively correlated with financial performance of business. The authors established that if firms expands it social services to the communities, it enhances a good picture in the client's brain henceaccruing higher benefits. 

Impact of Corporate social responsibility on Customer Response 
The existing literature depicts that there is a positive relationshio between  corporate social responsibility and customer response. Abbas et al., (2018)established that fulfillinv social responsibility induces customer engagements that triggers positive behavioural responses such as customer loyalty, word of mouth and customer feedback. The study  showed that customer feedback and engagement were greatly influenced by the ability of a business to fulfill social responsibility.These findings were consistent with the conclusions of  Choi & La (2013) who argued that socially responsible corporations wins customer trust even in cases of a fallen customer brand. The authors established that perceived CSR has a positive correlation with customer loyalty and trust and that which serves as key mediating variables in customer recovery. Zachary & Zaharia (2013), identified a positive impact if CSR on cusumera perceptions and behaviour toward an entity. 

Conclusion 

To conclude, there is a substantial portion of the existing literature that focuses on the impacts of Corporate social responsibility. The practice has been identified as important in not only in the financial performance of organizations but in their relations with customers. Elements and dimensionsin customer behaviours shows that socially responsible corporates are more likely to accrue high benefits. However, despite the advantages highlighted in the research literature, there is need to focus on more local dimeslnsions such as diversity, community reviews, employees and minority  perceptions among other elements to identify the actual impact of the practice. Firma should focus on the challenges and implications of various stakeholders on the role of CSR. This should be guided by a balance between the needs if each stakeholdern. For instance, consumers may need  more protection of consumer rights while employees may seek more incentivesas part of marking a firm as socially responsible. This may stretch a firma resources or even course conflict leading to adverse effects.  
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