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Abstract 

This study analyses the three-dimensional model (Arthaud-Day, 2005) of corporate social 

responsibility management by multinational corporations operating in a developing country 

– India – in order to provide an Indian public relations viewpoint to the existing management 

theory of CSR. Employing a unique combination of content analysis of information on CSR 

programs available on the websites of selected top ten Multinational Corporations and 

interviews with public relations professionals in these companies, this study explores three 

fundamental research questions pertaining to the strategic orientation of MNCs in India, 

issues that their CSR strategies focused on and the significant role of the public relations 

function in formulating, implementing and assessing the success of these CSR strategies.  

Interrelationships of the three dimensions namely, Strategic Orientation, Content Domains 

and Perspective as suggested in the three-dimensional model have been analyzed for its 

effectiveness. Furthermore, this study also reveals ways in which public relations can 

contribute to corporate effectiveness by playing a strategic role in the management of CSR 

programs.  Empirical support to the role of corporate culture and the impact of the national 

political system and level of economic development on the CSR practices of MNCs, are also 

there. This study provides a pioneering academic perspective on the role of public relations in 

the creation and implementation of CSR programs of MNCs in India and offers practical 

suggestions to public relations practitioners and MNCs. 

Keywords: CSR, MNC CSR, Indian CSR, CSR Communication. 

Conceptualization of CSR: A Contested Terrain 

The initial text on Corporate Social Responsibility (CSR) in the modern era can be traced 

back to Howard Bowen’s (1953) “Social Responsibilities of the Businessman”. Since then, 
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even after five decades of research on CSR, present day researchers realize it challenging to 

arrive at a unanimous conceptualization. (Arthaud-Day, 2005; Carroll, 1979; Clarkson, 

1995; Friedman, 1970; Jones & Goldberg, 1982; Sethi, 1996, 2002, 2003).  

Davis (1973) recommended a definition of CSR as “the firm’s consideration of, and 

response to, issues beyond the narrow economic, technical, and legal requirements of the 

firm [to] accomplish social benefits along with the traditional economic gains which the 

firm seeks”. The main review of this conceptualization is that it suggests corporations’ 

engagement in public policy may make corporations too powerful, thereby jeopardizing 

public interests. 

Carroll (1979) initiated a CSR model that had four types of corporate responsibilities, 

namely, economic, legal, ethical and discretionary responsibilities, which are expectations 

society has of organizations at a given time. As economic and legal responsibilities were 

defined in this model, ethical and discretionary responsibilities were left to the judgments 

of the organizations. Since voluntary activities by organizations, such as philanthropic 

contributions fall under the category of discretionary responsibilities, it is critical that 

these responsibilities were also clearly defined. Unfortunately, Carroll did not present a 

clear-cut definition. 

Manakkalathil and Rudolf (1995) defined CSR as “the duty of organizations to conduct 

their business in a manner that respects the rights of individuals and promotes human 

welfare” which lacks descriptive accuracy and makes it operationally difficult. 

Quazi & O’Brien (2000) regarded CSR as a two-dimensional concern incorporating 

corporate responsibility and outcomes of social commitments. The first dimension, 

‘corporate responsibility’, while highlighting profit maximization in the short term, focuses 

on serving the society in areas such as environmental protection, community development 

and philanthropy. The second dimension, ‘outcomes of social commitments’, while 

addressing the cost of social commitment in the short term, projects benefits from social 

commitments for businesses in the long-term. This model leaves little room to incorporate 

the tensions involved in corporate decisions regarding CSR.  

Stone (2005) distinguished CSR as a continuum consisting of mandatory, assumptive and 

discretionary corporate public responsibilities, while others (Global Compact, 2005; Holme 

& Watts, 2000; Sagar & Singla, 2003) considered CSR as a set of social issues in areas of 
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environmental protection, community involvement, etc. This approach has been widely 

used in existing literature and beneficial for understanding the universality of some CSR 

issues.  

Grunig and Hunt (1984) put forward a three-pronged approach to defining CSR.  According 

to this approach, the organizational responsibilities consisted of: a) “the performance of 

the organization’s basic economic functions (e.g., providing employment or refraining from 

restraint of trade),” b) “responsibilities arising from performance of basic functions (e.g., 

equal opportunity employment or prevention of pollution by industrial operations),” and c) 

“responsibilities to aid with general social problems (e.g., prevention of urban decay)”, in 

the same order of priority.  

While a common universally accepted definition of CSR remains academically elusive, a 

standard working definition of CSR would be to consider CSR as “a strategic initiative by 

organizations to enhance social causes and responsibilities to aid with general social 

problems”.  It must be accentuated here that there is no unique definition of CSR.  

CSR at MNCs 

As can be seen from the above mentioned discussion, even with the simple working 

definition proposed in the previous paragraph, CSR for MNCs, especially operating in 

developing countries is quite significant.  (Amba-Rao, 1992, 1993; Arthaud-Day, 2005; 

Broadhurst, 2000; Quazi & O’Brien, 2000). It has been extensively recognized that 

developing countries are concerned about, “the dilemmas posed by external penetration of 

their economies and loss of national control on the one hand, and the desire to attract 

foreign investment and jobs as a development strategy on the other” (Broadhurst, 2000).  

This and other similar concerns in developing countries, requires a monitoring body for 

ethical corporate behavior of MNCs.  The difficulty is compounded by the inclusion of 

cross-cultural ethical values, values that are culture and region specific.  Jackson and Artola 

(1997) observed that little research has been done on cross-cultural ethical values and 

behavior, such as CSR of MNCs in a developing country.  Helmer (2005) and Panapanaan et 

al. (2003) recommended that MNCs formulate and implement their CSR strategies 

arbitrarily or through trial and error.  Wartick and Wood (1998) spelled out three major 

structural factors for managing CSR: Establishing a code of ethics, reducing the 
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inducements for misdeeds, and raising the risk of exposure (e.g., hotlines, ethics 

ombudsmen). 

Three-dimensional MNCs’ CSR model  

Arthaud-Day (2005) proposed a three dimensional conceptual model (figure 1) that allows 

identification of universal domains, incorporates the flexibility as demanded by 

international CSR research. It consists of strategic orientation, content domain and 

perspective.  

 

 

 

Fig. 1: Three – dimensional model of Arthaud-Day 

 

The strategic orientation, or the foundational layer, explains the management strategies of 

MNCs, including multinational, global, and transnational.  A multinational-oriented MNC 

shows a high degree of local adaptation and features a decentralized structure. A global-

oriented MNC assumes that local markets share common interests and therefore attempt 

to provide standardized products and services to all customers, while, Transnational-
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oriented MNCs point out an interdependent network structure that is helpful to coordinate 

different subsidiaries efficiently.  
 

MNCs with distinctive degrees of significance on sensitivity to local conditions, relationship 

between headquarters and subsidiaries, and creation and diffusion of knowledge, display 

different degrees of multinational, global, or transnational strategic orientations (Bartlett 

and Ghoshal 1998, 2000).  

The second dimension ‘Content Domain’ consists of three main issues, namely: human 

rights, labor and the environment. These seem to be general CSR themes upheld in multiple 

cultures (Global Compact, 2005).  The ‘human rights’ issue entails support and respect by 

businesses for the protection of international human rights. The matter of ‘labor’ upholds 

the elimination of all forms of forced labor or child labor, elimination of employment 

discrimination, and the freedom of association and collective bargaining. The last issue of 

‘environment’ needs businesses to develop environmental friendly technologies, and take 

initiatives to promote greater environmental responsibility, such as recycling and improved 

energy efficiency. This dimension of content domain generally serves as a initial point for 

managing MNCs’ CSR. 

The third dimension of ‘Perspective’ includes the ideological, societal, and operational 

perspective. The ideological viewpoint reflects the path laid out for the company by the 

MNC’s top management. The societal perspective indicates what the stakeholders expect 

from the company. The operational perspective refers to assessment of the company’s 

actual CSR practices. This dimension accounts for the complexity of CSR-related decisions 

made by MNCs under different circumstances, and embodies the macro-level tensions 

embedded in the other two dimensions. 

MNCs’ CSR and PR: The Missing Link 

While the three dimensions of CSR as brought out in the previous section are the starting 

point, the next pertinent question is who should manage CSR. Some critics (Rawlins 2005) 

contend that businessmen are not trained to solve social problem, while some considered 

CSR as a marketer’s job (Lantos, 2001; McWilliams & Siegel, 2001; Murray & Mountanari, 

1986; Thellusson,2003). However, the publicity strategies seem to be at odds with the long-

term social effects targeted by MNCs’ CSR initiatives. Murray and Mountanari (1986) 
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treated CSR as a product, and society as a “set of actual and potential markets,” implying an 

inclination towards short-term returns. Robin and Reidenbach (1987) attempted to 

integrate a social responsibility perspective into the strategic marketing planning process, 

which failed to take into account the fact that “marketing’s publics” or consumers are only 

one stakeholder of an organization.  

Falconi (2004) proposed that the chief executive officer (CEO) should be in charge of CSR 

because a CSR policy cannot be effectively implemented without the full-hearted support 

from the CEO.  While this is a valid proposal, it has been found after a survey of Fortune 

1000 CEOs that, CEOS chose to appoint senior staff members from the legal department to 

serve as ethics officers. (Fitzpatrick, 2000; Kamm, 1993)  

Drawbacks of PR  

It has been put forward that “public relations remains a relatively untapped resource” in 

the “institutionalization of ethics” (Fitzpatrick (1996).  While Public Relations (PR) has 

largely remained a subset of marketing, there is no denying that PR alone cannot fully 

shoulder this responsibility. It becomes apparent that the obligation of designing and 

implementing CSR strategies should be shared by many organizational domains: legal, 

human resources, public relations, accounting, and planning (Rawlins 2005). 

There have been objections to contributions from the public relations function to MNCs’ 

CSR.  Doane and Abasta-Vilaplana (2005) simply called CSR as a “public relations device”, 

while Frankental (2001) called it “an invention of PR”.  Heath and Ryan (1989) observed 

the involvement of public relations practitioners in creating corporate ethical standards 

after a survey of public relations practitioners in select American companies. They 

concluded that public relations practitioners were not actively involved in formulating 

corporate codes of conduct, and attributed it to the “ambivalence about the role of public 

relations in many corporations”.  Another concern was about the lack of professionalism of 

public relations (Falconi, 2004).  Therefore, assigning the additional responsibility of CSR 

to the not-so-professional public relations function narrows the notion of CSR by making it 

merely a communication tool. 
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Requirements of PR  

The missing link between CSR and public relations has been attributed to PR not being a 

professional management function (Kantanen, 2005). Hence, it emerges that public 

relations is viewed as “boundary-spanners” between organizations and publics thereby 

advocating a strategic role of public relations in managing social responsibilities. In the 

event that PR is seen as a professional management function, it emerges naturally that 

“Public relations is the practice of social responsibility” (Clark, 2000).  

In a broader perspective, PR facilitates communication among systems, subsystems, 

organizations, and publics in the environment.  Thus, it can be said that it is the proverbial 

oil that greases the wheels of society (Bowen, 2005). Vercic and Grunig (2000), compared 

the development of CSR research with that of public relations - from reactive, proactive, 

and interactive to strategic. They argued that public relations should switch from adapting 

to the environment to help companies co-create the environment. Though, they did not lay 

out what public relations will do in this process of co-creation. 

A comprehensive discussion on the specific ways that public relations can contribute to 

CSR was made by Grunig and Hunt (1984). Public, or social responsibility has become a 

major cause for an organization to have a public relations function because the public 

relations professional can act as an ‘ombudsman for the public inside the corporation’. It is 

also seen that public relations professional could contribute to an organization’s public 

responsibility by alerting the organization to issues of responsibility, and sensitizing 

employees to public responsibility. These recommendations are based on the assumption 

that public relations is a function that communicates to ‘organizational subsystems’ and 

‘publics’.  This pre-supposes that PR plays a strategic role CSR management.  

But what does this “strategic” role entail? Is it a “strategic – communication” role, or a 

“strategic - management” role? Many authors seem to point out that PR preferred a 

communication role (Amba-Rao (1992), CSR Wire (2006), and Werre (2003)). They 

discussed the ways in which public relations practitioners can effectively communicate CSR 

strategies of their companies to stakeholders, and the benefits of such communication 

actions.  

Clark (2000) attempted to link CSR to public relations with a communication-management 

approach, or CMA, after a survey of environmental monitoring, public relations process, 
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public relations audits, and social audit processes. This established the link between PR 

and environmental assessment, stakeholder management, and issues management.  The 

first step in CMA is conducting a stakeholder analysis.  

Public relations practitioners need to comprehensively examine the vital historical, social, 

and political dimensions of the issues confronting stakeholders through internal-external 

stakeholder audit. Then, or simultaneously, the practitioner wants to build a 

communication profile out of the past and present communication methods and content 

between the organization and stakeholders. The final step for the public relations 

practitioners is to establish or maintain relationships with key stakeholders, on the basis of 

information obtained from the previous steps. Although, a good starting point, this 

research is built on the assumption that the public relations practice of CSR is on the 

strategic agenda of CEOs of the organization. Without the involvement of top management, 

it would be impossible for public relations to strategically manage CSR. 

A “strategic management” role for PR has also been proposed (McLeod, 2001). Based on an 

interview survey of famous opinion leaders from six developed countries the following 

guidelines for public relations professionals were developed: Involve senior corporate 

members to promote CSR; engage the CEO who is enthusiastic about CSR policy; involve 

beneficiaries, adding credibility to CSR; form a CSR team including members from 

beneficiaries; ensure transparency; drive public relations beyond press releases; inform 

stakeholders of CSR initiatives and justify CSR to shareholders as “an investment in 

reputation;” send out information on CSR activities to other organizations; exchange 

experiences with other communicators. 

So, in essence, it can be seen from the previous discussion that, CEOs or public relations are 

best suited to manage CSR, among others.  This also supports the necessity for PR to be 

viewed as a strategic management function or a communication function. However, there 

has been very little or no data available on this role of PR, especially in developing 

countries, to conclude that PR is viewed as a strategic management function. 

About this study 

This study is a response to the aforementioned insufficiency of empirical research on 

MNCs’ CSR in developing countries.  Researcher also explored the applicability of the MNCs 

three-dimensional CSR model specifically in MNCs operating in India. A three point 



 

                                    Professional Panorama: An International Journal of Management & Technology  

 
 

 

                                  Communication of CSR Programs of MNC’s: An Indian Perspective                                  69   

 
 

questionnaire was formulated which focused on the nature of orientation of the MNCs. 

Atleast one public relations professional was interviewed in eight randomly chosen MNCs 

to answer  three point questionnaire given below.   

RQ1: Which strategic orientation do MNCs in India adopt: Multinational, global,or 

 transnational? 

RQ2: On what issues are MNCs’ CSR strategies focused? 

RQ3: What is the role of public relations in formulating, implementing and assessing CSR 

 strategies? 

Further, content analysis of information on CSR programs available on the websites of 

these MNCs was utilized to independently answer RQ2. 

Interviews consisted of open-ended questions that revealed the CSR strategic orientations 

of MNCs and to characterize MNCs into three types; conceptualization of CSR, the universal 

MNCs’ CSR themes, and the ways in which MNCs coordinate their internal belief system, 

external demands, and actual CSR strategies. These questions helped analyze the 

relationships between the three levels of the model and the role public relations play. A few 

probe questions (such as MNCs’ collaboration with the government, participants’ 

perceptions of public relations) were also asked. The questions were developed from 

existing CSR theories that assess corporate performance and corporate social 

responsiveness. 

Findings 

Results of the study are analyzed and showed below to answer the three research 

questions that examined the MNCs’ CSR model from the Indian perspective. 

For RQ1, participants were asked for their perceptions of the relationship between the 

Indian branches and the global headquarters in terms of resources, skills, decision making, 

research and development, and of the foremost role of the Indian operations.  It was found 

that predominantly, these MNCs adopted the global and transnational strategic 

orientations. Invariably all the participants used such words as “strategic,” “very 

important,” “emergent,” “leading,” “fast-growing,” and prominent” to describe the primary 

role the Indian operation played in their respective companies. 

Five of the eight MNCs appeared to have a global orientation while the other three were 

leaning towards the transnational or a mixed orientation from global to transnational. In so 

far as decision-making is concerned, three American companies pointed out a similar 
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process.  Strategic orientations of the company apparently  mattered less than the strategic 

status of the Indian operations to the participants. Regardless of the management 

philosophy, almost all participants contended that the Indian operations played a 

“prominent” or “important” role in these MNCs. This sense of importance resulted from the 

proportion of sales growth, size of the Indian market, company expansion, and low labor 

cost in India. A few of them associated this “prominence” with the company’s strategic 

orientation.  

For RQ2 content listed under the CSR sections of the websites of the selected MNCs were 

analyzed for ascertaining the conceptualization and definition of CSR and the issues that 

these companies focused on in terms of CSR. Examples of CSR activities and reasons for 

engaging in these specific issues were also explored.  Most companies defined CSR broadly 

as the contributions a company makes to society, beyond making profits. Many of them 

compared a company to a person in society and be aware of its impact on society, influence 

on the economy, education and culture, impact on the environment and should take into 

consideration needs of underprivileged groups.  

Contributions to the underprivileged, education, environment, and community were 

sweeping issues among almost all the companies. Half of the companies also talked about  

disaster relief as another issue, but usually this kind of projects was organized by global 

headquarters.  Every company thought that CSR was inter-related with and defined by its 

mission and vision. All of them cited their “corporate culture” as one major reason why 

they were involved in CSR and in those specific areas.  A few companies also pointed out 

the association between CSR strategies and corporate branding and reputation. CSR is what 

the company is all about. It is an expression of its being. 

For RQ3, it is imperative to note the perceptions of public relations by the participants of 

the study from these MNCs. It was obvious that more than half the companies explicitly 

equated public relations to “media relations.” A few communicators understood public 

relations as a communication function, consisting of external media communication and 

internal employee communication.   

While one participant saw public relations the same as public affairs, involved in media, 

employee communication and promotion, another looked at it as “taking care of the 
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brands,” and corporate public relations “establishing and enhancing the awareness and 

reputation of the company. 

Managing the CSR programs  

For the question who should manage the CSR programs, almost all the participants 

recommended that a special committee consisting of top management and leaders of 

different function departments should manage CSR. Some companies already had such a 

committee in place. Half of the companies also emphasized the importance of endorsement 

and support from the top management, and that CSR was “everyone’s business”.  More than 

half of the communicators contended that public relations indisputably played a strategic 

role in managing CSR, by “participating in formulating the strategies.”  In one company, the 

public relations department works as a team with the human resources department, and 

the general manager to manage CSR initiatives.  

In other company, the communication department did not have the final say on CSR 

strategies, but was certainly on the CSR committee “to discuss the strategies” with the vice 

president and heads of other functional departments involved. 

In the whole process, according to the respondents, public relations participated in 

masterminding CSR strategies, and “actively publicized the activities to put forward 

corporate image.” In particular, the top communicator stressed the role of “communication 

and promotion” by public relations function. 

It was also unanimously indicated by the respondents that CSR should not be the 

responsibilities of merely one department, such as the public relations / communication / 

public affairs department. Rather, it must involve every employee and that everyone “all the 

way from the top management” has to be part of managing CSR.  

Evaluation: The Messy Area 

It was seen from the responses that more than half of the companies had not evaluated 

their CSR strategies, whereas the rest did conduct evaluation to some extent. All of the 

respondents revealed ways in which CSR strategies were and should be evaluated. Those 

companies that had not evaluated their CSR strategies speculated that effects of CSR 

strategies could be measured through “return on investment,” “brand recognition,” 

“customer satisfaction,” and “stakeholder feedback.” On the other hand, the other MNCs 
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that had actually evaluated CSR, claimed that they did it through “external recognition (e.g., 

CSR awards and news clipping),” “key stakeholder’s feedback,” and “third party survey.” 

One of the key respondents who related CSR strategies to corporate branding, suggested 

that brand recognition be measured, by collecting data on customer satisfaction change, 

attitude change of the local government, and then of employees. In all these 

communication, it emerged that stakeholder feedback and external recognition are the 

main parameters for evaluating CSR strategies. 

External recognition (e.g., CSR awards and news clipping) was a common practice to 

examine CSR impact. All companies kept track of awards granted by the news media and 

other organizations. Furthermore, they consented on the value of “stakeholder feedback.”  

Some respondents further stressed that they gauged “each project against the original 

plans and goals.” Another company used an Environmental Protection SMS contest as an 

illustration.  

Discussion and Implication 

This study focused on exploring the role and value of public relations in the context of 

managing CSR strategies for MNCs. Furthermore, it took the first step to building a public 

relations-centered MNCs’ CSR theory by examining and enriching the MNCs three-

dimensional CSR model from a public relations’ Perspective and from an Indian 

perspective. 

Summary of Results 

The MNCs’ CSR model consists of three dimensions: Strategic orientation, content domain 

and perspective.  Using a suitably developed questionnaire, the three dimensions of the 

MNCs’ CSR model was examined. In addition, the voice of internal publics was also added 

to the model to make it complete. 

The study found that the MNCs’ practice and philosophy largely leaned towards the global 

orientation.  A handful of companies only had a mix of global and transnational orientation, 

based on participants’ annotations of the companies’ decision-making process, skills, 

resources, R & D and the role the Indian operation played.  

An examination of the second dimension recognized a broad definition of CSR as the 

contributions a company makes to society, besides making profits. Some contributors also 
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equated “public good” with CSR. Most communicators’ personal conceptualization of CSR 

converged with that of their companies. Among the issues these companies’ CSR strategies 

focused on, only environment was listed in the original MNCs’ CSR model. The study 

produced strong support for other issues such as education, community and “the 

underprivileged.” 

Regarding the third dimension, the study found that public relations was primarily 

perceived as a “media relations” function by the respondents and at best, a communication 

function.  Nevertheless, more than half of the communicators argued for a strategic role of 

public relations in managing CSR, either as a participant, or coordinator or communicator 

of events. Measures of CSR strategies in MNCs proposed by participants consisted of 

“external recognition,” “key stakeholder feedback,” and “third-party survey.” Regarding the 

specific roles public relations could play in CSR management; it was found that, 

Coordinator, leader and helping hand for human resources were the most prominent. One 

last finding was that collaborating with the Indian government in doing CSR was 

imperative to all the respondents. 

Implications for MNCs 

It can be seen from the findings of the study that, a global-oriented company would define 

their CSR functions centrally. This is in close agreement with the 3-dimensional model of 

Arthaud-Day. Those companies reportedly having a global decision-making process, and 

centralized resources and assets also have a global CSR structure. Occasionally, the Indian 

subsidiary of the global company could modify the guidelines within acceptable limits.  It is 

also imperative from the study that “global” MNCs should move towards transnationality if 

they intend to achieve global competitive advantages. The variation towards a 

transnational strategic orientation needs to start from the leadership and organizational 

tradition.  

Bartlett and Ghoshal (1998) have presented some guidelines for changing the orientation 

of an MNC. The first is, “a clear and shared understanding of the company’s mission and 

objectives,” which could assist establish the “transnational” coordinating mechanisms.  The 

second guideline is, “the visible behaviour and public actions of senior management”.  The 

powerful influence of top management on the company’s strategic orientation and CSR 

strategies has been clearly shown in this study.  One final implication for MNCs, particularly 
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those intent on entering the Indian market, is that they may start with helping the 

underprivileged, education, environment, and community in terms of CSR.  

Implications for International Public Relations 

It emerged from testing the second and third dimensions of the MNCs’ CSR model that, 

public relations was a “publicity” or “media relations” function, or a communication 

function at its excellent. Though, in the case of CSR management, respondents primarily 

perceived a “strategic” role for public relations. One possible explanation for this shift 

could be that participants related CSR to corporate image, so that “publicity” or 

“communication” function would appear vital in CSR management. 

Based on this study, it can be concluded that the public relations function of the eight MNCs 

was indeed involved in strategic planning, though the stereotypical perception of public 

relations persisted.  The public relations function in some companies even participated in 

developing CSR strategies, but it was still publicity or media relations function at the 

strategy implementation stage in five companies. 

A PR practitioner therefore should first define herself as a strategic management function. 

This first step is crucial, because both communicators and employees in this study 

anticipated public relations to contribute more strategically and to a larger extent to CSR 

management even though the function was limited to publicity and media relations.  When 

perceived as a strategic management function, it is possible that public relations 

practitioners can contribute more strategically to CSR management and even help the 

company move toward a transnational mentality. 

PR practitioners can employ informal or formal communication channels to transform the 

company’s perception of the public relations function, including that of the top 

management and individual employees. Also, they may use interpersonal relationships and 

processes to effect variations in the company’s structure pertaining to responsibilities of 

public relations function. The strategies of building relationships with publics in the public 

relations literature can be applied by practitioners in the context of internal relationships. 

In this regard, Grunig and Huang (2000) found five relationship maintenance strategies: 

Positivity, openness, assurances, networking and shared tasks. 
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The above technique of communication and relationship building is part of the “emerging 

change process” described by Bartlett and Ghoshal (1998) for managers to make corporate 

changes. For example, many European and Japanese companies used the socialization 

programs of employees and communication processes to change individuals’ attitudes and 

mentalities, and then interpersonal relationships to eventually change formal corporate 

structures.  The model can serve as a reference framework for public relations 

practitioners in MNCs regardless of the perceptions of the public relations function in 

MNCs. The practitioners can use the basic level strategic orientation to identify their own 

companies’ philosophy, which will guide the CSR management process, as Bartlett and 

Ghoshal (1998) and Arthaud-Day (2005) suggested “the predictive effect of strategic 

orientation" on MNCs’ CSR management. 

PR practitioners may refer to the CSR issues found in this study particularly during the 

formulation stage of CSR management. They can either survey or interview both external 

and internal stakeholders for input to the whole process of managing CSR strategies, as 

found in this study as well as in other studies (e.g., Arthaud-Day, 2005). With the help of 

this model, public relations professionals in MNCs can streamline the CSR management 

process, and in turn add to corporate effectiveness. 

It also emerges that a more symmetrical internal communication will be beneficial for the 

formulation, implementation and evaluation stages of CSR strategies. This will not only 

help practitioners collect more information of societal, but also enhance employees’ 

understanding of public relations function and the company’s CSR practice. As a result, 

communicators can better gauge whether their CSR strategies reflect the actual societal 

demands (at evaluation stage). 

Implications for Theory 

This study has yielded pragmatic support to the MNCs CSR Model from an Indian 

perspective. Examination of the first dimension of strategic orientation upheld Bartlett and 

Ghoshal’s (1998, 2000) typology of international business strategy. The issue of 

environment proposed by the model was supported. Furthermore, the study confirmed the 

proposition that a company’s overall strategic orientation largely determines orientation of 

its CSR practice. In addition, it advised the potential influence by the perspective level on 
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the content domain. For example, societal expectations were one criterion for the 

participating companies to determine their CSR issues.  

Second, the study expanded the model in several ways. To begin with, the study explored 

the interrelationships of the three dimensions. New CSR issues such as the 

underprivileged, education, and community, have been identified, besides environment as 

proposed by the model.  This study has also helped in broadening international arena, and 

yielded more support for a better understanding of international CSR. The qualitative data 

on MNCs from different countries (Asian, European, and American) countered the 

argument that CSR is only relevant to the Western world (Arthaud-Day, 2005). MNCs from 

an Asian country, Japan, perceived CSR similarly to their Western counterparts.  

Another contribution to the CSR model pertained to the conceptualization of CSR and its 

content domain. It has become obvious from this study that nearly all participants 

responded with a broad definition that CSR is the contribution a company makes to society, 

beyond making profits. This finding additionally insinuated that a broader CSR definition 

may be more workable for MNCs than clearly delineated ones, although it probably would 

present operational challenges to international CSR research.  

The study has also emphasized ways in which public relations may contribute to corporate 

effectiveness by playing strategic roles in CSR management, which requires redefining the 

public relations as a strategic management function for greater contributions. With the 

public relations perspective inserted, the new MNCs PR-CSR model can help gauge the 

value of public relations to organizational effectiveness. It is worth mentioning that there 

was a unanimous response from the participants for a  management committee to oversee 

CSR strategies.  The respondents also pointed out the need for a transnational approach in 

the international business context.  This points to the substance of all departments to work 

closely, rather than to continue with turf fighting.  

Lastly, the study has provided evidence for the effect of MNCs’ corporate culture, a 

country’s political system and level of economic development on its CSR practice. The 

results showed that corporate culture partially determines CSR issues of interest while 

India’s political system made it necessary to collaborate with the government while 

discharging CSR.  Also, the fast economic growth of India in the recent years has been 

related to a change of strategic orientation. 
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Limitations and Suggestions for Future Research 

This study was limited in a few ways. First, the scope of the study was limited to only top 

ten MNCs. More data on more MNCs is necessary to develop a deeper understanding of CSR 

as practiced by them in India.  Also, in this study researcher has examined the three 

dimensional model only pertaining to India and CSR of MNCs in India.   

Secondly, the study attempted to gauge the value of public relations in corporations 

through CSR management. Still, there were no models available at present to measure the 

value of such CSR strategies so as to prove the concrete value of public relations.  

Furthermore, it should be noted that the findings were based on perceptions of the 

respondents. Research to collect data, either qualitative or quantitative, on key external 

stakeholders’ comments on these companies’ CSR practice will help test the findings 

presented here. 

Another area of interest that needs to be explored fully, is the relationship between 

organizational behavior and its culture. This study has found some evidence that corporate 

culture largely defines MNCs’ CSR strategies. Additional research is necessary to explore 

more thoroughly the relationship between corporate culture and the company’s behavior, 

such as its CSR practice. 

The impact of new media forms, such as the Internet, online portals, SMS, etc., on 

international CSR also needs to be examined thoroughly.  It has been advocated that the 

new global CSR should consider new and old forms of media (Stohl, Stohl and Townsley, 

2006).  More studies are required to assess the impact of change of media forms on the 

content domain of the MNCs’ CSR model, as well as the implementation and evaluation 

process of CSR strategies. 

Lastly, researcher makes a remark on the practical side of the study. Although it has 

resulted from this study that MNCs shift to a transnational approach and for public 

relations practitioners to contribute more to CSR management, further studies on these 

hypotheses will help confirm or improve upon them. 
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