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UNIT-1

ROLE, SCOPE AND NEED FOR CSR

STRUCTURE
1.1 Learning objectives
1.2 Introduction
1.3 What is CSR?
1.3.1 Some Key CSR issues:
1.4 Need of Corporate Social Responsibility
1.4.1 Why do companies engage in CSR?
1.4.2 The Importance of CSR for Millennials
1.5 Benefits of Corporate Social Responsibility
1.6 CSR in India (Scope, Trends, Examples)
1.6.1 Scope of CSR in India
1.6.2 CSR trends in India since 2014
1.6.3 Examples of CSR in India
1.7 Check Your Progress
1.1 LEARNING OBJECTIVES
After going through this unit you will know:
 Role and importance of Corporate social Responsibility


Historical journey of CSR in global context



CSR in Indian business scenario



Role of corporate communication in the promotion and execution of CSR
activities

1.2 INTRODUCTION
CSR is an evolving business practice that incorporates sustainable development into a
company's business model. In today's socially conscious environment, employees and
customers place a premium on working for and spending their money with businesses
that prioritize corporate social responsibility (CSR).
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1.3 WHAT IS CSR?
Corporate Social Responsibility (CSR) indicates the human face of a profit-making
organisation. As a management concept, it denotes the integration of social and
environmental concerns of business operations.
CSR is generally understood as being the way through which a company achieves a
balance of economic, environmental and social imperatives (“Triple-Bottom-LineApproach”), while at the same time addressing the expectations of shareholders and
stakeholders.
UNIDO (United Nation’s Industrial Development Organisation) based its CSR
programme on the Triple Bottom Line (TBL) approach that includes economic,
environmental and social imperatives. This approach has proven to be a successful
tool for SMEs (Small and Medium Enterprises) in the developing countries to assist
them in meeting social and environmental standards without compromising their
competitiveness.
Profit should not be the only motive for doing business. The TBL approach is an
attempt to align private enterprises to the goal of sustainable global development by
providing them with a more comprehensive set of working objectives.It is important
for an organisation to be sustainable. To become sustainable, a company has to be
financially secure, minimize (or ideally eliminate) its negative environmental impacts
and act in conformity with societal expectations.
1.3.1 Some Key CSR issues:


Environmental management



Eco-efficiency



Responsible sourcing



Stakeholder engagement



Labour standards and working conditions



Employee and community relations



Social equity



Gender balance



Human rights



Good governance
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Anti-corruption measures

CSR is not a legal compliance for business organisations worldwide, yet in India new
corporate law makes it mandatory for large cap companies to spend a specified sum
on CSR every year. CSR spending actually can be used as a strategic business
measure for building brand and enhancing the public image of a company.
There are certain competitive advantages that come as a result of properly
implemented CSR practices. They are:


A marked enhancement in access to capital and markets



Increase in sales and profits



Savings in operational cost



Improvement in productivity and quality



Employee loyalty, less attrition



Improvement in brand image and reputation



Enhanced customer loyalty



Better decision making and risk management

Corporate Social Responsibility (CSR) is also known as Corporate conscience, and
Corporate citizenship. It is the integration of socially beneficial programs and
Odisha State Open University, Sambalpur
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practices into a corporation's business model and culture. CSR aims to increase longterm profits for online and offline businesses by enabling them to become more
efficient and attract positive attention.
1.4 NEED OF CORPORATE SOCIAL RESPONSIBILITY
1.4.1 Why do companies engage in CSR?
Companies try to project an image of being socially responsible organisations to both
consumers and shareholders alike. This in turn serves to positively affect their bottom
lines.
Important reasons why they do so are:

















CSR activities helps in building a brand image.
CSR empowers employees and increases their loyalty.
Formal CSR programs can boost employee morale and lead to greater
productivity in the workforce.
CSR policies go a long way towards attracting and retaining customers, which
is essential to a company’s long-term success. It has been proved that people
gladly pay a premium for goods, when they know that a part of the profits will
be channelled towards social causes that are close to their hearts.
There will be certain increase in foot traffic, if companies enhance the local
community. For example, banks that dispense loans to low-income
households are likely to see more people come to them to do business, as a
direct result.
Companies with good CSR policies tend to attract employees who are eager to
make a difference to the world. With large companies, collective employee
efforts can achieve substantial results, which increases workplace morale and
boosts productivity.
Community-oriented companies are often preferred by consumers over their
competitors. For example, Tesla Inc. (TSLA) CEO Elon Musk has successfully
attracted environment friendly consumers, with his line of cutting edge
electric-powered cars and green automotive products.
Socially responsible companies cultivate positive brand recognition, enjoy
increased customer loyalty, and attract top-tier employees. These in turn help
in achieving increased profitability and long-term financial success.
Today’s consumer is more aware and responsive. There is a demand that
companies change the way they do business, become more transparent, and
play an active role in addressing social, cultural, and environmental issues.
Corporate Social Responsibility (CSR) has taken its place in today’s corporate
world, and businesses that ignore it, do so at their own peril.
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Not only can CSR models increase business and revenue, they promote
change and progress throughout the world, which often involves helping
people with few or no resources.
If companies ignore the importance of CSR, they certainly run a risk to their
bottom line and their brand. Having a bad reputation socially and
environmentally can create serious negative effects on the overall profitability
and success of a company.

1.4.2 The Importance of CSR for Millennials
The business scenario today has completely changed. Internet has empowered the
new age customers with all the necessary information they want. As the millennial
consumer population grows, instilling a model of social responsibility becomes
necessary for attracting what is becoming one of the largest market segments.
Millennials are particularly tech-savvy, and they don’t think twice about researching a
company and looking into its ethical record and labour practices. They often feel that
it is their duty to do their part in making the world a better place, and this burgeoning
generation does not want to be associated with or support companies who do not take
responsibility of the world and the people in it.
CSR has also contributed to an increase in the number of engaged employees. A
recent Deloitte survey found that 70 percent of millennials acknowledged that a
company’s commitment to social responsibility influenced their choice to work there.
With millennials soon to be the largest segment of the workforce, companies looking
to hire these workers will need to embrace CSR in order to attract and retain talent.
Corporate social responsibility is more than just a business trend or fad. Businesses
that want to stay relevant to new generations and those who want to help people in
need around the world while increasing their own revenue and efficiency will benefit
from embracing CSR.This means the CSR activities must take a careful consideration
of human rights, the community, environment, and society in which it operates.
1.5 BENEFITS OF CORPORATE SOCIAL RESPONSIBILITY
The benefits of CSR speak volumes about how important it is and why companies
should make an effort to adopt it.Some clear benefits of corporate social
responsibility are:


Improved public image - This is crucial for the buying decisions of
consumers. Consumers assess the public image carefully.
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Increased brand awareness and recognition - If a company is committed to
ethical practices, the news spreads. When more people hear about a brand, it
will result in increased brand awareness.
An advantage over competitors. By embracing CSR, a company stands out
from competitors in the same industry.
Increased customer engagement. CSR stories of the organization can be
spread in social media channels. Customers will follow the same.
Greater employee engagement. It is important thatthe employees know
about a company’s CSR strategies. It’s proven that employees enjoy working
more for a company that has a good public image than one that doesn’t.
More benefits for employees. Theworkplace will be more positive and
productive when employees are engaged. By promoting volunteering,
employees are encouraged.

1.6 CSR IN THE INDIA (SCOPE, TREND, EXAMPLES)
India is the first country in the world to make corporate social responsibility (CSR)
mandatory in April 2014, following an amendment to the Companies Act, 2013.
Businesses can invest their profits in areas such as education, poverty, gender
equality, and hunger as part of any CSR compliance. The amendment notified in the
Companies Act, 2013 requires companies with a net worth of INR 500 crore (US $70
million) or more, or an annual turnover of INR 1000 crore (US $140 million) or
more, or net profit of INR 5 crore (US $699,125) or more, to spend 2 percent of their
average net profits of three years on CSR.Prior to that, the CSR clause was voluntary
for companies, though it was mandatory to disclose the CSR spending toshareholders.
1.6.1 Scope of CSR in India
CSR includes the following, but is not limited to them:
 Projects related to activities specified in the Companies Act; or
 Projects related to activities taken by the company board as recommended by
the CSR Committee, provided those activities cover items listed in the
Companies Act.
 Businesses must note that the expenses towards CSR are not eligible for
deduction in the computation of taxable income. The government, however, is
considering a re-evaluation of this provision, as well as other CSR provisions
recently introduced under the Companies (Amendment) Act, 2019 (“the
Act”).
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Organizations in India have been quite sensible in taking up CSR initiatives and
integrating them into their business processes.It has become progressively projected
in the Indian corporate setting because organizations have recognized that besides
growing their businesses, it is also important to shape responsible and supportable
relationships with the community at large.Companies now have specific departments
and teams that develop specific policies, strategies, and goals for their CSR programs
and set separate budgets to support them.Most of the time, these programs are based
on well-defined social beliefs or are carefully aligned with the companies’ business
domain.
Major inclusions to expand the scope of CSR in India.
The Corporate Affairs and Finance Minister Nirmala Sitharaman made an
announcement that the government has decided to expand the scope of corporate
spend under Corporate Social Responsibility (CSR) norms. As a result of this,
companies can now contribute towards research across various fields such as science,
technology, medicine. Besides, CSR fund can be spent on incubators funded by the
Centre or state or any state-owned companies. This is expected to attract more funds
for research and development in the country.
“Now under CSR 2% of funds can be spent on incubators funded by central or state
government or any agency or public sector undertaking of central or state
government, and, making contributions to public-funded universities, IITs, national
laboratories and autonomous bodies (established under the auspices of ICAR, ICMR,
CSIR, DAE, DRDO, DST, Ministry of Electronics and Information Technology)
engaged in conducting research in science, technology, engineering and medicine
aimed at promoting SDGs (sustainable development goals),” the government has said
in a statement.
The Finance Minister made this announcement while addressing a press conference at
Goa. She also said that the government will “increasingly fund” more research, but
added that there was a need for large investment for research and development in
India.
“Because there is a need for large investment for RD we are opening up CSR window
also,” she said. Citing an example of how the expansion of the scope of CSR could
help the corporate sector, Union Revenue Secretary Ajay Kumar Pandey, who was
also present at the media briefing with Sitharaman, said that pharma companies could
now outsource their research to the National Centre for Microbial Resource or IITs.
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1.6.2 CSR trends in India since 2014
Since the applicability of mandatory CSR provision in 2014, CSR spending by
corporate India has increased significantly. In 2018, companies spent 47 percent
higher as compared to the amount in 2014-15, contributing INR 7,536 crores (US $1
billion) to CSR initiatives, according to a survey.Listed companies in India spent INR
10,000 crore (US$1.4 billion) in various programs ranging from education, skill
development, social welfare, healthcare, and environment conservation, while
the Prime Minister’s Relief Fund saw an increase of 139 percent in CSR contribution
over the last one year.
The education sector received the maximum funding (38 percent of the total)
followed by hunger, poverty, and healthcare (25 percent), environmental
sustainability (12 percent), rural development (11 percent). Programs such
as technology incubators, sports, armed forces, reducing inequalities saw negligible
spends.
Taking into account the recent amendments to CSR provisions, industry research
estimates CSR compliance to improve and range between 97 to 98 percent by FY
2019-20.According to the companies act, firms with a net worth of ₹500 crores or
more, or turnover of ₹1,000 crores or more or net profit of ₹5 crores or more, are
required to spend 2% of average net profit of the preceding three years on corporate
social responsibility activities.
These include initiatives that would have a social, economic and environmental
impact or a way to give back to the society, such as promoting gender equality,
empowering women, promoting education, eradicating hunger, poverty, malnutrition,
boosting rural development projects, conserving natural resources, among others.
1.6.3 Examples of CSR in India
Tata Group
The Tata Group conglomerate in India carries out various CSR projects, most of
which are poverty alleviation programs. Through self-help groups, it has engaged in
women empowerment activities, income generation, rural community development,
and other social welfare programs. In the field of education, the Tata Group provides
scholarships and endowments to numerous institutions.
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The group also engages in healthcare projects, such as the facilitation of child
education, immunization, and creation of awareness of AIDS. Other areas include
economic empowerment through agricultural programs, environmental protection,
providing sports scholarships, and infrastructural development, such as building of
hospitals, research centres, educational institutions, sports academy, and cultural
centres.
Ultratech Cement
Ultratech Cement, India’s biggest cement company is involved in social work across
407 villages in the country. It aims to create sustainability and self-reliance. Its CSR
activities focus on healthcare and family welfare programs, education, infrastructure,
environment, social welfare, and sustainable livelihood.
The company has organized medical camps, immunization programs, sanitization
programs, school enrolment, plantation drives, water conservation programs,
industrial training, and organic farming programs.
Mahindra & Mahindra
Indian automobile manufacturer Mahindra & Mahindra (M&M) established the K. C.
Mahindra Education Trust in 1954, followed by Mahindra Foundation in 1969 with
the purpose of promoting education. The company primarily focuses on educational
programs to assist economically and socially disadvantaged communities.
Its CSR programs invest in scholarships and grants, livelihood training, healthcare for
remote areas, water conservation, and disaster relief programs. M&M runs programs
such as Nanhi Kali focusing on education for girls, Mahindra Pride Schools for
industrial training, and Lifeline Express for healthcare services in remote areas.
ITC Group
ITC Group, a conglomerate with business interests across hotels, FMCG, agriculture,
IT, and packaging sectors has been focusing on creating sustainable livelihood and
environment protection programs. The company has been able to generate sustainable
livelihood opportunities for six million people through its CSR activities.
Their e-Choupal program, which aims to connect rural farmers through the internet,
covers 40,000 villages and over four million farmers. The group’s social and farm
forestry program assists farmers in converting wasteland to pulpwood plantations.
Odisha State Open University, Sambalpur
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Social empowerment programs through micro-enterprises or loans have created
sustainable livelihoods for over 40,000 rural women.
1.7 CHECK YOUR PROGRESS
1) What is CSR and why is it important?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
2) Which are the most important areas included under the purview of CSR in
India?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
3) Describe some CSR activities of companies like the Tata Group?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________

Odisha State Open University, Sambalpur

Page 10

UNIT-2

DEFINING IMAGE MANAGEMENT, CSR AS
A TOOL FOR IMAGE MANAGEMENT,
IMPORTANCE OF IMAGE MANAGEMENT
FOR INDIVIDUALS AND ORGANIZATIONS.

STRUCTURE
2.1 Learning objectives
2.2 Introduction
2.3 What is Image management?
2.3.1 Definition of image management
2.4 Theory of organisational Image management
2.5 CSR as a tool of Image management
2.5.1 Benefits of CSR for a Company.
2.5.2 How to use CSR successfully to improve Brand Image?
2.6 Image management for Individuals
2.6.1 Why is it important for an individual to manage his/her image?
2.7 Image Management for organisations
2.7.1 Why is organisational image management important?
2.7.2 Stages Organizational Image development
2.7.3 Role of strategic communication in image restoration
2.7.4 Theoretical Model of Organizational Image Management
2.8 Role of stakeholders in building corporate image
2.9 Role of Corporate Communication
2.10 Check Your Progress
2.1 LEARNING OBJECTIVES
After going through this unit you will know:
 What is Image management?
 Why is it important for individuals and organisations?
 The instrumental role of CSR activities in building the image of an
organisation
Odisha State Open University, Sambalpur
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2.2 INTRODUCTION
Image management is a conscious and ongoing process of evaluating and enhancing
one’s image. It is about creating first impressions and more importantly an impactful
presence. It gives one the power to control, modify or improve one’s image.
Image enhancement includes an understanding of ourselves - our tastes, our likes and
dislikes, our personality, our roles and goals.
2.3 WHAT IS IMAGE MANAGEMENT?
Image literally means a reflection of one’s own self. People become concerned about
their image because they want others to see them in a certain way. Let’s take the
example of LinkedIn for a better understanding. This is a platform where
professionals join to search new jobs or get business assignments or connect to other
professionals working in the same field. So, every profile that you see in this platform
is an example of image management. People want others to perceive them in a
positive way.
There is an acronym called the ABCD of Image.
APPEARANCE

BEHAVIOUR

ABCD of
Image

DIGITAL
PRESENCE

COMMUNICATION

Image management is a conscious ongoing process of evaluating and enhancing our
image and the way others perceive us. It is about creating first hand impressions. It
gives us the power to control, modify or improve the image that we want to project to
others.
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2.3.1 Definition of image management
For an individual, one’s image directly affects the way one thinks, feels, and the way
one acts or behaves.
The corporate image of an organization conveys its mission, professionalism,
competence of employees and its role in the political landscape or marketing
environment. It reflects the organization’s commitment to its employees, customers,
competitors, partners and the general public.
According to Steven Howard of Howard Marketing Services, the foundation of
corporate image management is the premise that “everything an organization does,
and does not do, affects the perception of that organization and its performance,
products and services.”
Business owners and operators must understand that this image can directly affect the
organization’s success, and companies should incorporate it into all levels of
operation.
2.4 THEORY OF ORGANIZATIONAL IMAGE MANAGEMENT
This particular section has been taken from an exhaustive research done by Joseph
Eric Massey of Walden University. As per this research it was logically proven that
organizational image management is a theoretically-driven process model. This
research postulates that organizations must create, maintain, and in many cases regain
a legitimate image of themselves in the eyes of their stakeholders.
The four important variables examined are:
 Organizational Credibility


Organisational Identity



Organisational Image, and



Organisational Reputation.

Research demonstrates that organizations must sustain a desirable image in order to
be successful (Fariaa& Mendes, 2013). Furthermore, organizations that do not engage
in successful image management increase their chances of failure (Gilpin, 2010;
Seeger, Sellnow, & Ulmer, 1998).
The concepts of credibility, reputation, identity, and image have been treated
synonymously most of the times. Even though there are similaritiesand
interdependencies among these concepts, it is important to understand the differences
between them.
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The study of image, identity and reputation has historical roots in studies of
credibility dating back at least as far as Aristotle, who wrote about ethos, or source
credibility in his book On Rhetoric, in the 4th Century B.C.
The interest in organizational credibility has increased dramatically in recent years
because of exposed unethical practices, organizational crises, and the increased role
of the media as an organizational watchdog (Mason, 2014).
1. Corporate credibility - “The perceived expertise and trustworthiness of the
firm,” is defined as “the extent to which consumers feel that the firm has the
knowledge or ability to fulfil its claims and whether the firm can be trusted to
tell the truth or not” (Newell & Goldsmith, 1997, p. 235). This concept has
been given a lot of importance by academicians, practitioners, and the media.
2. Organizational Identity – Every organisation has a personality and a unique
character which defines its identity. An organisation’s identity reflects the
core value that it believes in. Dutton and Dukerich (1991) state that
organizational identity is “what organizational members believe to be its
central, enduring, and distinctive character”. According to van Riel and
Balmer (1997), “identity refers to an organization’s unique characteristics
which are rooted in the behaviour of members of the organization” (p. 340).
Organizational identity is “what the organization is, what it does and how it
does it and is linked to the way an organization goes about its business and the
strategies it adopts” (Markwich, & Fill, 1997, p. 397). Organizational
identities are created by organizational members, and is based on
organizational values.
Because identity is so closely tied to the organization’s core values, most authors
argue that it is a relatively stable concept. Identities are not, however, immutable.
Rather, they are dynamic, and can be changed, although they are not as malleable as
reputations or images.
3. Organizational Reputation - Organizational reputations are based on
organizational actions, and these actions are based upon organizational
members’ co-creation of the organization, based upon their perceptions of
what the organization is—its core values (van der Merwe, &Puth, 2014).
Whereas organizational identity is based on internal stakeholder actions and
perceptions, organizational reputation is based on external stakeholder perceptions.
An organizational reputation “is a stakeholder’s overall evaluation of a company over
Odisha State Open University, Sambalpur
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time. This evaluation is based on the stakeholder’s direct experiences with the
company [and] any other form of communication and symbolism that provides
information about the firm’s actions” (Gotski& Wilson, 2001, p. 29).
Organizational reputations can be an asset or a liability (van der Merwe, &Puth,
2014). Organizations that have positive reputations are able to attract higher-quality
job applicants, experience greater market share, charge higher prices, and are more
attractive to potential investors (Fombrun&Shanley, 1990).
In short, “a favourable corporate reputation gives an organization a competitive
advantage” (van Ries&Balmer, 1997, p. 341). Furthermore, a favourable reputation
increases the quality of organizational performance (Fombrun&Shanley, 1990).
According to Gotsi and Wilson, there are three schools of thought in the research
literature regarding organizational reputation. They are:
(1) The analogous school of thought – This approach treats organizational
reputation and organizational image as identical.
(2) The differentiated school of thought – This school of thought treats them
as totally separate.
(3) The interrelated school of thought – This school of thought argues that
“there is a dynamic relationship between corporate reputation and corporate
image” (Gotsi& Wilson, 2001, p. 28).
We will discuss the third approach here which is accepted by most of the researchers
working in this field while reputations and images are not identical, they are also not
totally different from one another. Rather, organizational reputations are dynamic
constructs which share interdependent relationships with organizational images.
As mentioned earlier, organizational identity is based upon the core values of the
organization, and that it is a shared construction expressed through internal
stakeholder perceptions of “who we are.” Once expressed, the organizational identity
gives rise to the development of organizational reputation, which, in contrast to
organizational identity, is the perception of the organization on the part of external
stakeholders.
4. Organizational Image – Image is all about projection. In comparison to
organizational reputation, organizational image is much less stable and
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therefore much more amenable to change (Langer, Anderson, Furman & Blue,
2006). The dynamic nature of organizational image makes its management
easier than the management of organizational identities and organizational
reputations.
Before discussing the process of organizational image management, it is necessary to
define the concept of organizational image. There are two definitions of
organizational image that are most prevalent in research, one focusing on the
perceptions of internal members and the other focusing on the perceptions of external
public.
The first, sometimes referred to as “the construed external image” is a descriptive
view, and refers to how insiders believe external audiences view their organization
(Gioia, & Thomas, 1991; 1996).
The second is a projective view and is defined as “outsiders’ beliefs about what
distinguishes an organization” (Dutton, Dukerich, &Harquail, 1994)
An image is “something projected” by the organization, and “something perceived or
interpreted by others” (Cheney &Vibbert, 1987)
Organizational images are therefore created and sustained by both organizations and
stakeholders; while the organization is actively attempting to project a particular
image of itself, stakeholders are forming perceptions of the organization (Willi,
Nguyen, Melewar & Dennis, 2014). This duality is what produces the organizational
image, and it is an important aspect of the definition of organizational image
presented here.
Because of the dialogic nature of organizational images, organizations must
strategically communicate with stakeholders to foster certain images and discourage
others. As Garbett (1988) argues, “although the company image portrayed must
reflect reality, it is entirely possible as well as desirable to select and promote those
characteristics that harmonize with the strategic plans of the company. The
characteristics should also be those deemed desirable by the publics important to the
company”.
Development of the firm’s image therefore requires that the organization look to its
mission statement and overall purpose, and promote desirable characteristics of itself
to its stakeholders-- desirability defined by both the organization and its stakeholders.
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This process is critical to an organization’s success, and is what is referred to here as
organizational image management.
Based on the above discussion, let’s look at the following important points;
 Organizational identities are based on the core values of the organization.


Organizational reputations are developed by external stakeholders and are
based upon organizational actions, among other things.



Organizational reputations are not static, they are dynamic, but they are less
mutable than organizational images.



Organizational images are the perceptions of stakeholders of organizational
actions, and are less durable than organizational reputations.



Organizational images are not based upon organizational reputations— rather,
they share a dynamic, interdependent relationship.

Organizational image management is a necessary component of corporate
communication and is key to organizational success.
Organizations communicate strategically with stakeholders to encourage desirable
images and discourage undesirable ones. Organizational image management theory is
developed from theories of image management and self-presentation at the level of
the individual (see, for example Goffman, 1959; Tedeschi & Riordan, 2013).
Organizations must sustain an effective image with their stakeholders in order to
maximize their chances for success (Garbett, 1988; Mason, 2014). Although failure is
not inevitable when an organization’s image is tarnished, it is more likely to occur, as
many studies have demonstrated (Englehardt, Sallot, &Springston, 2001; Massey,
2001).
What is effective, however, is constantly in flux. Changes in the organization’s
environment, and changes in the organization itself make image management
challenging. The concerns of both organizations and stakeholders are affected by a
host of variables, including
 market dynamics,
 technology, and
 contemporary social and political issues, among others.
The challenge for organizations lies in being able to understand these changes and
continually adjust the organization’s image in anticipation of and/or in response to
environmental change (Fariaa& Mendes, 2013).
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Furthermore, the multiplicity of organizational stakeholders demands a strategic
approach to image management in which the organization attempts to present itself in
terms relevant to all stakeholders, both internal and external (Garbett, 1988).
Although challenging, organizations must engage in image management in order to
be successful.
2.5 CSR AS A TOOL OF IMAGE MANAGEMENT
“Wealth that comes from the people as far as possible must go back to the people”
rightly said by Jamshedji Tata, who is pioneer of social responsibility in India. As a
concept, CSR is defined as “the process by which corporation participates in the
welfare of both internal and external community.” The whole concept also aims to
build relationships with everyone and thus increase the reputation of the company.
CSR should be in line with business operations; integrating the interest of all the
stakeholders. CSR does focus on the social, environmental and financial success of a
company with the overarching goal being to positively impact society while
achieving business success.
The simple definition of social responsibility calls it the “obligation of an
organization – its management, in particular – towards the interests and the welfare of
the society that it operates in”. But we can go even deeper than that.
Over the years, social responsibility has proven itself to be a valuable link in
companies’ business strategies, which is why even the largest companies in the world
spend millions annually on CSR.While it is a fact that businesses operate for the
purpose of maximizing profits, maintaining a good relationship with the society that
they operate in is still vital. Businesses that demonstrate a social conscience are seen
to have greater chances at success, and that is where corporate social responsibility
comes in.
2.5.1 Benefits of CSR for a Company
A business organisation thrives only when it gets to create a positive image for
itself in the public eye. When we talk of using CSR as a tool for image
management, we must look at the benefits of CSR. They are:
CSR improves a company’s public image
Businesses are aware of the importance of the public, especially their target audience,
having a positive perception of them. Of course, their social responsibility, first and
foremost, is to deliver good value for money and provide high quality products and
services, followed by providing good after-sales support, customer service,
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involvement in advocacies and civic causes, and generally performing acts that
demonstrate how the company cares – about their customers, the environment, and
the society as a whole. If you notice, companies with good social responsibility
policies get more and better media coverage, so that is already one way to advertise
their company. Getting good press through doing good works is considered by
businesses to be one of the best ways to advertise their company.
CSR improves a company’s profit margins
By being socially responsible, a company demonstrates that it incorporates ethical
practices. Customers are becoming increasingly aware about local, national and
global issues, and there is no denying that their buying decisions are now being
greatly influenced by these issues. Therefore, they tend to buy more from companies
that show their concern and their action over issues that also resonate greatly with the
customers.
CSR allows an organization to nurture goodwill, trust and a good reputation.
Businesses regard their good name and their brand to be one of their most valuable
assets and, by showing that they take their social responsibility seriously, they are
also encouraging the public to take them seriously. In a recent study, it was revealed
that consumers are much more willing to spend money on the products and services
of a company that has proven itself to be socially responsible. In fact, 45% of
consumers demonstrate this willingness, not even minding that they have to pay
more, as long as it is with a company that they trust due, in large part, to their social
responsibility measures.
CSR improves an organization’s dynamics
A company’s workforce, for example, is inclined to feel more motivated to put in
their best at work when they know they are contributing to the greater good. Social
responsibility definitely helps in boosting the morale of employees; this, in turn, does
wonders towards increasing their productivity.
CSR contributes to the improvement of communities
This is in connection with the foregone conclusion that everyone – individuals and
entities alike – have a responsibility to society. There is a moral obligation inherent in
everyone, and companies are not exempted from doing their part.
CSR increases a company’s attractiveness to investors
Potential investors also look into a company’s social responsibility, using it as one of
their criteria in deciding whether to put money into the company or not. It is also
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instrumental in improving companies’ stock prices, since it inspires confidence
among associates and business partners.
CSR helps to build positive Brand Image
Brand image is a key component and the most important factor in marketing strategy,
since it affects both functional (objective) and affective (subjective) dimensions of
customer perception. There are many researches that have taken place in the recent
past to study the impact of CSR on the image of an organisation. To succeed with
brand building it is important to consider the customer’s way of identifying with the
brand (Grönroos, 2007). The customer’s associations linked to the brand is
recognized as the brand image.
2.5.2 How to use CSR successfully to improve Brand Image?
One brand that has been repeatedly lauded for its social responsibility efforts
is Microsoft. It has dipped its fingers in many pies, so to speak, working with
governments, non-profit organizations, investors, and even educational institutions. It
has partnered up with hundreds of thousands of small to medium-sized businesses all
over the world. It also has a thriving volunteer program, where employees of the
company devote certain hours to causes that they personally care about.
Loyalty and trust of customers are what businesses are most after for their brands to
be successful and enduring. Indeed, customers tend to be loyal to brands that stick to
them for all the right reasons. Anything that puts the company and its name in a
positive light is bound to increase its brand equity.
 Choose the right cause for advocacy.
The CSR activity chosen has to be clearly aligned with the organizational vision and
goals.
 Get everyone – including customers – involved.
Social responsibility may be an initiative of the management, but implementation is a
collective effort. Every member of the organization must be involved, since it also
demonstrates a united front. Involving the employees and other members of the
organization in the process will boost their morale and add enthusiasm as they go
about their work. Remember that: happy employees are productive employees.
Your employees may also turn out to be one of your best ambassadors, a declaration
that was readily made by Microsoft. By allotting a substantial amount for employees’
participation in the activities, the employees develop a higher level of commitment to
the company.
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It is also a good idea to turn your customers into partners. Engage them to actively
participate in your social responsibility activities. By appealing to their individual
conscience, you will also be encouraging them to do their part and exercise their
individual social responsibility.


Use social media for your CSR efforts.

Social media platforms have enabled businesses to have a wider reach. In recognition
of the power of social media, management even creates social media teams within
their ranks, who are responsible for managing their social media accounts. These
social media accounts are perfect avenues to share company’s CSR stories. That way,
even if the media is not able to cover it, there is still an effective way to let the public
know about the company’s social responsibility efforts.
They key word here is ‘active’. The company should actively use social media in
order to increase awareness about the company’s social responsibility activities and,
at the same time, increase brand equity.


Talk about your social responsibility, but don’t boast about it.

Here, a certain degree of subtlety is required. There is a thin line between humbly
speaking about what you do for others and pumping your chest proudly and
announcing to the world just how generous and benevolent you are.
This is often a sore point among companies. Social responsibility is supposed to
reflect the company in a light where they are doing good for the sake of doing good,
not because they expect to gain monetarily from it. Customers tend to get turned off
and disappointed when they see a company that lauds its accomplishments too much.
Self-praise is good, but it must be done tastefully.


Make sure your social responsibility program reflectyour brand.

Let’s start with how the social responsibility is worded or presented. It must coincide
with your brand messaging, meaning it should have a link or connection to your
brand attributes. Your CSR activities should also integrate the brand, even in the way
the team communicates with the community or recipients of the CSR. Even the
materials used in your CSR should, as much as possible, use the same look and feel,
in order to encourage instant recall among the audience. Make it possible for them to
easily associate your CSR with your brand.
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2.6 IMAGE MANAGEMENT OF AN INDIVIDUAL
Your image is constantly at work. It can work for you, or against you.
Your image – the way you look care for and carry yourself, your personal style, poise
and presence – is part of who you are. It reflects your personality, values, attitudes,
interests, roles and often your goals.
Your image is you in the eyes and minds of others – a mental picture or visual
impression and the way you are perceived by others. Their perception of you is their
reality. What people see when they first meet you is responsible for whether or not
these people become your friends, clients, employers, employees, colleagues or
community connections. Like it or not, people make judgments on our values, social
status and professionalism by the image we present. The way you package yourself
sends a message about you, your skills, and your organization.
The way you dress, your grooming, your body language and etiquette are all elements
of your image. When each of these elements is in sync, they serve to support you in
the achievement of your goals.
In the business arena, your image plays an important role in helping you reach your
professional and career goals. In order to distinguish yourself from your competition
and maintain a competitive edge, you need to be aware of the messages you send
through your image.
2.6.1 Why is it important for an individual to manage his/her image?
Only when one is aware about the importance of an image, one can use it successfully
to take control of one’s own labels and influence how one is perceived and judged by
others.
Image management is all about respect – respect for self, respect for others, and
respect for occasions, roles and goals.
Image management is the ongoing process of evaluating and controlling the impact of
your appearance on yourself and others. It is creating an authentic, appropriate,
attractive and affordable personal/professional image which increases your
confidence, capability, credibility and productivity. It contributes to your continuing
success and simplifies your life.
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Image management is a necessary life, business and leadership skill. Your image
directly affects the way you think, the way you feel, the way you act or behave, and
then the way others react or respond to you. In managing your image, it is important
to project your authentic self. It’s not about trying to be someone you’re not. It is
simply being more conscious, purposeful, consistent, and positive about who you
really are than you have been in the past.
Make your image work for you.
2.7 IMAGE MANAGEMENT FOR ORGANISATIONS
Organizational image management refers to the actions taken to create, maintain, and
if necessary, regain a desired image in the eyes of organizational stakeholders. An
organization’s image is a holistic and vivid impression held by an individual or a
particular group towards an organization and is a result of sense-making by the group
and communication by the organization.
2.7.1 Why is organisational image management important?
Organizational image management is important for at least two reasons.



First, images determine cognitive, affective, and behavioural stakeholder
responses toward the organization.
Second, shared images make possible the interdependent relationships that
exist between organizations and stakeholders (Treadwell & Harrison, 1994).

Although each person’s perception of an organization is subject to idiosyncrasies, the
collectively shared image of an organization held by most stakeholders, when
managed properly, allows for coordination of organizational activity that is consistent
with stakeholder expectations.
Organizational image management is a dialogic process in which organizations and
stakeholders communicate with one another to co-create the image of the
organization. Thus, an organization’s image represents a collaborative social
construction between organization’s top management and the multiple actors who
comprise the organizational audiences. A particular interpretation of an organization’s
image may be proposed by top management, but that interpretation must in turn be
endorsed, or at the very least not rejected, by their various audiences if it is to persist.
2.7.2 Stages Organizational Image development
An organization’s image usually goes through a three-stage process that involves
creating, maintaining, and in many cases regaining an effective organizational image.
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Image Creation - First of all, when an organization begins or is unknown, it
must create an image of itself with its various stakeholders (Massey, 2010).
According to Garbett, this is difficult since most people have a certain amount
of scepticism of the unknown.



Image maintenance – After successfully creating an image, an organisation
must work to maintain that image (Gilpin, 2010). Image maintenance is an ongoing process that requires communication with organizational stakeholders.

To successfully maintain an effective image, organizations must seek feedback from
stakeholders and adjust their branding as well as their communication strategy
accordingly. Again, the process is dialogic: while organizations are strategically
communicating with stakeholders to influence perceptions, stakeholders are forming
their own ideas about the image of the organization. If an organization fails to
monitor and adjust to the feedback provided by stakeholders, successful
organizational image management is threatened.


Image restoration - The third stage of the process is restoration, and usually
occurs because the organization has experienced some sort of a crisis. Not all
organizations experience the third stage of the model, but because of the
increase in the number (Barton, 2008) and magnitude of crises, many
organizations must restore normalcy.

2.7.3 Role of strategic communication in image restoration
Have you ever reflected on the stories behind name change or a merger of a
company? It happens mostly because a company loses validation from external
stakeholders and is unable to resurface with its own strength. Hence, if an
organization moves to the third stage, then it must engage in strategic communication
to restore a successful image. If successful, the organization will return to the
maintenance stage of image management, but if unsuccessful, the organization could
fail or be forced to restructure itself (Massey & Larsen, 2006).
At a minimum, organizational restructuring involves the development of a new
identity, and in extreme cases can result in merger, name change, and other end
results that require movement back to the image creation stage.
Organizational image management is therefore a cyclical, rather than a linear process.
As many organizations have come to realize, the principal management problem in
today’s marketplace of goods and ideas is not so much to provide commodities and
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services or to take stands on the salient issues of the day, but to do these things with a
certain distinctiveness that allows the organization to create and legitimize itself, its
particular ‘profile,’ and its advantageous position (Cheney & Christensen, 2001;
Deephouse& Carter, 2005).
2.7.4 Theoretical Model of Organizational Image Management
Cheney and Christensen (2001) argue that there are at least two reasons organizations
engage in image management.



The first reason for engaging in image management is that organizations must
attempt to differentiate themselves from the rest of the pack.
The second reason organizations must engage in image management is to
maintain the stakeholder perception that the organization is legitimate.

Legitimacy can be defined as “the degree of cultural support for an organization”
(Meyer & Scott, 1983, p. 201). To achieve legitimacy organizations must develop
congruence between their own actions and the values of the social system in which
they operate (Dowling & Pfeffer, 1975). Another way of thinking about legitimacy is
offered by Bedeian (1989), who defines legitimacy as a summary or global belief
among stakeholders that an organization is good or has a right to continue operations.
Thus, the purpose of organizational image management is the creation of legitimate
images. Organizations that successfully create legitimate images are more likely to
survive than those who do not (Oleksiyenko, 2013).
The interest in organizational credibility has increased dramatically in recent years
because of exposed unethical practices, organizational crises, and the increased role
of the media as an organizational watchdog.
2.8 ROLE OF STAKEHOLDERS IN BUILDING CORPORATE IMAGE
Corporate image is the reputation of the firm with the various audiences that are
important to it. These groups that have a stake in the company are known as
stakeholders. Stakeholders are affected by the actions of the company and, in turn,
their actions can affect the company. Consequently, its image in the eyes of its
stakeholders is important to the company.
The principal stakeholders with which most large corporations must be concerned
are:
 customers


distributors and retailers,
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financial institutions and analysts,



shareholders,



government regulatory agencies,



social action organizations,



the general public, and



employees.

The image that stakeholders have of the company will influence their willingness to
either provide or withhold support. Thus, if customers develop a negative perception
of a company or its products, its sales and profits assuredly will decline.
Each of the various stakeholder groups is likely to have a somewhat different
perception of the corporation because each is concerned primarily with a different
facet of its operation. Let’s see the expectations of few important stakeholders.




Consumers are principally interested in the price, quality, and reliability of the
company's products and services.
Financial institutions are concerned with financial structure and performance.
Employees are mainly concerned with wages, working conditions, and
personnel policies.

Logically, then, a company should tailor its communication to each stakeholder group
individually to address the special concerns of that group.
However, maintaining a consistent image among the several stakeholder groups is
also vital. Although it is prudent to stress different facets of the firm's identity to its
various publics, the firm should avoid projecting an inconsistent image, because the
concerns and memberships of different stakeholder groups often overlap. For
instance, the financial community and the shareholders would have many of the same
financial and strategic concerns about the company. In fact, many shareholders rely
heavily on the advice of experts from financial institutions.
Similarly, both employees and the general public have an interest in the overall
prestige of the firm and the reputation of its products. A regulatory agency would
focus narrowly on the firm's safety record and policies, but the company's employees
and their labour unions also have a stake in these matters.
2.9 ROLE OF CORPORATECOMMUNICATION
Corporate communication provides the link between corporate identity and corporate
image. It should be defined in the broadest possible sense, because companies
communicate identities in many different ways.
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Communication can include almost anything the company does, from the way
telephones are answered to the involvement of company employees in community
affairs. Some of the principal sources of corporate communication include company
and product names and logos, formal statements (mission statements, credos, codes of
ethics, annual reports, advertising copy, and company slogans), and behaviour during
important events. These events encompass scheduled events such as open houses and
anniversary sales as well as unscheduled events such as lawsuits or negative press
coverage.
Corporate Image is fragile and every action by organization, its leaders and
employees matterin terms of creating people's sentiments. If sentiments are positive,
people do positive word of mouth about the company that helps in lower customer
acquisition and retention cost, better margins, employee loyalty, shareholder value
and positive media attention. But if sentiments are negative, organizations could get
into negative performance spirals.
2.10 CHECK YOUR PROGRESS
1. What is corporate image?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
2. Why is image management important? Is it more important now than it was
decades back?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
3. How can CSR help in Image management?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
4. Identify a company and analyse its corporate image?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
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UNIT-3

CASE STUDIES IN CSR

STRUCTURE
3.1 Learning objectives
3.2 Introduction
3.3 CSR of TATA Group
3.4 CASE STUDY-1 : TISCO (TATA IRON & STEEL COMPANY)
3.5 CASE STUDY-2: TATA MOTORS
3.6 CASE STUDY-3: NALCO
3.7 CASE STUDY-4: JINDAL INDUSTRIES PRIVATE LIMITED (JIPL)
3.8 Check Your Progress
3.9 References
3.1 LEARNING OBJECTIVES
After going through this unit you will:
 Know about the CSR activities of specific companies like TATA, NALCO
and Jindal.
 Develop a comprehensive idea about the CSR scenario in the country.
3.2 INTRODUCTION
CSR is an evolving business practice that incorporates sustainable development into a
company's business model. It has a positive impact on social, economic and
environmental factors. In today's socially conscious environment, employees and
customers place a premium on working for and spending their money with businesses
that prioritize corporate social responsibility (CSR).
3.3 CSR OF TATA GROUP
This portion and the two case studies – TISCO and TATA Motors are taken from a
comprehensive compilation of all the CSR activities taken up by different companies
under the TATA group. The work was carried out by four scholars - Amit Kumar
Srivastava, GayatriNegi, Vipul Mishra, Shraddha Pandey. Amit and Shraddha are
from Shri Ram Murti Smarak College of Engineering & Technology, Bareilly, U
P/India. Gayatri and Vipul are from Career Degree College, Kakori, Lucknow /U P /
University of Lucknow / India.
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Tata Group & CSR
Ranging from steel, automobiles and software to consumer goods and
telecommunications the Tata Group operates more than 80 companies. It has around
200,000 employees across India and thus prides of being nation’s largest private
employer. Approximately two third of the equity of the parent firm, Tata Sons Ltd., is
held by philanthropic trusts endowed by Sir Dorabji Tata and Sir Ratan Tata, sons of
Jamsetji Tata, the founder of today’s Tata empire in the 1860s.


Through these trusts, Tata Sons Ltd. utilizes on an average between 8 to 14
percent of its net profit every year for various social causes. Even when
economic conditions were adverse, as in the late 1990s, the financial
commitment of the group towards social activities kept on increasing, from Rs
670 million in 1997-98 to Rs 1.36 billion in 1999-2000.



In the fiscal year 2004 Tata Steel alone spent Rs 45 crore on social services.



Tata is accredited to initiate various labour welfare laws. For example- the
establishment of Welfare Department was introduced in 1917 and enforced by
law in 1948; Maternity Benefit was introduced in 1928 and enforced by law in
1946.



Recognition of CSR ― “In a free enterprise, the community is not just another
stakeholder in business but is in fact the very purpose of its existence."
saidJamsetjiNusserwanji , Tata Founder, Tata Group. Corporate Social
Responsibility has always been taken care of by the Tata group.



The founder Mr. Jamshedji Tata used to grant scholarships for further studies
abroad in 1892. He also supported Gandhiji‘s campaign for racial equality in
South Africa.



Tata group has given the country its first science centre and atomic research
centre.



In July 2004, B. Muthuraman, Managing Director, Tata Steel Limited
(TISCO) announced that in future TISCO would not deal with companies,
which do not conform to the company's Corporate Social Responsibility
(CSR) standards.



The company would also not treat these activities as optional but would strive
to incorporate them as integral part of its business plan. The company would
also encourage volunteering amongst its employees and help them to work
with the communities.
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Amendments were made to the Articles of Association of the major Tata
group companies in the 1970s.



Newly included was an article stating that the "company shall be mindful of
its social and moral responsibilities to consumers, employees, shareholders,
society and the local community.”



To institutionalize the CSR charter, a clause on this was put into the group's
'Code of Conduct.'



This clause states that group companies had to actively assist in improving
quality of life in the communities in which they operated. All the group
companies were signatories to this code.



CSR was included as one of the key business processes in TISCO. It was one
of the eight key business processes identified by TISCO's management and
considered critical to the success of the company.

3.4 CASE STUDY-1 : TISCO (TATA IRON & STEEL COMPANY)
Tata Steel spends 5-7 per cent of its profit after tax on several CSR initiatives.
The following are the most important CSR activities of this company.


Self-Help Groups (SHG’s) - Over 500 self-help groups are currently operating
under various poverty alleviation programs; out of which over 200 are
engaged in activities of income generation thorough micro enterprises.
Women empowerment programs through Self-Help Groups have been
extended to 700 villages.



Supports Social Welfare Organizations - Tata Steel supports various social
welfare organizations. They include: Tata Steel Rural Development Society,
Tribal Cultural Society, Tata Steel Foundation for Family Initiatives, National
Association for the Blind, ShishuNiketan School of Hope, Centre for Hearing
Impaired Children, Indian Red Cross Society.



Healthcare Projects- In its 100th year, the Tata Steel Centenary Project was
announced. The healthcare projects of Tata Steel include facilitation of child
education, immunization and childcare, plantation activities, creation of
awareness of AIDS and other healthcare projects.



Economic Empowerment- A program aiming at economic empowerment
through improvised agriculture has been taken up in three backward tribal
blocks in Jharkhand, Orissa and Chhattisgarh. An expenditure of Rs 100 crore
has been estimated for the purpose and this program is expected to benefit
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40,000 tribals living in over 400 villages in these three States.


Assistance to government- Tata Steel has hosted 12 Lifeline Expresses in
association with the Ministry of Railways. It has served over 50,000 people.
Five thousand people have got surgical facilities and over 1,000 people
received aids and appliances. Over seven lakh rural and another seven Lakh
urban population have been benefited by the CSR activities of Tata Steel. In
collaboration with the Ministry of Non-Conventional Energy and the
Confederation of Indian Industry, focus is being laid on renewable energy
aiming at enhancing rural livelihood.

3.5 CASE STUDY-2: TATA MOTORS
Pollution Control: Tata Motors is the first Indian Company to introduce vehicles
with Euro norms. Tata Motors' joint venture with Cummins Engine Company,
USA, in 1992, was a major effort to introduce emission control technology in
India. The CSR activities planned were:


To make environment friendly engines it has taken the help of worldrenowned engine consultants like Ricardo and AVL. It has manufactured
CNG version of buses and also launched a CNG version of its passenger car,
the Indica. Over the years, Tata Motors has also made investments for the
establishment of an advanced emission-testing laboratory.



Restoring Ecological Balance: Tata Motors has planted 80,000 trees in the
work centres and the township and more than 2.4 million trees have been
planted in Jamshedpur region. Over half a million trees have been planted in
the Poona region. The company has directed all its suppliers to package their
products in alternate material instead of wood. In Pune, the treated water is
conserved in lakes attracting various species of birds from around the world.



Employment Generation: Relatives of the employees at Pune have been
encouraged to make various industrial co-operatives engaged in productive
activities like re-cycling of scrap wood into furniture, welding, steel scrap
baling, battery cable assembly etc.



Economic Capital - In Lucknow, two Societies - SamajVikas Kendra & Jan
ParivarKalyanSanthan have been formed for rural development & for
providing healthcare to the rural areas. These societies have made great efforts
for health, education and women empowerment in rural areas.



Human Capital - Tata motors have introduced many scholarship programs for
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the higher education of the children.


Natural Capital - On the World Environment Day, Tata Motors has launched a
tree plantation drive across India and countries in the SAARC region, Middle
East Russia and Africa. As many as 25,000 trees were planted on the day.
Apart from these more than 100,000 saplings were planted throughout the
monsoon

3.6 CASE STUDY-3: NALCO

National Aluminium Company Limited (NALCO), i s a giant Navratna
CPSE under Ministry of Mines. NALCO is one of the first among
CPSE to have a CSR policy since inception and is compliant to the
norms of Companies Act.
‘Sarve Bhavantu Sukhina’ (May each be happy) as their guiding spirit,
the company believes in giving back happiness to the surroundings. In
line wit h their vision of becoming an agent to engineer holist ic
development, NALCO has been taking up init iat ives to bring about a
significant change in the industrial map of Odisha. The company has
7,263 acres of land in Damanjodi in Odisha’s Koraput district and 4,103
acres in Angul district.
In both the places, NALCO is working to improve t he living standards and
uplift the societ y through communit y participat ion. Integral to the
development work undertaken are baseline surveys, assessment,
communit y mobilizat ion, accountabilit y, sustainabilit y and impact
assessment.
Few important measures of CSR taken up by NALCO are:
 Delivering Quality Health Care -Healt hcare through mobile vans is
another vit al service being provided by NALCO Foundat ion. Their
medical vans proved to be a big boon to anthrax-stricken villagers
in Dengnaguda, on the periphery of Damanjodi, where as many as
62,002 people were diagnosed and treated.


Construct ion of bitumen and WBM roads in 17 villages of
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Damanjodi.


Under Swachh Bharat Abhiyaan, t he PSU has done a commendable
job in the most unreachable villages of Koraput districts,



Under the water and sanitat ion project, NALCO Foundat ion has
also constructed toilets in 85 schools and spent a whopping Rs 1.8
crore for linking water supply through different sources like bore
well, dug well, gravit y-based water supply, etc.



Initiatives in Education and Skill Development for Girls - Under it s
NALCO kiLadli programme in the spirit of the government 's
‘Bet iBachao, Bet iPadhao’ programme, meritorious girls from BPL
families are provided an incent ive of Rs. 6,000 every year.



Education- NALCO has been sponsoring schools and equipping the
students wit h essent ials. In the Damanjodi sector, NALCO has been
providing funds to Bikash Vidyalaya, a boarding school. In
collaborat ion wit h t he Kalinga Inst itute of Social Sciences (KISS),
NALCO has been sponsoring the educat ion of tribal children from
19 villages in Damanjodi district and 21 villages of Pottangi. The
funding helps to cover expenses related to study, boarding and
lodging of students. The Foundat ion has also been supporting
‘MANAS’, a school for different ly-abled children from the tribal
belt s.



Tying Self Help Groups (SHG) to Agriculture –As a part of it s CSR for
agriculture and communit y development through self -help groups –
women are taught how to operate bank accounts and imparted
knowledge about loans and other government schemes so that they
can avail maximum benefit from them to invest in agriculture and
agribusiness.
Watershed Management - NALCO’s work has had a posit ive impact
not only on the direct beneficiaries but also many others around.
Village animals are also benefit ing from their efforts on
conservat ion of natural resources such as cleaning of ponds in the
periphery areas.
Orphanage – The Adruta Children’s home is funded by NALCO
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3.7 CASE STUDY-4: JINDAL INDUSTRIES PRIVATE LIMITED (JIPL)

The objective of the CSR Policy of JIPL
1. Ensure an increased commitment at all levels in the organisation, to operate its
business in an economically, socially & environmentally sustainable manner, while
recognising the interests of all its stakeholders.
2. To directly or indirectly take up programmes that benefit the communities in &
around its WorkCentre and results, over a period of time, in enhancing the quality of
life & economic wellbeing of the local populace.
3. To generate, through its CSR initiatives, a community goodwill for JIPL and help
reinforce a positive & socially responsible image of JIPL as a corporate entity.
CSR activities
The scope of the CSR activities of the Company will cover the following
a. Eradicating hunger, poverty and malnutrition;
b. Promoting health care
c. Making available safe drinking water & sanitation;
d. Promoting education
e. Enhancing vocational skills &livelihood enhancement projects;
f. Women empowerment;
g. Promoting of home and hostels for women and orphans;
h. Reducing inequality faced by socially and economically backward groups;
i. Animal welfare /animal care;
j. Promoting Art & Culture;
k. Contribution to Prime Minister Relief Fund;
l. Rural development projects; and
m. Any other areas as may be identified by the CSR Committee from time to time.
Source of funds
For achieving its CSR objectives
sustainable CSR programmes, JIPL
calculated under Section 198 of the
immediately preceding financial

through implementation of meaningful &
will allocate 2% of its average net profits
Companies Act, 2013 made during the three
years, as its Annual CSR Budget.
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CSR expenditure
CSR expenditure will include all expenditure, direct and indirect, incurred by the
Company on CSR Programmes undertaken in accordance with the approved CSR
Plan. Moreover the company policy states that, any surplus arising from any CSR
Programmes shall be used for CSR. Any surplus arising from CSR projects, programs
or activities shall not form part of the business profit of the Company and shall be
utilized for CSR activities only.

3.8 CHECK YOUR PROGRESS
1. What are the CSR policies of Tata Motors?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
________________________________________________________________
2. What measures were taken by NALCO to support Girl students?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
________________________________________________________________
3. What are the important CSR policies of JIPL?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
________________________________________________________________
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