
  

CSR
(Cutlip et al.)

Corporations have always had obligations to the 
communities and society in which they operate, 
but “corporate social responsibility” means many 
different things to different people. 

Some see it as something voluntary, while 
others must be forced to meet their obligations.



  

Social Responsibility
(Cutlip et al.)

● Socially responsible PR has positive 
consequences for society by: 
– improving professional practice by establishing and 

enforcing codes of ethics and standards of 
performance; 

– improving the conduct of organizations by stressing 
the need for public approval; 

– articulating all points of view in the public forum; 

– replacing misinformation with information, and 
discord with rapport; 

– helping social systems adapt to changing needs 
and environments.



  

Social Responsibility
(Cutlip et al.)

● PR practiced without regard to its social 
responsibility has negative consequences for 
society by: 
– gaining advantage for and promoting special 

interests at the cost of the public well-being, 
– cluttering the channels of communication with 

publicity, pseudoevents and phony phrases that 
confuse or mislead, rather than clarify, 

– corroding our public information system with 
cynicism and “credibility gaps.”



  

CSR
(Cutlip et al.)

● 1965–1985: consumer, environmental and 
civil rights movements brought about major 
changes in public expectations of corporate 
behavior and their roles in society. 

● Consensus about tenets of corporate social 
responsibility for publicly traded corporations



  

Social obligations
(Cutlip et al.)

● Provide a stable source of employment, with a 
visible commitment to diversity in hiring, promoting 
and compensating workers at all levels; 

● Operate profitably and provide a reasonable return 
on investment to its shareholders; 

● Establish and meet strategic objectives that 
provide for long-term growth and competitiveness; 

● Voluntarily comply with-or exceed-government 
regulations regarding health, safety and the 
environment; 



  

Social obligations
(Cutlip et al.)

● Set aside a reasonable amount of yearly 
revenue for philanthropic purposes; 

● Maintain comparable operating standards in 
every country where the company does 
business; and 

● Participate actively in public policy 
processes affecting the company, its 
industry and other stakeholders who are part 
of the “public interest.”



Figure 6.1  Impact of a business on its environment
Source: After Peach 1987: 191–193

Source: Tench & Yeomans



Figure 6.2  Typical for-profit organisational stakeholders

Source: Tench & Yeomans



Figure 6.3  Corporate social responsibility pyramid
Source: After Carroll 1991

Source: Tench & Yeomans



Table 6.1  Stakeholder responsibility matrix
Source: After Carroll 1991

Source: Tench & Yeomans



Figure 6.4  Carroll’s responsibility matrix
Source: Adapted from Carroll 1991

Source: Tench & Yeomans



Table 6.2  An application of the stakeholder responsibility matrix to a small clothing 
manufacturer

Source: Tench & Yeomans


