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Abstract. Our paper focuses on the links between corporate sustainability 
and social responsibility. Corporate Social Responsibility (CSR) emerged as 
a tool for linking the priorities of business companies (making money and 
achieving profit) with the priorities of citizens and society. Bringing together 
the many different parts of a complex CSR programme into a single central 
system is crucial. Moreover, we discuss the role of corporate structures in 
the development of social organisations and their impact on society, as well 
as on corporate social responsibility and the impact of the social 
entrepreneurship model on the economy. It appears that companies can bring 
important benefits to society if they are responsible for the quality of the 
goods and services they produce and develop new goods or services that 
generate economic growth. The long-term benefits for investors therefore 
allow companies to invest in product innovation, thereby delivering high-
quality products that improve people's standard of living. Business 
companies thus meet the needs of society and offer important benefits to 
society in the form of new jobs and economic opportunities for those in 
society who depend on the company's good services. While companies seek 
new economic opportunities and regain public confidence, the creation of 
shared values and the pursuit of financial success is becoming increasingly 
important for companies in a way to support sustainable development and 
fighting global warming and climate change. 

1 Introduction 
Corporate Social Responsibility (CSR) is a comprehensive concept that can take many 

forms depending on the company and industry [1]. Commitment to CSR means that a 
company works in a way that promotes society and the environment, rather than contributing 
negatively [2]. Technology can help implement a CSR program that includes reducing any 
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company's carbon footprint for the benefit of the planet. Companies can not only strengthen 
their brand, but also benefit from society in other ways, such as in the form of education, 
employment and the environment. Corporate sustainability and social responsibility (CSR) 
have become a strategic imperative for companies, as they are an integral part of the optimal 
long-term strategy [3, 4]. Therefore, companies should make decisions and develop processes 
to achieve greater financial success where consumers are an important stakeholder and where 
consumers are an important and important stakeholder for the long-term success of the 
company. But as important as CSR is to the community, CSR is valuable to businesses. 
Businesses worldwide are developing strategies to become better corporate citizens and 
communicating their activities to internal and external stakeholders, who can involve a range 
of groups [5]. 

While organizations want to promote employee engagement, build brand values and, 
above all, achieve sustainable change in the local community, improving CSR management 
around sustainability has become a central pillar of their cause. Modern CSR managers 
behave in a promising way and help them and their initiatives to achieve high organisational 
goals [6]. 

In addition, human resources professionals can understand their influence and respect for 
CSR, and these insights can be shared with the rest of the organization to integrate into their 
business model. Human resources management can play an important role in developing a 
corporate social responsibility strategy to ensure that it is what it is doing here [7]. They can 
reward and incentivize good decisions and initiatives and encourage collaboration and 
collaboration between employees, families of employees and other stakeholders. In addition, 
human resources departments play a crucial role in ensuring that companies implement CSR 
responsibility programmes.  Thy can increase the awareness of the employer brand, increase 
employee engagement, increase shareholder value and increase the value of their 
shareholders. HR can monitor the introduction of CSR and manage its implementation while 
documenting and celebrating success across the company, tracking and reporting on success. 

2 Strengthening business connection with the society 
It takes a lot of time and energy to build good, strong and lasting business relationships 

today, and people do not seem to want to participate, but it is an integral and necessary part 
of anyone’s success. In society, people function in relationships and they are in business [8]. 
But lasting business relationships do not develop or develop without dedicated and consistent 
work. Although there are many strong relationships that have been established in our 
community, some are not the most effective, and sometimes it is not what one knows, but 
who she or he knows. People learn the skills to build and maintain relationships over time. 

In order to attract and retain new and existing customers, one needs to devote resources 
and invest in building strong, long-term business relationships that help people recognize the 
value and achieve their goals with a specific product or service. Simply put, to be successful, 
a company must build a positive relationship with its customers. This is because building 
relationships with new and potential customers enables companies to offer a more 
personalised and enticing customer experience [9]. It is more than just responding to e-mails 
on time, sending e-mail marketing campaigns with discounts, or being polite on the phone. 
One should think of improving customer contact points with the sales, marketing and support 
teams. In most cases, one can handle communication with loyal customers willing to support 
one’s business through mouth marketing. Ultimately, this becomes a measure of a business 
company’s ability to build a positive relationship with a company's customers [10].  

To build a positive relationship with their customers, companies often rely on technology 
and create a central command centre to manage, monitor and communicate with customers. 
Some companies have managed to build a stable business that has strengthened over the 
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years, while others have had huge volatility and eventually closed. While many factors lead 
to success, one essential step is to establish a strong business relationship with a customer 
who returns with time and sends future business as a recommendation. A strong customer 
relationship requires active communication, and that means that the customer must feel 
comfortable approaching the business company and its managers. The customers should 
know that the business is always available by phone, social media, email or in person [11].  

One of the biggest dangers of communication is that a customer cannot find out if the 
other person understands the message she or he is trying to convey. Poor workplace 
communication can lead to a culture of back-biting and blame-pointing, which can affect 
stress levels when the customers do not understand or feel deceived. If a business company 
works well and motivates people to come to work and do good work, it has a positive effect 
on morale. This is a fundamental attitude that can bring endless benefits to any business. The 
simple act of appreciation can increase productivity, improving the quality of work and 
achieving better returns. This can take the form of better customer service, not to mention a 
happier environment, which generally creates a better working relationship between a 
business company and its employees as well as its customers. 

3 Business company and its contribution to social development 
In general, there is a strong link between social media and social networks such as 

Facebook and Twitter. Running corporate responsibility campaigns as a quick marketing 
program can backfire if the company does not hold out. One can adopt socially responsible 
business practices by applying a one-off action rather than a long-term strategy [12].  

Employees and consumers react positively to companies that take on long-term social 
responsibility but not always positively. The apparent acceptance of CSR in the economy has 
been taken up by many economists, but not Milton Friedman who claimed that the only social 
responsibility of companies was to maximise their profits by doing business in open and free 
competition without fraud or deception. Friedman pointed out that shareholders, customers 
and employees could spend their own money on social activities if they wanted to. However, 
he also pointed out that there were many circumstances in which company managers could 
take measures that served the long-term interests of the company owner but indirectly had 
positive social effects [13].  

In the search for the best categories, the only categories in which a significant proportion 
of companies were in the category "goods". In the area of human rights, all categories of 
business companies behave similarly, with some firms showing relative strength. This is 
understandable, because companies in this category face strong opposition from activists who 
are concerned about the unskilled labour that is normally employed in developing countries 
during the production process.  

Modern theoretical and empirical analyses show that companies can engage in 
strategically socially responsible activities and at the same time increase their private profits. 
Becoming a socially responsible company can be easy, even if there are a few caveats. Any 
company should avoid participating in charitable efforts that are not related to its core 
business or that in any way violate its ethical standards. Instead of blindly sending money to 
completely independent organizations, you can find non-profit organizations your company 
believes in, projects and communities one works with. Corporate citizenship is one of the 
most important aspects of corporate social responsibility. Corporate citizenship is important 
to business and thence we can ensure that organisations are socially responsible. Businesses 
are interchangeable, but the latter is only one facet of the former [14]. Companies can exercise 
social responsibility by donating money, products or services to social causes and non-profit 
organisations. Charitable donations include donations and grants to non-profit organizations. 
Large companies tend to have ample resources to benefit charities, local communities, and 
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programs; but for small businesses, such efforts can make a big difference. One of the greatest 
values a company should promote is the ability to provide knowledge. If there is a particular 
charity or programme you have in mind, contact the organisation and ask them what 
organisation would help you best and why. This is not the only way to actively participate, 
but it is crucial that we share what we know, and only then can we do our best together. If 
one is considering a sustainable activity that is not yet legally mandatory, it is not good to 
wait until it is legal. If one adopts socially responsible standards early on, she or he can set 
the bar and refine the process over time and refine the process further in the future [15].  

Their impact measures can make a real difference in the world and appeal to socially 
conscious consumers and employees. Corporate social responsibility was introduced as an 
approach to international development. It enables certain stakeholders to redefine the 
meaning of international development success. The interests of companies are not adequately 
aligned with those of the poor, and explains why CSR does little to change this. There is a 
historical relationship between business and development and compares how expectations of 
companies that live by CSR practices differ from those of the past. There should be a new 
societal approach to CSR, while the new challenge for companies is the lack of a clear 
understanding of their role in social development. The focus will be on the role of corporate 
responsibility in the development of social and environmental sustainability [16].  

4 Social and environmental programmes and CSR 
All of the above being said, one can recall that corporate social responsibility refers to the 

growing practice of for-profit organizations aligned to relevant purposes and good social 
programs [17]. A recent employees survey found that more than half of respondents are 
willing to pay more for products and services from companies that are committed to positive 
social and environmental impacts, and two-thirds would prefer to work for these companies 
[18]. Companies that hire people who are strongly committed to social justice, environmental 
sustainability, and human rights also benefit from the public interest in making the world a 
better place, according to a new study. It is important to recognize and celebrate socially 
responsible companies, to promote their work and to show other organizations how they can 
successfully integrate social welfare into their mission.  

Furthermore, a commitment to CSR means that a company works in a way that promotes 
society and the environment, rather than contributing negatively to it [19]. In this way, 
companies can benefit society and at the same time increase their brand and thus their profit 
and reputation. Corporate social responsibility enables large and small companies to 
implement positive changes. As important as CSR is to the community, it is valuable to 
businesses and to society as a whole. Consumers feel that they are playing their part in using 
products and services from socially responsible companies. When companies choose to do 
what is in the best interests of their customers and the community, they benefit financially by 
building trust with consumers. The more socially responsible a company is, the more 
supportive communities and consumers become. The more visible and successful a company 
is, the more responsibility it must assume for its employees, the families of its employees and 
the community as a whole. Although it is not as good - and is promoted by large corporations 
- small and medium-sized enterprises are creating social responsibility programs as part of 
their business model.  

Companies that implement CSR benefit in many ways. For example, Starbucks has long 
been known as one of the world's largest companies, strongly committed to social and 
environmental responsibility. Starbucks says it has achieved many of its CSR milestones 
since it opened. With the increasing use of corporate responsibility, it is becoming 
increasingly important to have a socially conscious image [20]. Consumers, employees and 
stakeholders prioritize CSR when choosing a brand or company, and they make companies 
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responsible for driving social change through their business beliefs, practices and profits. To 
illustrate just how critical social responsibility becomes, one recent research found that more 
than 60% of Americans hope that, without government regulation, companies will drive 
social and environmental change, underscoring the importance of corporate responsibility as 
a key element of their business model [21].  

One of the ways global communications companies can achieve social impact is through 
private corporate social initiatives which support promising start-ups focused on 
environmental, social, health, human rights, and social justice issues. Such instantiates 
support for-profit start-ups by guiding companies through the early stages of business, 
providing access to mentorship, and facilitating pitch placement for potential investors. Many 
companies have national sustainability programs and invest millions in sustainability and 
conservation projects. By combining philanthropy and the corporate sector through CSR, 
stakeholders can bring about environmental change while encouraging other companies to 
follow in their footsteps and be environmentally friendly. Businesses have a strong influence 
on the economy and have more resources than non-profit organizations to change their 
policies, which allows them to act as change agents.  

All in all, corporate social responsibility is an opportunity for companies to make a 
difference in the community. With available corporate profits, CSR programs can not only 
invest in non-profit sectors, but also promote positive change in communities. There is an 
increasing pressure on American companies to make meaningful contributions to the greater 
social good by consumers, workers and investors. Today, many consumers state they would 
be more likely to buy a company's products and services if the company were to address 
social, economic and environmental issues. A 2019 study of millennials by Deloitte found 
that climate change and environmental protection are at the top of millennials’ concerns. CSR 
is a fast-growing field but most large companies have not yet adopted a CSR programme 
which is both sad and surprising [22].  

5 Conclusions  
Businesses are highly profit-oriented hybrid social organizations, which sometimes find 

it difficult to focus on economically sustainable models rather than on solving social 
problems. Companies that seek profit are often presented as organizations with charitable 
goals, assuming that a profit-oriented institutional environment performs better than a 
charity-oriented one. For profit is also encouraged to donate to charity, to establish affiliated 
foundations and to pursue social goals in addition to maximizing profits through state 
stakeholder laws. These include companies with profit structures that integrate social welfare 
into their objectives, as well as those without profit structures that integrate social goods into 
their objectives. If a for-profit company can tap a large pool of investment capital, a social 
mission could fit well into it. But if it is not part of the legal structure, then a profit that brings 
social benefits must have a founder or board of directors who firmly believes in the cause 
and is willing to invest money in it, even if it conflicts with the company's profit objectives.  

Companies that go further than traditional CSR are often referred to as purpose-oriented 
organisations. In addition, social welfare is not only part of the corporate structure, but also 
the business model and business strategy of the company. We often hear in the business world 
that we are focusing on entrepreneurial practices that lead to higher monetary profitability. 
We give people who are involved in the organisation a sense of importance, draw on their 
support, explain how they make a difference and give something back. Since these two types 
of entrepreneurs are driven by different motivations, we must bear in mind that their 
businesses will function a little differently. Social enterprise means using market-based 
business strategies to advance the social and environmental impact of an organization. Social 
enterprises, on the other hand, focus on achieving social, environmental and economic 
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profitability. In other words, social enterprise constitutes a market-driven approach for 
businesses that is used effectively to solve social problems. Social entrepreneurs face serious 
challenges in finding innovative and practical solutions. Companies need steady capital flow, 
innovation requires experimentation, and there is little incentive to pay for unproven 
approaches. As a result, those who finance social entrepreneurship projects focus on short-
term gains, not long-term social impact. Social entrepreneur projects tend to offer investors 
lower returns than other opportunities. Relations between social entrepreneurs and investors 
can be strained by conflicting objectives and conflicts of interest, but also by the fact that 
innovation requires experimentation. All in all, corporate social responsibility helps to 
establish corporate sustainability and helps businesses to grow and to evolve in accordance 
with the environmental and green agenda of the 21st century. 
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