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Week 3 Discussion 2: Organizational Values and Corporate Social Responsibility
Corporate Social Responsibility is an important construct for organizations because it addresses the ethical demands that the community places on the organization (Hartman, DesJardins, & MacDonald, 2017). Nonetheless, CSR can be controversial since these ethical requirements can be interpreted differently in different contexts, thereby raising ethical conflicts (Hartman, DesJardins, & MacDonald, 2017). Furthermore, the implementation of CSR is often difficult to evaluate by the company’s accountants since there are no standard guidelines for how the value of CSR can be evaluated (Mujtaba & Cavico, 2013). CSR should be an organizational value when the organization believes that one of its objectives is to create value for its employees, customers, suppliers and local communities, as well as investors and stockholders (Hartman, DesJardins, & MacDonald, 2017). This is because adopting CSR as an organizational value will force the company to acknowledge its obligations to everyone who influences the success or failure of the company and not only to those who have invested financially (Hartman, DesJardins, & MacDonald, 2017).
Corporate Social Responsibility should not be an organizational value when it is implemented only to enhance the organization’s image as a means of social marketing to acquire more stakeholder and employee support rather than as an instrument of benefitting the society and the environment (Hartman, DesJardins, & MacDonald, 2017). As such, the organization will practice a ‘false’ commitment to corporate social responsibility because its ultimate objective will be benefitting the organization only (Hartman, DesJardins, & MacDonald, 2017). Nonetheless, CSR can create value for an organization by enhancing its reputation for social responsibility, which safeguards the company from a drop in its share prices during economic crises (Mujtaba & Cavico, 2013). Furthermore, CSR increases customer acceptance and loyalty towards the organization, thereby increasing the revenue acquired (Mujtaba & Cavico, 2013). Also, corporate philanthropy enhances corporate financial performance by enabling firms to elicit better stakeholder responses and to gain political resources (Mujtaba & Cavico, 2013). However, CSR can be a liability if the organization decides to prioritize its environmental responsibilities over its commercial objectives as part of achieving sustainability in its business practices (Hartman, DesJardins, & MacDonald, 2017). This implies that the organization will primarily evaluate its success based on whether it contributes to environmental sustainability and may therefore incur losses while prioritizing environmental sustainability (Hartman, DesJardins, & MacDonald, 2017).
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