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Doing Well by Doing Good
Name
Institution
In recent years, organizations are increasingly working towards correlating the organization’s well-being with the well-being of society and the environment in which they operate.  However, despite this stride towards corporate social responsibility, some companies are yet to conceive CSR as both a strategy and an identity. Kreps & Monin (2011), argue that for companies to integrate CSR into being both a strategy and an identity, they are supposed to emphasis on “doing well by “doing good.”  Since, CSR represents achieving success in an ethical manner with respect to stakeholders, community and environment,  then it is certain that practising CSR is not altruistic do-gooding, but rather a way for both the organization and the society to prosper (Byus,  Deis & Ouyang, 2010).  Thus, the attitude of an organization to do good is directed towards achieving a long-term economic outcome goal. 
A company has to choose between doing well and doing good. The example of by Carnival Corporation’s questionable corporate social responsibility is because it attempts to integrate doing well and doing good; when it is typical that this two are not mutually exclusive (Chernev & Blair, 2015). Despite the corporation engaging in various social responsibility initiatives, its recent cover-up of illegal dumping of oil-contaminated waste into the sea violates the tenets of social responsibility (Mervosh, 2019). However, there are many very profitable corporations such as Starbucks, Google, IBM, Wells Fargo, Pfizer and Chipotle that are proving that corporate social responsibility (CSR) isn’t just substantial for society but it is also substantial for the bottom line. These companies are committed to CSR by working to effect social change through business values, practices, and finances. Subsequently, these companies managed to achieve this exceptional CSR milestone by employing a strategy of codifying their shared beliefs and values in a CSR policy. For organizations to enact positive change through CSR, the CSR programs should have the buy-in and active participation from the top of the organization to the bottom (Lindgreen, Maon & Vallaster, 2016). 
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