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Introduction
Corporate social responsibility (CSR) is a business model that is developed to guide the company to be more socially accountable to itself, the stakeholders, and the community in general. The organizations that practice social responsibility are conscious of the impact they have on society economically, socially, and environmentally. CSR has been widely studied and a lot of knowledge shared by various scholars since the 19th century. This essay is a reflection on the comparison of different scholars’ perspectives on corporate social responsibility and ideas on why organizations participate in CSR.
Corporate social responsibility is an important aspect of any organization. It dictates the way a company can be more socially responsible for itself, the stakeholders, and the community. Edward Freeman, in his article "managing stakeholders," recognizes that to manage stakeholders effectively, organizations should create value for each of its stakeholders. That is the employees, customers, suppliers, financiers, and the community. The companies must also pay close attention to the way the relationship between them and each stakeholder is managed. Freeman is against the dominant model of business that provides that the main objective of running a business is to benefit the shareholder and other benefits and harms that come along the way are incidental. In his opinion, the dominant model encourages resistance to change (Freeman, 2008). This is because it focuses on the needs and interests of the shareholders and ignores the needs of the customers, suppliers, employees, and other stakeholders. This model is not consistent with the basic ethics and is therefore not effective to use in implementing CSR. According to this model, the corporates responsibility is to generate profits subject to the law and custom. The interpretation of the law and ethical custom draws a big difference between the stakeholder approach and the business norms. Creating value for the stakeholders’ focuses on integrating business and ethics within stakeholder relationships instead of treating ethics as an accessory to generating profits.
Bradley, Mitchell, and Donna focus on stakeholder identification, and they discuss who and what really counts. They look at how to identify a stakeholder-based on the stakeholder theory. Identification of the stakeholders is important for a company to be able to implement its corporate social responsibility strategies effectively. A company's CSR strategies are highly impacted by the expectations of the stakeholders. These expectations depend on the type of the company's stakeholders, and they are identified as dormant stakeholders, these stakeholders' main attribute is power. They have the power to control the company's decisions and have their will imposed. An example of the dormant stakeholders are the financiers of an organization. Some CSR practices may be opposed by some of the dormant stakeholders. Companies implement the CSR practices that will not negatively impact their relationship with the dormant stakeholders (Mitchell, Agle, & Wood, 1997). Discretionary stakeholders’ main attribute is legitimacy. They are not powerful enough to influence the company’s main decisions but are the recipients of discretionary corporate social responsibility. Dominant stakeholders possess both attributes; power and legitimacy. They have the ability to control the aspects of a firm, and they have the managers' full attention. While implementing CSR strategies company must consider the dominant stakeholders' ideas.  Demanding stakeholders do not have power and legitimacy and therefore, do not have much influence on a company's CSR.
Matten and Moon look at why CSR differs among countries and change within them, noting that CSR in Europe and the US differ significantly. One of the reason could be because US firms are ready to claim social responsibility, which is not the case in other countries. Another reason identified is that firms in other parts of the world like Europe, Africa, Southeast Asia, and Australia have now started adopting CSR. CSR differs among states due to the difference in political systems, education systems, labor systems, Cultural systems, and financial systems (Matten & Moon, 2006). The more efficient the system, the better the CSR practiced. Factors that contribute to the difference of CSR practices among the firms are the nature of the firm, the coordination of the firm's control system and organization of the market processes.
One reason that the practice of CSR is being used widely is that firms have become more homogeneous and bureaucracy is still a common aspect among many firms. Powell and Dimaggio argue that institutional Isomorphism among different firms set in the same environment makes the firms behave alike, and therefore, this is one reason that has contributed to firms engaging in CSR. The tree mechanisms of Isomorphism according to them are coercive Isomorphism; it refers to the pressures from other firms in which they are dependent on by cultural expectations from the society, mimetic processes (Dimaggio & Powell, 1983). These are uncertainties that cause a form to imitate other firms around it. The last one is normative pressure. These pressures are brought by professionals. Inter-hiring between firms encourages imitation among them. In this case, Isomorphism has benefits for the firm.
In his article, Suchman discusses managing legitimacy. He defines legitimacy as the general perceptions that a firm's actions are desirable and appropriate within a social system of definitions, values, beliefs, and norms. There are three types of legitimacy. Pragmatic legitimacy is the first, and it is based on the self-interested calculations of the firm's most immediate audiences. It may involve a direct exchange between the organization and the audience and in some cases, involve economic, political, and social interdependencies (Suchman, 1995). Moral legitimacy reflects a positive normative evaluation for the organization.  This kind of legitimacy focuses on whether a firm's actions benefit the evaluator instead of if it is the right thing to do. This legitimacy focuses mainly on social welfare. Lastly, the consequential legitimacy that provides that firms be judged according to their accomplishments. Moral legitimacy drives firms to practice CSR because it is resistant to self-interested manipulation compared to pragmatic considerations. 
Conclusion
The authors of the five posts have different perspectives and opinions on CSR and other aspects of organizations, and they have different approaches to explain why CSR is popularly practiced. They all seem to agree that CSR involves creating value for the stakeholders of a firm. Identification of the stakeholders is a crucial step in implementing CSR. This is because different stakeholders influence CSR practices differently. CSR differs among countries due to CSR differs among states due to the difference in political systems, education systems, labor systems, Cultural systems, and financial systems.
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