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Abstract

Corporates Social Responsibility (CSR) and the role of the business units have expanded in society along with global
trade development. In addition, significant international development has occurred in the CSR movements, and
this development is observable in the research evolution of CSR transparently. This research aims at assessing
the viewpoints and models of the concept of social responsibilities. This research is applied according to the fun-
damental objective, is research-based on its nature, and the data collection method is the librarian. The research
findings showed that according to the financial collapse and scandal of some companies such as Enron at the be-
ginning of the 21st century, discussion about the rank of CSR in the global economy, particularly the international
corporates, has increased to improve the social and environmental conditions. The objective of corporates is to in-
crease efficiency and profit. Negligence to the social and environmental issues and similar cases makes problems
for the corporate and undoubtedly influences the activities and mission of the corporate, as well as its success.
It is recommended to the manufacturing corporates to search for the root changes of this factor in other factors
and know that if other facilities and conditions of social responsibility are tracked correctly, this factor will go on

effectively along with the social responsibility.

INTRODUCTION

Corporates report their social responsibilities and environ-
mental and social effects. Reporting can improve a cor-
porate's ability to integrate indexes of social responsibility,
lasting with their business, the process of decision-making,
and identifying risks and opportunities. Reporting the in-
dexes of social responsibility and lasting can act as a tool
to change the external perception and stimulating domes-
tic and foreign shareholders in the corporate. Honest, rel-
evant, and complete reporting of the indexes of social re-
sponsibility and lasting increase the employees’ motiva-
tion, improves fame or commercial brand of corporate, in-
creases credit, and makes competitive advantage. More-
over, web-based reporting provides the indexes of social re-
sponsibility and lasting of the flexibility opportunities to
provide data and the reciprocal reaction of shareholders,
and varied connectivity (Eisaei & Yahyapour, 2013). Corpo-
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rate social responsibility is a developing concept that is per-
ceived as a method in which corporates integrate their so-
cial, environmental, and economic concerns in values, cul-
tures, decisions, strategy, and operations transparently to
respond. As a result, they make better procedures, welfare,
and improvement of society (Turker, 2009). Lee and Bru-
vold (2003) says that CSR is a conceptual umbrella with var-
ied and completely related terminology. This refers to the
environment and society and mentions parameters about
the social role of corporates with a transparent, responsive,
and lasting language by a multi-dimension and commercial
approach. Actually, the issue that corporates are responsi-
ble for a wide range of stakeholders beyond the sharehold-
ersisinthe gravity center of the concept of corporates social
responsibilities.
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Problem Statement

CSRis an essence that corporates should be responsible not
only for their shareholders, but also for the other stake-
holders such as their creditors, retailers, and most im-
portantly their customers (Brammer, Millington, & Rayton,
2007; Wasike, 2017). The importance of social responsi-
bility emphasizes that each corporate not only should fol-
low the laws but also should make this motivation in itself
to act the social responsibility. Although social responsibil-
ity originates from the western world, it has a deep root in
China's history and has been accepted significantly by cor-
porates and legislators. Moreover, Colbert, Wheeler, and
Freeman (2003) noted that social responsibility provides
some regulations for corporates about social responsibil-
ity. Moradi (2016) explained social responsibility as the
corporates’ managers’ job are challenged for quick sophis-
tication of business place, and stockholders justify man-
agers to make desirability in the corporate, and this activity
will be possible according to the corporate social respon-
sibility. The term corporates social responsibility refers
to an arrival of a movement which tracks entering the so-
cial and environmental factors in the commercial decisions
of corporates, commercial strategies, and accounting to in-
crease social and environmental performance beside the
economic dimensions in a way that will be useful for a busi-
ness unit, society, and the environment (Thang & Fassin,
2017). Although the concept of corporates social respon-
sibility has been extensively discussed in the theory and
practice, it hasn’t been offered a public accepted concept
(Turker, 2009).

On the other hand, one of the important attitudes of people
toward the job which influences their behavior in the orga-
nization and can be important for the managers of the orga-
nization is the organizational trust and commitment. Orga-
nizational commitment is a state that an employee knows
the employing organization as his/her introducer and de-
fines the organizational trust as the positive expectations
of people based on the organizational roles, relations, expe-
riences, reciprocal attachments of intentions, and various
behaviors of the organization members. In addition, Ferris
(2008) defines the organizational trust as one party's ten-
dency to be vulnerable to the other party based on the ex-
pectation or belief that the other party is safe, open, and
trustworthy.

Social responsibility is one of the most important elements
of the essence of the philosophy of organizations in a way
that emphasizing its observance by the organizations not
only makes the promotion of organizational commitment
possible but also reinforces the satisfaction of the stake-
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holders out of the organizations to legitimize the orga-
nization. The effective factors that should be mentioned
in each organization along with the organizational com-
mitment of employees are social responsibility and social
capital. Meanwhile, making networks and communication
channels, and a way to increase the responsibility of em-
ployees can increase the organizational commitment of em-
ployees (Ardalan, Ghanbari, Beheshtirad, & Navidi, 2015).
Lee and Bruvold (2003) studied about CSR and decision in
the supply chain by the government subsidies. The relevant
social issues have become more significant than past by the
quick economic development.

The effective appraising manner of corporates to have more
CSR and protecting the society’s sustainable development is
an emergent duty of the managers and researchers to solve
the social issues. A three-step Stackelberg game model is
formed for supply chain decision issues dominated by re-
tailers, by considering CSR under government subsidies,
and based on the game-based analysis technic which in-
cludes government, prior retailers, and suppliers. This is
used to analyze the optimum decisions with the govern-
ment subsidies and studies the effect of government sub-
sidies on the profit of supply chain members, attempt level
of CSR, and social welfare in the dominated supply chain by
retailers, as well as determining the relationship between
the optimal government subsidy rates, and CSR level. These
results showed that higher attempts will have higher ef-
fects on the profit of all items in the supply chain. A great
spectrum of the government subsidies can move the supply
chain members toward CSR and general performance im-
provement of social welfare and supply.

Ferrell, Harrison, Ferrell, and Hair (2019) studied business
ethics, CSR, and brand attitudes. The perception of the rel-
ative importance of business ethics and social responsibil-
ity is important in the determination of brand attitudes.
Nonetheless, there were shortcomings in distinguishing be-
tween attitudes toward business ethics and CSR in the pre-
vious literature. This research examines the relevant stud-
ies to brand-customer about business ethics and social re-
sponsibility and researched to assess the customer’s atti-
tudes. They offered four scenarios about changes in the
related corporate behaviors to the negative and positive
behaviors of customer social responsibility and business
ethics. The obtained results from a 351-member panel
study provide a new viewpoint about the customer’s expec-
tations, CSR perception, and business ethics. Itis concluded
that CSR attitudes can be still important; nonetheless, cus-
tomers consider business ethics as the most important be-
havior in their perception of the brand attitude.
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Cho, Lee, and Pfeiffer Jr (2013) studied CSR and informa-
tion asymmetry. It is found that both negative and positive
scores of CSR performance using the CSR performance in-
formation collected by KLD provide data that reduces infor-
mation asymmetry. The extra tests show that the negative
performance of CSR has more effect on the suggested price
range differences of buyer and seller than the positive per-
formance of CSR. This document suggests that future stud-
ies about capital markets should prevent working by pure
scores to prevent a lack of existed information in scores of
the main elements. Then, a positive and important relation-
ship between the suggested price range difference of the
buyer and seller, institutional ownership exchange, and CSR
activities is found that says institutional investors with the
private CSR performance data seem to use the advantage of
this data which reduces the information asymmetry. James
(2016) studied the mutual interactions and CSR as pieces of
evidence of the Zambia Copper Mining Department. This re-
search detected a serious inconsistency in the relationships
between government, civil society, and mineral corporates
that are intensified by various factors such as the classifica-
tion of the main stakeholders. Despite the power imbalance
of stakeholders, the creative cooperation power at the local
level has faced challenges for lack of accepted environmen-
tal and social frameworks, transparency, and responsibility-
taking of the stakeholders. Nonetheless and despite this in-
consistency, some limited activities become possible such
as civil society accepting the past inactive stakeholders for
cooperation to show its priority and reinforces the govern-
ment. This research studies these issues in one of the main
industries of Zambia, the copper mining department, that
economy is so dependent on it.

Cho et al. (2013) studied CSR and information asymmetry.
Itis found out by CSR performance information that was col-
lected by KLD that both negative and positive scores of CSR
performance seem to provide information that reduces in-
formation asymmetry. The extra tests show that the nega-
tive performance of CSR has more effect on the suggested
price range difference of the buyer and seller than the pos-
itive performance of CSR. This document suggests that fu-
ture studies in the capital market issues should prevent
working with pure scores to prevent a lack of the existed
information in the scores of the main elements. Then, a
positive and important relationship between the suggested
price range differences of buyer and seller and the expres-
sion of institutional ownership exchange, and CSR activities
is found that says institutional investors with the private
CSR performance information seem that use the advantage
of this information in a way to reduce the lack of informa-
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tion symmetry.

The Necessity and Importance of Research

Corporate social responsibility is an emerging movement
in corporates that seeks a useful and effective solution to
face social and environmental issues of modern corporates
in today's society. Acceptance and adaptation motives with
social responsibility in much new literature and research
are mentioned by researchers and academics, and this re-
search can help to a better perception of social and envi-
ronmental plans of corporates as a profitability motive and
proper performance in the society. Criticism of modern cor-
porates and the fundamental problems of the current global
economic system can prevent the advent of any sustainable
development. Therefore, the moldering process of corpo-
rates should be balanced with the social and environmental
concerns, and corporates social responsibility can be used
as a conceptual umbrella to remove the contradictions and
conflicts in modern corporates, society, and expectations
of stakeholders because profit sustainability is provided in
this way. In addition, the societies’ expectations in ethical,
legal, economic, and public interests of organizations are to
be committed to the society they act. In this regard, when
the issue of social responsibility in the social life such as or-
ganizations is analyzed, only the right of stockholders, es-
tablishers, or even obeying the legal frameworks, which are
compulsory, should not be considered as the act criteria of
the organization. Instead, responsibility should be consid-
ered as a voluntary matter, type of commitment, and task by
organizations (Ghasemi Ali Abadi, Shakeri, & Nassiri Agh-
dam, 2017; Lopacinska, 2016).

Geva (2008) examined the manufacturing corporates so-
cial responsibility. Despite having the main literature in
CSR, this expression is still vague and discussable based on
meaning, application, and usefulness. Specifically, the ef-
fect of CSR on the tangible and intangible returns of Chi-
nese manufacturers is unknown. An exploratory classifica-
tion of CSR methods in China manufacturing industries is
developed using stakeholder theory and CSR literature em-
pirically. Three CSR classification were identified by study-
ing active manufacturers in the food, pharmaceutical, auto-
mobile, and apparel industries of China, and their relation-
ships with their financial, operational, reputation, and so-
cial performance. These findings deepen the CSR binding
patterns perceptions by clarifying the consequences of CSR
acceptance in China manufacturing industry.
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SOCIAL RESPONSIBILITY VIEWPOINTS

Classic Viewpoint

Based on this viewpoint, the organization should seek its
benefits and does not have any activity directly about ob-
jectives and social issues. Social responsibility is defined as
the production of goods and services at the lowest cost to
society under these conditions. One of the strongest fans of
the classic viewpoint is Milton Fraidman. This well-known
economist believes that managers should have the type of
activities to maximize the profit of stockholders. Fraidman
believes that it is wrong to allocate the organization's re-
sources to social programs without the consent of stock-
holders. In addition, he believes that the social responsi-
bility of economic agencies is gaining profit. In this case,
Robert Merser, a fan of classic viewpoint, says “the main
responsibility of each economic agency is getting profit. It
means that neither you nor ant employees or anyone else
should not think to society. It’s they look selfish. Do not for-
get that getting profit is like getting oxygen. If it does not ob-
tain in time, you will die and no one else can do anything for
you. When an organization gets profit to guarantee its life,
then it can do its other responsibilities “(Alvani & Ghasemi,
2013).

Accountability Viewpoint

Based on this view, managers should have a sense of re-
sponsibility (be accountable) toward the specific effective
groups on the organization or the ones who can influence
the resources or objectives of the organization. In other
words, an economic agency should have a sense of account-
ability not only toward its stockholders and capitalists but
toward the involved groups in its success equally. These
groups include stockholders, customers, governmental or-
ganizations, labor unions, employees, raw material suppli-
ers, creditors, and so on. In other words, the economic in-
stitutions based on the accountability viewpoint not only
should try to protect capital and to increase their profit but
also have a sense of responsibility to the involved groups in
their attempts (Alvani & Ghasemi, 2013).

Public Viewpoint

This view has a wider scope than the view of responsibility.
The public viewpoint defined the economic agencies as the
partners of government and other social institutions (such
as education organization) and believes that organization
has to solve the problem of society and improve the living
quality of all people besides the other public institutes. As
a result, profitability is considered as only one of the ob-
jectives of the economic agency. Therefore, the organiza-
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tion is not free only to persuade its objectives. According
to this viewpoint, an organization is committed to follow-
ing its objectives as much as the humanitarian goals. In this
regard, the organization seriously tries to eliminate public
problems such as poverty, pollution, inflation, etc. The fans
of this philosophy believe that the organization must con-
sider itself indebted to society and always consider itself as
its servant because society lets the organization act and use
its scarce resources and make the proper environment to
get profit for it.

RESEARCH METHODOLOGY

The objectives of all sciences are cognition and percep-
tion of the surrounding world. The scientific methods have
changed significantly to be aware of the issues and prob-
lems of the social world. These trends and movements have
led to the use of scientific methods to study various hu-
man disciplines. The characteristics of the scientific study
to find the truth is a proper research method, and selecting
a proper research method depends on the objectives, na-
ture, and subject of the research, and the executive facilities.
In addition, the research aims to access precisely and easily
to answer the research questions. The methodology of this
research is actually a strategy encompassing philosophical
assumptions of the research design as well as data collec-
tion. In this research, tracking the qualitative paradigm was
inevitable because of the lack of research based on social
responsibility and the need to identify how to determine
phenomenon in the real condition. On the other hand, the
need to purify the factors, determine the model, and exam-
ine the model, elements, and relationships descriptively re-
quired the use of qualitative methods. Data theory is one
of the well-known methods of qualitative research that was
introduced by Donaldson and Preston (1995) for the first
time. Researchers use this method usually when their sub-
ject was neglected in previous studies or has been men-
tioned superficially. It means this method is used when the
research aims to code, moderate, or to modify a theory. The
specific characteristic of this research is that theoretical as-
sumptions are not stated at the beginning of the study, but
the generalizations (theory) are emerged by data. In this
method, the big samples are used instead of collecting data
suddenly for analysis beyond description, new classifica-
tions beyond previously perceived ideas, and iterative anal-
ysis of data. In summary, the analysis process and formula-
tion of the theoretical issues are emphasized in this method
instead of the sole focus on the research findings.
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MODELS OF CSR

Caroll’s CSR Pyramid Model

CSR is made of 4 parts of economic (getting profit), legal
(based on laws), ethical (ethics), and philanthropic (good
citizen) (Lau, Lee, & Cheng, 2018). In this model, the eco-
nomic responsibilities are the main responsibilities of an
organization which is profitability. The legal responsibil-
ities refer to that organization should act in its laws and
comprehensive regulations framework of economic activity.
The third responsibility of corporates is ethical by which the
corporates are expected to consider and respect the norms
and values of society. Finally, the philanthropic responsibil-
ities refer to the voluntary activities of corporate (Alvani &
Ghasemi, 2013). The components of the social responsibil-
ity model are hierarchically decreasing in importance. In
this regard that legal responsibility is considered as the ba-
sis and all other responsibilities refer to economic responsi-
bility, and corporates are expected to act in the legal frame-
work. Thus, legal responsibility is the next layer of the pyra-
mid. Later, ethical responsibility is proposed. Philanthropic
responsibility is at the peak of this pyramid and is voluntary
with the minimum importance. In this regard, the more ap-
proaching to the peak of the pyramid, the less the compo-
nents are important (Lau et al,, 2018).

Crossover Model

Caroll’s pyramid model can’t protect the realm nature of
CRS completely and fully illustrate the interrelationships
between them. The realms of CSR have interacted and one
of the inseparable characteristics of CSR is reciprocal com-
munication. In this regard, the crossover model says that
various responsibilities have dynamic and reciprocal rela-
tionships with each other. Particularly, economic responsi-
bility is not the most principal and economic activity along
with CSR u less important than others. Alternatively, legal,
ethical, and philanthropic responsibilities are as important
as the economic responsibility for business (Brammer et al.,
2007).

Concentrated Range Derives

This model is similar to the pyramid model that the eco-
nomic role of business from one aspect is the main core of
social responsibility. Moreover, it is similar to the crossover
model that mentions the reciprocal relationships between
the CSR realms. In this way that economic responsibilities
are at the center of this model like Caroll’s pyramid model,
but not more important than other realms. On the contrary,
philanthropic responsibilities are the most important but
this should be done in the economic realm. In this model,
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each member of the internal circle is the member of the
more-extended external circle, but this relation is not vice
versa (Brammer et al., 2007).

Various Approaches to the Concept of CSR

Generally, there are 3 approaches to the concept of CSR as
follows:

- First theory: it originates from the economic classic theo-
ries. According to this concept, the corporate has only and
only one objective and that is maximizing profit and con-
sequently maximizing the stockholders' wealth. Of course,
this concept is accepted and supported to the extent to be
in an attempt to reach a legal and ethical framework.

- Second theory: it was provided in the 1970s by which
social objectives are mentioned according to maximizing
the profit. According to this theory, corporates managers
should make decisions to balance the rights of stockholders,
employees, customers, and the public. As aresult, a correla-
tion and coalition should be between multiple interests and
considerations, and this coalition is the only way to ensure
the objective of profit-maximizing in the long-term.

- Third theory: according to the third theory, the profit is
not the end of the institutes, and the executive managers
of corporates after getting profit face with the problems of
employees’ demands for a salary increase, the necessity of
executing the development plans, ask for lower prices by
customers, and higher stock profit for stockholders. In this
case, organizational decisions seek to achieve an appropri-
ate level during which both profits are achieved and a de-
sirable level of social goals is provided instead of trying to
maximize profits.

Changing from the second to the third theory of social re-
sponsibility of institutes, similar to movement from the con-
cept of commercial institutes based on the stockholders’
profit, is a more extensive concept. It means the criterion in
the second theory is bringing profit for stockholders which
are related to the right of the other interested groups such
as customers, employees, etc. However, the third theory
emphasizes that the commercial institutes are stakehold-
ers from people and loss and profit are the result of their
activities, and the organizational decisions should be made
based on the group of policies that make more responsibil-
ity in society. Most institutes are not often able to plan in
affairs that the majority use them. Thus, most ideas in this
field are caused by mental judgments in this field. In this
way, reaching social and economic well-being based on the-
ory and mentality may not lead to useful decisions for soci-
ety (Forughi, Mirshams, & Pourhossein, 2008).
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THE POPULAR THEORIES IN THE LITERATURE OF CRS
Theory of Legitimacy

Historically,
by the approach of profit production for stockholders.

organizations have remained sustainable

Nonetheless, this approach is not enough to guarantee sur-
vival today.
gain the society’s satisfaction for survival in any market

In the modern world, organizations should

and size, and this satisfaction is obtained only when the
societies believe that organizations’ operations influence
humans and the environment usefully. Ordinary people,
potential investors, politicians, and an extensive range of
other stakeholders know organizations responsible for the
social, environmental, and economic effects. 3 dimensions
of social responsibility include social, environmental, and
economic dimensions encompass people, earth, and profit,
respectively. The theory of legitimacy assumes that orga-
nizations seek insurance about their activities to be legiti-
mated by the society permanently. Legitimacy is actually a
generalized concept that the acts of each economic unit are
proper, desired, and appropriate to the norms, values, and
beliefs in a social system, and organizations want to act in
the framework of the society’s norms. As ethical and sub-
jective values change over time, organizations are expected
to respond to these changes. In this case, legitimacy means
the adaptation of each economic unit with the current con-
dition in a social system based on its values and norms (Alj,
2012). The theory of legitimacy assumes that an organi-
zation has a social contract with a society where it acts.
The concept of “social contract” is community expectations
about the operations and activities of any organization. Un-
doubtedly, the expectations of society in recent decades
have significantly changed, and corporates should mention
the human, environmental, and social effects of their activ-
ities and have good reactions to them to fulfill these new
expectations. If organizations fail to consider this concept
of “social contract”, they may be deprived by society. Actu-
ally, losing the legitimacy of corporates from society’s view-
point makes problems, limitations, and many obstacles. As
a result, even the goal of maximization of their profit will
not be accomplished as an absolute performance according
to the stockholders’ viewpoint (Eisaei & Yahyapour, 2013).
The theory of legitimacy states that organizations can sur-
vive until society legitimizes them and gives them legiti-
macy. In other words, our social contract is between cor-
porates and each member of society. Society, as a group of
individuals, gives organizations the authority to use natural
resources and labor. Organizations use these resources and
influence the environments negatively besides providing
services and goods. Legitimacy is a resource that the orga-
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nizations’ survival depends on it. However, an organization
can influence this resource or manipulate it. Alternatively,
managers try at any rate to survive the organization to in-
crease its legitimacy. Therefore, they use some strategies in
this field. Some of these strategies include companion with
the society’s expectations, increasing the social resources
of organization than it social costs, putting the value sys-
tem of organization, distributing the political, economic,
or social benefits in various groups of their organizational
power channels, changing the organizational behaviors
along with the change of society’s expectation, persuad-
ing society members about the organization accountability,
changing social expectation, perception, or values, reducing
the conflicts in benefits of various stakeholders groups in
the organization, changing the society’s perception, taking
their attention far from the concerning issues, and attract-
ing their attention to the other issues. However, any taken
strategy by a manager can influence the society if it is di-
vulged and given to the public (Cho et al.,, 2013).

Theory of Political Economy

Today, the correct perception of the political role of cor-
porates is essential beyond obeying the legal standards
and ethical regulations to respond to the globalization phe-
nomenon and challenges of the postmodern era. The global-
ization of the economy has created challenges to guide this
path beyond the capacity of any government, and the dis-
tinction between political and economic activities of cor-
porates in global governance does not make sense to solve
this problem. Instead, the behavioral standards of corpo-
rates should be revised and in addition to economic con-
siderations, the social, political, and environmental spaces
should be considered to reach the social expectations. As
a result, the current image of corporates’ management in
the political and social aspects is still vague. Hence, the
theory landscape does not still have efficient accountabil-
ity to these new challenges in the CSR issue. Therefore, de-
sired interaction and cooperation between corporates and
civil institutions can be considered a key factor for these
issues for the perception of this conflict in economic and
political approaches. In addition, the analysis of the new
issue in political theory can be useful to solve these chal-
lenges and problems. The institutional theory approach of
CSR refers that mutual decisions about CSR is not only a
tool decision but consider more extensive social content.
The global procedure shows that governments support the
economy by scarifying the environment. Thus, corporates
should consider the balance between the economic, social,
and environmental elements as a vital matter to accomplish
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the concept of sustainable development. Moreover, the gov-
ernments have to code the sever regulations in the environ-
mental dimension to control economic activities without
damaging the environment and social sustainability. There
are two aspects in the theory of political economy: 1- clas-
sic, 2- medium class. The classic political economy claims
that whenever divulging the related information to the so-
cial effect of a commercial unit activity is done voluntarily,
only it satisfies a part of legitimacy. Thus, this view has a
clear tendency to enact mandatory disclosure laws. In this
viewpoint, the government is selected to impose restric-
tions on organizations. Thus, the governmentis responsible
to protect the benefits of non-powered groups to protect the
legitimacy of a system as a whole (Moradi, 2016).

Stakeholders Theory

Stakeholders’ theory was developed gradually in the 1970s.
The stakeholders' approach emerged in the middle of the
1980s. The main point in this movement was publishing
Richard Edward Frieman’s work. The title of his work was
strategy management where the stakeholder approach was
proposed as a secondary issue in 1984. He refereed that
his look toward the stakeholder concept is based on the
aspect of corporate (Fontaine, Haarman, & Schmid, 2006).
Frieman proposed the general theory of corporate and sug-
gested two extensive groups for corporate accountability.
Many studies have formed based on the stakeholder the-
ory since then. The role of corporates in society has chron-
ically attracted the attention of many people and has been
the focus of discussion by influencing their employees, the
environment, local communities, and shareholders. Stake-
holder theory is combined by the social and organizational
theories and is actually an extensive research test or a unit
formal theory something less than a formal integrated the-
ory and more than extensive research which mixes philoso-
phy, law, ethics, and political, economics, and social science
theory (Colbert et al., 2003). The basis of stakeholder the-
ory is that corporates have grown so large and their impact
on society is so deep that they have to pay attention and
be accountable to fulfill their responsibilities to the greater
parts of the society in addition to their shareholders. As a
result, not only the stakeholders are impressed by corpo-
rates, but also they influence corporates by their way. Al-
ternatively, corporate is a social unit that should be respon-
sible for the more extensive factors than its owners (Eisaei
& Yahyapour, 2013). Stakeholders in the corporate do not
have shares but they do have an interest. The stakehold-
ers’ relationship has been defined as an interaction where
the stakeholder groups help corporates by their participa-
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tion, and it is predicted that their benefits are supplied by
encouraging and motivating. The public can be considered
as a corporate stakeholder by this analytical framework, be-
cause they provide the infrastructure for corporates to op-
erate by paying taxes. In this transaction, expect corpo-
rates, as citizens, to promote the life quality (Donaldson &
Preston, 1995). Stakeholder theory is significantly impor-
tant to improve the corporate strategies. The real influences
between the corporate and stake the holders influence the
corporate significantly in long-term. In this way, the weak
relationship with stakeholders has negative effects on the
performance of a corporate and brings bankruptcy of them
(James, 2016). Stakeholders are in range of the minimum
to maximum accountability for having the perceived rela-
tions that the stakeholder is an individual or a group than
is interested in being the organization because he/she can
influence or be impressed by it. Most stakeholders intend-
ing to be financial or commercial motives were reorganiza-
tion's empirical studies. Generally, the organizations stake-
holders are the ones that can both impressed on and influ-
ence the corporate. These groups mostly include investors,
suppliers, employees, customers, competitors, local unions,
and regulators. Stakeholders are valuable because they
help the organization achieve its goals. Therefore, organiza-
tion cannot be apathetic in coding and executing the various
plans. In this regard, stakeholders’ theory obliges organiza-
tions to pay attention to their demands in making opera-
tional and strategic decisions. The initial basis of this work
is communication with them which forms another type of
organizational relationship (Moradi, 2016).

CONCLUSION AND IMPLICATIONS

CSR is a new movement in corporates that tracks a use-
ful and effective solution to face social and environmen-
tal issues of modern corporates in today's society. Accep-
tance and adaptation motives with social responsibility in
much new literature and research are mentioned by re-
searchers and academics at the corporate level, and this
research can help to a better perception of social and en-
vironmental plans of corporates as a profitability motive
and proper performance in the society. Criticism of mod-
ern corporates and the fundamental problems of the cur-
rent global economic system can prevent the advent of any
sustainable development. Therefore, the moldering pro-
cess of corporates should be balanced with the social and
environmental concerns, and CSR can be used as a concep-
tual umbrella to remove the contradictions and conflicts in
modern corporates, society, and expectations of stakehold-
ers because profit sustainability is provided in this way. In
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this research, social responsibility was first explained, and
its various models and viewpoints were studied.

e One of the obtained suggestions by conducting this re-
search to the manufacturing corporates is attention to the
environmental conditions as an impressible factor. There-
fore, notice that changing each component can change the
environmental conditions.Thus, it is recommended to the
manufacturing corporates to search for the root changes of
this factor in other factors and know that if other facilities
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and conditions of social responsibility are tracked correctly,
this factor will go on effectively along with the social respon-
sibility.

e Education and culture-making of divulging social and en-
vironmental performance of corporates and providing es-
sential motives to persuade corporates for more activity
and participation as much as possible in this field by the rel-
evantinstitutions for the lasting development and growth of
the economic agencies
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